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This 
is the spot | | for a commercial 


On the water or on the shore, it’s smooth 
sailing for your sales-message when you 
use Spot Radio. Multiply this listening habit 
by millions of vacationers, and you’ll know 
° why Spot Radio pays off BIG for national 
advertisers on these important stations. 


Radio Division 


FEdward Petry &'Co., Inc. 


The Original Station / 
Representative 


YORK * CHICAGO » ATLANTA * BOSTON + DALLAS « DETROIT 
‘LOS ANGELES - 0 -. Louis 








California National Productions proudly an 
nounces its new adventure series, “The Blue ~ 
Angels.” Here, close-up, are human-interest 
stories of the U.S. Navy's famous precision: ” 
flying team. The series’ sharpest focus is on 
the men themselves, their pleasures and prob- 
lems—the kind that are within everyone's 
experience. The Blue Angels are the men who 
man the Navy's Tiger Jets, the men who work 
in the clouds at 600-miles-an-hour and up 
. .. then come down to earth to face situ- 
ations just as dramatic as those in the air. 


Matching courage, skill and team-spirit against 
incredible aerial duties, the Navy’s Blue An- 
els have thrilled 35,000,000 Americans with 

eir breathtaking feats. And millions more in 
every part of the country will see them fly 
in the next 12 months in 75 scheduled dem- 
onstrations that are promotion “naturals.” 


Hard-hitting realism characterizes this entire 
series. The Blue Angels’ former skipper, Com- 
mander “Zeke”’ Cormier, USN, as technical 
advisor for all shooting, ensures program 
authenticity. Sam Gallu, creator- producer of 
the successful “Navy Log,” is in charge of 
capturing all the excitement on film. The Navy 
Department has pledged ‘‘full cooperation.” 


Continental Oil Company (CONOCO) has already 
purchased “The Blue Angels” for its market- 
ing area. Now is the time to put this powerful 


series of warm, inspiring, hu- 
man dramas to work for you. 
WBC TELEVISION FILMS, A DIVISION OF 









































CALIFORNIA NATIONAL PRODUCTIONS 

















— LEADS IN AVERAGE SHARE OF AUDIENCE! 
HOOPER INDEX, APRIL-MAY 1960 


— LEADS IN NET UNDUPLICATED HOMES! 
6:00 A.M. 


— HIGHEST METRO AVERAGE RATING! 


6:00 A.M.—-6:00 P.M. NSI, APRIL-MAY 1960 


— DELIVERS THE LARGEST ADULT AUDIENCE! 
NIELSEN ADULT LISTENERSHIP SURVEYS 


HERE, in this huge Metropolitan Market of over 1,700,000 © 
people, WCBM delivers the quality audience ... and the quantity 
_ audience! “Balanced Programming” makes the difference . . . the 
reason why Baltimoreans, in large numbers, consistently turn to 
WCBM for Top Talent Radio! 


\ A CBS Affiliate oS : 
10,000 Watts on 680 KC 
Baltimore 13, ac 4 





REACH 
THE BOOMING 


DALLAS - FT. WORTH 


MARKET 
WITH CHANNEL 












KRLD-T \ serves 2,647,894 people* in 53 Texas counties plus 
a bonus of 5 southern Oklahoma counties. Channel 4 serves this 
growing 58 county area through 712,865 TV Homes.+ 





You SELL more when you REACH more with Channel FOUR. 


*Preliminary figures, U.S. Census Bureau 
Composite Nielson and ARB TV Ownership Estimates, NCS#3 coverage pattern. 








represented nationally by the Branham Company 


Channel q Dallas_--F oy Worth Clyde W. Rembert, President 


MAXIMUM POWER JW.-twin to KRLD radio 1080, CBS outlet with 50,000 watts. 
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Republican ad strategy ® Republican 
party will use special house agency this 
year to plan and place its campaign ad- 
yertising. Agency will be called Cam- 
paign Assoc. and will be headed by 
Carroll P. Newton, BBDO vice presi- 
dent. For past several presidential cam- 
paigns BBDO has been GOP agency. 
Among reasons for change to special 
agency set up for single purpose: it'll 
cut campaign costs; experts from sev- 
eral different agencies can be drafted 
for short-term service on behalf of 
GOP. 


Campaign Assoc. will be self-liqui- 
dating. It will collect 15% on business 
it places, will return to party any money 
it has left after its dissolution next Jan- 
uary. Agencymen loaned to GOP agen- 
cy will continue to be paid by their 
agencies (thus retaining all benefits and 
seniority in their own shops), and their 
agencies will bill Campaign Assoc. for 
their time. Some of campaign experts 
now on staff of Vice President Nixon 
will be consultants to Campaign Assoc., 
though remaining on Nixon staff. 
Among them will be Ted Rogers, Hol- 
lywood producer, who's Mr. Nixon's 
broadcast advisor. 


Revion build-up ® With switch of Ted 
Bergmann from presidency of Parkson 
Adv. (agency for J.B. Williams) to vice 
president in charge of advertising of 
Revion, step-up in Revion’s broadcast 
budgets is believed in offing. Revlon in 
1959 spent $4.2 million in network tv 
and $3.2 million in spot—better than 
65% of its total ad budget. 


Mr. Bergmann, who formerly was 
vice president for tv-radio at McCann- 
Erickson, had been in active negotia- 
tion with one of tv networks for 
executive vice presidency. Intra-mural 
personnel complications, however, per- 
suaded Mr. Bergmann to complete trans- 
action with Revlon where he will report 
directly to Charles Revson, president. . 


Study period ® Although FCC this 
week is expected to give preliminary 
consideration to thick staff report on 
programming practices prepared by 
Network Study Staff (CLosED CircuirT, 
July 4) there’s no likelihood of immedi- 
ate action. Chances are that provoca- 
tive report, labelled another “Blue 
Book,” will go over until after August 
recess, which would mean post-Labor 
Day consideration at earliest. Report is 
another effort of FCC staff to assert 
supervisory controls over programming 
short of censorship. 


Reducing program ® NBC-TV is now 
in process of cost reduction-profit ex- 
pansion readjustment occasioned by re- 
evaluation of fall programming sched- 
ules. Personnel reduction is being ef- 
fected primarily in technical studio staff 
because of increased film programming 
by outside producers and decrease of 
live production. Streamlining to elimi- 
nate “luxuries” accumulated during past 
year also is being effected in other de- 
partments. 


Ad-news mixture ® One condition of 
Mutual of Omaha’s buy of ABC-TV 
convention coverage (see page 40) was 
network’s agreement to use Bob Con- 
sidine, who will deliver insurance com- 
pany’s commercials, as commentator 
helping with news coverage. NBC-TV 
which was after Mutual of Omaha busi- 
ness, lost out at least partly because it 
refused to accept outside man as mem- 
ber of news team. 


Reinsch for Butler? ® There’s outside 
chance J. Leonard Reinsch, executive 
director of Cox broadcast stations, may 
succeed Paul Butler as chairman of 
Democratic National Committee. Mr. 
Reinsch, who’s executive director of 
party’s national convention this week, 
is being supported for party chairman- 
ship by several leading Democrats. Sen. 
B. Everett Jordan (D-N.C.) has sent 
letter to national committee members 
urging them to back Mr. Reinsch. It’s 
customary for party’s presidential nomi- 
nee to pick chairman. Sen. Jordan 
pointed out that Mr. Reinsch is “per- 
sona grata” to all leading candidates for 
nomination. Would Mr. Reinsch take 
job? He says he’s been too busy with 
convention to think about it. 


Penalty settlement? ® There’s talk of 
compromise with Rep. Oren Harris over 
some of his amendments te omnibus 
broadcasting bill (S 1898) passed by 
House and now scheduled for Senate 
hearing. Deal would be elimination of 
present proposal to give FCC authority 
to suspend station licenses for as long 
as 10 days as penalty for infractions of 
law or regulations—and retention of 
provisions for fines up to $1,000 per 
day. 


Broadcasters have opposed both sus- 
pension and fines, though they have not 
objected to other Harris amendments 
clarifying sponsor identification rules 
and outlawing quiz-rigging and payola. 
Sen. John Pastore’s Senate Communi- 
cation Subcommittee has scheduled 
hearings Aug. 10. 


CLOSED CIRCUIT. 


Vacation schedule ® FCC is sticking 
to its plans for August recess despite re- 
turn of Congress Aug. 8 (Senate) and 
Aug. 15 (House). But it’s expected that 
FCC Chairman Frederick W. Ford will 
be on hand Aug. 10 to testify, if called 
upon, before Senate Communications 
Subcommittee on Harris amendments 
(see above). FCC supported punitive 
provisions in House testimony. 


Boomerang ® FCC members weren't 
happy last Friday with publicity they 
got from Lar Daly’s appearance on 
Jack Paar Show night before (story 
page 45). Mr. Daly, tireless seeker of 
equal time for political broadcasts, was 
put on NBC-TV network show at FCC 
order, and while on air, profusely 
thanked FCC for its gift of network ex- 
posure. One commissioner said Friday 
his decision would have been different 
“if I had known what I know now.” 
Another said, on reflection, he wished 
FCC had voted by common sense in- 
stead of by law. Third thought Daly 
appearance might have served good 
purpose in exposing him to public. 
Fourth called it “a travesty.” FCC had 
voted 5-1 (Chairmar Ford dissenting) to 
put Mr. Daly on air. 


Disappearing soaps ® There are signs 
—again—that one of network radio’s 
oldest and once biggest attractions, the 
daytime serial, may be approaching 
oblivion. CBS Radio, only network that 
still shelters this vanishing breed, has 
been having trouble selling them lately, 
but officials say this doesn’t mean 
they'll be dropped. They point out that 
serial sales run hot and cold, hope 
they'll soon get hot again. Sales or no, 
their audiences remain relatively high 
—fact which up to now has been 
answer enough for affiliates who reg- 
ularly suggest they be dropped. But 
unless sales pick up, question is sure 
to get serious review this year. 


Counter-attack ™ Because of success 
of its New York clinic on radio pro- 
gramming, promotion and public re- 
lations June 7-8, Quality Radio Group 
has now officially decided to hold 


second clinic at Waldorf in New 
York, Oct. 11-12. Through these 
clinics, asserts Ward L. Quaal, vice 


president-general manager of WGN 
Inc. and president of Quality, group 
made up of large-coverage radio sta- 
tions, hopes to “bring an upgrading and 
improvement in radio’s image as an in- 
dustry.” In so doing they hope to coun- 
ter “the experts of expediency, the 
Johnny-Come-Latelys and the quick 
capital gains boys,” he said. 
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AFA’s role: protecting ad freedoms ® An answer to 
some of the confusion and controversy about whether 
the Advertising Federation of America should move its 
headquarters office from New York to Washington is 
offered in this week’s MonDAY MEMo by AFA Board 
Chairman James S. Fish, vice president and advertising 
director of General Mills Inc. He points out that the 
Washington office is not a lobby, but rather an alert 
Mk. FisH and educational facility. He says AFA’s role of pro- 
tecting advertising freedoms starts at the grass roots. 
AFA’s progress should be judged by its program, not by the location 
of its headquarters, Mr. Fish states. Page 24. 





Sponsors to lose protection? # Guaranteed separation of advertisers from 
their competitors may be forced to yield to the hard realities of television 
growth, product diversification and splintering of sales formats. Some 
experts think it will disappear in two years. Page 27. 


Talent talent ® Tv commercials have turned agencies into mass audi- 
tioners, making ad VIPs of casting directors. BROADCASTING profiles 
important half-dozen. Page 32. 


All's ready in L.A. ® Broadcasters and networks set for biggest and best 
political convention coverage yet as Democrats convene. Page 40. 


Sometime shows ® Tv special season will be cut down by about half in 
fall, with some experimentation in 30-minute format, mostly familiar 
sponsor faces and greater status for public-interest specials. Page 54, 


More woes for quiz winners? ™ Another New York grand jury is 
impaneled to listen to evidence and determine whether criminal charges 
should be lodged against witnesses reported to have testified falsely in 
previous investigations of tv shows. Page 68. 


Communication by light rays ® Interference-free communication by 
light waves for space age is produced by new “laser” device out of 
Hughes Aircraft research lab. Development could eventually free more 
frequencies for non-military spectrum users. Page 79. 


How much business should you do? ® Station broker Paul H. Chap- 
man has a formula to arrive at the answer. Page 82. 


British commercial tv gain ® Figures show sales are up 39%. Page 91. 
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ONE 
SHOT 
TAKES ALL 


LANSING 
JACKSON 
BATTLE CREEK 





GAY 


CHANNEL 


_| The best shot in outstate Michigan pockets 
'! three major markets ranking 11th* in retail 


sales — gives you more Grade A coverage of 
Central Michigan population and TV house- 
holds. Nationally, the 26th** market. Your 
cue to call Venard, Rintoul & McConnell, Inc. 
*SRDS Consumer Market Data 


**Television Age 100 Top Markets — 11/30/59 








LANSING 
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BATTLE CREEK 


CHANNEL 10 


SERVING MICHIGAN’S 


GOLDEN TRIANGLE 


Associated with / WILS-Lansing, WPON — Pontiac 
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q TE NEWSBREAKS ON THIS PAGE AND NEXT ° DETAILED COVERAGE OF THE WEEK BEGINS ON PAGE 27 


RESNO MADE ALL-UHF MARKET 
' Ch. 12 deleted by FCC; KFRE-TV to ch. 30 


= Rulemaking finalized by FCC last 
Friday deletes ch. 12 from Fresno, 
Calif., thereby making that city all uhf 
market. At same time, commission 
‘shifted ch. 30 from Madera, Calif., to 
'Fresno and assigned that facility to 
KFRE-TV, currently licensed on ch. 12. 

| Final disposition of ch. 12, FCC 

"stated, will be considered in pending 

Prulemaking to make Bakersfield, Calif., 
| all uhf by deleting ch. 10. Comments 

were invited on assigning two vhf chan- 

nels to Santa Maria, Lompoc-Santa 

"Maria, San Luis Obispo or Santa Bar- 

bara, all California. Comments in 

‘Bakersfield rulemaking are due Aug. 8. 
» Fresno now is assigned chs. 24 
» (KMJ-TV), 30, 47 (KJEO [TV}), 53 

and educational 18. KFRE-TV con- 

‘sented to change in its authorization 

‘from ch. 12 to 30 and was permitted 

to continue operating on vhf facility 

Funtil April 15, 1961. 

_ At same time commission renewed 

‘license of KFRE-TV, owned by Tri- 
"angle Publications Inc., but noted re- 
"newal was taken without prejudice to 

final action in FCC’s payola investiga- 

' tion involving Triangle stations. 

' Commissioner John S. Cross dis- 
» sented to removal of ch. 12 from 
| Fresno because it would deprive per- 
"sons living in isolated foothills and 


mountainous areas of their only depend- 
able tv service, now provided only by 
KFRE-TV. Commission majority, how- 
ever, ruled these people could be served 
satisfactorily through increased powers 
of uhf stations and/or boosters and 
translators. 

Late move to stop Fresno deintermix- 
ture was made last week by Paul R. 
Bartlett, former majority owner of 
KFRE-TV, who urged Fresno City 
Council to intervene with FCC. Mr. 
Bartlett maintained ch. 12 shift would 
cost public to convert; would cause loss 
of service and claimed Triangle, which 
now owns five vhf stations (maximum 
under FCC rules), was going along with 
move so it could buy another vhf. 

In Friday counter, Roger W. Clipp, 
vice president in charge of Triangle 
stations, said Mr. Bartlett’s arguments 
“indicate that he has little knowledge 
of the technical and practical considera- 
tions leading to the conversion of 
Fresno to an all-uhf market or he is 
motivated by purposes which have not 
been made clear to the council.” He 
said uhf would give service equivalent 
to vhf and that 95% of sets have been 
converted. 

Mr. Bartlett and associates sold 
KFRE-TV to Triangle for $3 million 
cash Dec. 30, 1959, 





Two held for bribery 


‘on ‘Treasure Hunt’ 


Extensive kickbacks on defunct NBC- 
|TV Treasure Hunt program were re- 
| Yealed iast Friday when two warmup 
Men on program were arrested in New 
| York on conspiracy and bribery charges. 
| Police are seeking third man, not iden- 
» tified, who is reported out of state. 
_ Arrests followed investigation of win- 
| fers on program by New York district 
> attorney Frank S. Hogan, who said 
More than 125 of 150 participants on 
| Program had been quizzed. He said 30 
' confessed they had split their winnings 
_ with warmup men Bernard P. Martin, 
| Artie Roberts and unidentified man. 
| Police said trio arranged to place their 
| friends on program in return for share 
» of winnings. Program, featuring Jan 
| Murray, was on air for two years until 
| it was cancelled last December when 
© NBC-TV itself announced it had evi- 
| dence there had been kickbacks to indi- 
) Viduals associated with program. 


Mr. Hogan emphasized that both 
NBC and Mr. Murray had cooperated 
in investigation and network had sup- 
plied tips to district attorney’s office. 
Mr. Roberts, Mr. Martin and unidenti- 
fied man were accused of criminal in- 
formation on one count of conspiracy 
and 10 counts of commercial bribery. 
If convicted, each face maximum penal- 
ty of one year in prison and $500 fine 
on each count. 


Lar Daly claims Paar 
exposure inadequate 


Lar Daly feels that he did not get all 
time that was coming to him in his 
Thursday (July 7) appearance on NBC’s 
Jack Paar Show (see story, page 45). 
In Friday telegram to FCC, Mr. Daly 
complained that Sen. John F. Kennedy 
(D-Mass.) appeared on Paar show for 
47 minutes while he (Daly) received 
only 25 minutes. 

Mr. Daly asked same day (Friday) 
ruling that NBC be required to put him 
back on air for additional 22 minutes. 


“Tll do it any place they say—their 
studios in Chicago or Los Angeles,” 
Mr. Daly said. FCC wired Mr. Daly 
that time would not permit decision 
last Friday on his demand. 


Pre ’48 films bring 
43% of MGM's profit 


Rentals of Metro-Goldwyn-Mayer’s 
pre-1948 features and shorts to tv ac- 
counted for 43% of consolidated profit 
of $7,317,000 earned by company in 
first 40 weeks of 1960, Joseph Vogel, 
president, reported last Friday. Motion 
picture revenues brought in 40% and 
remainder came from other activities, 
such as recording company, music pub- 
lishing organizations and _ overseas 
exhibition company. 

Mr. Vogel noted that rentals of 
MGM’s pre-48 features and shorts to 
tv have earned $34 million for com- 
pany to date and contracts outstanding 
will bring in another $24 million. Mr. 
Vogel said MGM has about 250 post- 
48 features but added company is in 
“no hurry” to sell them to tv. 

He reported that MGM is in “close 
touch” with “a certain development” 
in pay tv field, but declined to elabo- 
rate. He said that MGM intends to 
become active in this area if such ac- 
tivity “can be shaped up significantly 
and profitably.” 

Company’s net profit of $7,317,000 
for first 40 weeks of 1960 was said 
to be increase of almost 19% over 
figure for comparable period in 1959. 
New profit amounts to $2.92 per share, 
said to be 12-year high. 


Vick buying radio-tv 
for CARE crusade 


Spot and network tv will take a 
healthy dosage of Vick Chemical Co.’s 
$657,000 media budget to promote the 
“$1 million Vicks CARE Crusade,” 
starting Oct. 10. Public service venture, 
which was announced in New York last 
Friday, represents departure from Vick’s 
normal “hard sell” effort. Agency is 
Morse International Inc, New York. 

Americans in all 50 states and Dis- 
trict of Columbia will be asked to com- 
plete, in 25 words or less—“Americans 
should CARE about their neighbors 
abroad because . . .” and send minimum 
of 50 cents to CARE. No Vicks prod- 
uct need be purchased. Total of 51 
winners and their wives or husbands 
will be sent on two-week trip to Europe. 

Vick’s campaign includes participa- 
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tions in 10 CBS-TV shows and 10-sec- 
ond hitchhikes on every Vick’s product 
spot commercial for three-week period, 
from 19 spots per week in minor mar- 
kets to 35 weekly in key markets. Net- 
work shows to be used: J Love Lucy, 
As the World Turns, Edge of Night, 
Far Horizons, Verdict Is Yours, Mil- 
lionaire, December Bride, Video Vil- 
lage, Brighter Day and Aquanauts. 


KTVE El Dorado sale 
to Simon approved 


FCC on July 8 announced sale ap- 
proval of KTVE (TV) El Dorado, Ark. 
(Monroe, La.) to William H. Simon, 
widower of former FCC Commissioner 
Frieda B. Hennock. Mr. Simon pur- 
chased ch. 10 facility for $1.1 million 
from Dr. Joe F. Rushton, W.C. Blew- 
ster and William Bigley. 

Other commission approvals: 

KDEO El Cajon, Calif.; sold by Rob- 
ert Sharon and Kenneth Greenwood to 
Howard Tullis and John Hearne for 
$475,000. Buyers own KFXM San 
Bernardino and KAFY Bakersfield, 
both California. Mr. Tullis is owner of 
KVEN Ventura, Calif.. and KUAN 
Guam. 

WVMLI Biloxi, Miss.: Sold by Odes 
E. Robinson to M.F. Kahlmus, H.E. 
Sanders, Frank E. Holladay and Joseph 
W. Carson for $100,000 and land lease 
at $200 per month for 10 years with 
option agreement to purchase for $15,- 
000. Messrs. Holladay and Carson have 
interests in WLSM Louisville, Ky.; 
WNSL Laurel and WOKK Meridian, 
both Mississippi; and WACT Tusca- 
loosa, Ala. 


Radio gains noted 


Brisk national radio buying is reflect- 
ed in six-month report by Robert E. 
Eastman & Co. New York radio rep- 
resentative is reporting 43% increase 
in national volume for January-June 


WEEK’S HEADLINER oes: 


Theodore G. Bergmann, president of 
Parkson Adv., New York, resigns to be- 
come vp of advertising for Revlon Inc., 
New York, effective July 18. Mr. Berg- 
mann replaces Evan William Mandel, 
who will devote his full time to duties as 
assistant to president of Revion. Mr. 
Bergmann began his career in 1941 as 
NBC page and advanced to program pro- 





Mr. BERGMANN 
ducer. 


In June 1947 he joined sales staff of WABD (TV) New 
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1960. President Eastman said this is on 
top of 44% increase in 1959 over pre- 
ceding year. Eastman list is made up of 
major and medium-market outlets. 


Bartell opens second 
Caribbean tv outlet 


Bartell Broadcasting Corp. will open 
its second Caribbean tv station, Tele- 
curacao, July 31, operating on ch. 8 
week-around, 6-11 p.m., covering is- 
lands of Curacao and Bonaire. Boris 
Frank, Bartell director of Caribbean 
operations, will manage station. 

Broadcaster opened Telehaiti last De- 
cember and plans to put another station 
next year in Netherlands Antilles, Tel- 
aruba. Domestic properties are WOK Y 
Milwaukee, WAKE Atlanta, KCBQ San 
Diego, WADO New York, WYDE Bir- 
mingham and KYA San Francisco. 

Telecuracao, located in Willemstad, 
capital of Curacao, ‘is being equipped by 
Philips and will have 500 w transmitter, 
delivering 2 kw power from 200-foot 
tower. 





Garbage suit 


Loew’s Theatres Broadcasting 
Corp., owner of WMGM New 
York, filed suit against owners 
of garbage company in Hacken- 
sack, N.J., claiming that garbage 
dumped next to station’s tower 
interfered with station’s signal. 
Loew’s Theatres, seeking $100,- 
000 in damages in New Jersey 
Superior Court in Hackensack, 
asserted that garbage company 
employes had trespassed on tower 
site by dumping garbage to height 
of 15 feet and burying copper- 
wire radials that radiate from 
base of tower. Issue will be argued 
in Superior Court tomorrow 
(July 12). 















FTC examiner cites 
P&G in merger case 


Procter & Gamble’s acquisition of 
Clorox Chemical Co. (Clorox house- 
hold bleach) in 1957 violated anti- 
merger law because P&G’s combined 
purchases in tv and other media enabled 
it to advertise at up to 30% discount 
to promote Clorox, Federal Trade 
Commission examiner Everett F. Hay- 
craft said in initial decision an- 
nounced today (Monday). 

Initial decision, ordering P&G to di- 
vest company acquired in $30 million 
stock exchange, is not final and may be 
appealed, stayed or docketed for re- 
view. 

Under P&G’s aegis, Clorox in two 
months in 1957 used heavy advertising 
to “command consumer acceptance” 
of product and increase share of mar- 
ket from 48.8% of market share to 
49.6%, examiner said, and in 12 
months saved $138,500 under P&G 
combined ad purchases. 

Rival Purex in October 1957 started 
market test in Erie, Pa., area where 
Clorox had 50% of market, used 
premium offers and dealer allowances, 
and for time equaled Clorox, examiner 
said, but P&G moved in with bigger 
premium offers and spent more than 
$4,000 for tv, its first tv buys in 
area. Result: Purex dropped to 7% by 
March 1, 1958. 


Compton’s coup 


Compton Adv., Chicago, inherited 
strong Alberto-Culver account, effective 
Sept. 1, from Wade Adv. (see page 37). 
Announcement was made jointly Fri- 
day by Charles Pratt, A-C advertising 
director, who estimated overall billings 
at $10 million (about 99% in tv), and 
E. Dean Landis, vice president in 


charge of Compton’s midwest opera- 
tions, who acknowledged agency would 
add “considerable additional personnel” 
to service account. 





York (now WNEW-TV), then owned by DuMont network. 
He transferred to network sales next year, became director 
of sales in 1951, general manager of DuMont network in 
1953 and managing director in 1954. In January 1956 he 
joined McCann-Erickson as vice president and associate di- 
rector of radio and television. While at M-E he handled 
about 50% of agency’s national tv programs. He became 
president of Parkson agency in September 1957. Parkson’s 
principal accounts are Pharmaceuticals Inc. and J.B. Wil- 


liams Co., parent of Pharmaceuticals. It has billed predom- 





inantly in television. Mr. Bergmann is 39 years old. 


#2 FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES 
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By Any Yardstick 


THE BIG ON 


Takes the Measure 





KRG-I 


CHANNEL 5 MOBILE, ALA. 


Call Avery-Knodel, Representative 
or C. P. Persons, Jr., General Manager 
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The defiant voice ofa 16-year-old killer, the anguish of 
the victim’s mother, the outspoken views of the Police 
Commissioner and the Mayor were highlights of an 
unforgettable radio program as WCBS probed the 
depths of teen-age violence. “They Kill For Kicks” is 
that kind of responsible programming which typifies 


a C-O radio station—sets it apart from all other sta- 
tions in seven great markets of America. Enlightened 
programming such as this has brought these stations 
21 major awards since the beginning of the year: 





KNX Los Angeles California Associated Press™ 
vision-Radio Association—2 Awards of Excellence: Best Ove 
news operation; Best documentary—“Image of America” A® 
of Merit: Best sports show—“Tom Harmon Sports Final” 


WBBM Chicago Ohio State University, Institule} 


Education by Radio and TV—3 Honorable Mentions: “This |s Fa. 
Song,” “A Question of Age” and “Heroes In Science” Amen 
Association for State and Local History and Broadcast Musi¢,! 
—Third Prize: “This is Folk Song” National Sportscasters 
Sports Writers Awards: Outstanding Illinois Sports Writer 
vear: John Carmichael Freedoms Foundation Gold Medd 
Honor: “This Is Folk Song” 








CBS New York Ohio State University, Institute for 
ducation by Radio and TV—2 First Awards: “This Is New York” 
Mend “They Kill For Kicks” 


CAU Philadelphia English Speaking Union: 


ward to the U.S. radio station for the greatest contribution to 
ter understanding among English speaking peoples Freedoms 


oundation Gold Medal of Honor: “I Chose America” 


MOXx St. Louis Ohio. State University, Institute for 
ducation by Radio and TV—First Award: “Operation Medico” 
ational Headliners Club Award: For outstanding Public Service 
teedoms Foundation Gold Medal: “What is an American” 
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WEEI Boston United Press International Broadcasters 
Association of Massachusetts For Excellence of News Coverage: 
Coverage of the Walpole Prison riot 


KCBS San Francisco c alifornia Associated Press 
TV-Radio Association—3 Awards of Excellence: Best sports show— 
“Sports Notebook”; Best special events coverage—“Khrushchev 
Visit”; Best editorial or commentary—“Don Mozley Reports” 
Award of Merit: Best documentary—“European Holiday” 


CBS OWNED RADIO STATIONS 


Represented by CBS Radio Spot Sales 


KICKS” 











KOIN-||\v 


PORTLAND CHANNEL 6 





One of the Nation's Great INFLUENCE Stations 
Represented Nationally by CBS-TV Spot Sales 


*7 of every 10 homes in Portland and 32 sur- 
rounding Oregon and Washington counties. 
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A CALENDAR OF MEETINGS AND EVENTS 
IN BROADCASTING AND RELATED FIELDS 
(*Indicates first or revised listing) 


JULY 
July 10-22—NAB Executive Development Semi- 
nar, Harvard Graduate School of Business, Boston. 
July 11-15—Institute in Industrial and Tech- 
nical Communications, Colorado State U., Fort 
Collins, Colo. Elwood Whitney, senior vice-presi- 
dent and director, Foote, Cone & Belding, will 
give opening address. 
July 17-21—National Assn. of Educational Broad- 
casters seminar, U. of Wisconsin, Madison. 
Possible formation of live radio network for non- 
commercial stations will be explored. 
July 19-20—Idaho Broadcasters Assn. conven- 
tion. John Meagher, NAB vice-president, and Ben 
Sanders, KICD Spencer, Iowa, will be featured 
speakers. Sandpoint, Idaho. 
July 19-20—NAB Tv Code Board personal prod- 
ucts subcommittee, New York. 
July 20-24—American Federation of Television 
and Radio Artists annual convention. Shoreham 
Hotel, Washington, D.C. 
July 24-Aug. 5—Advertising Federation of Amer- 
ica’s second annual management seminar in ad- 
vertising and marketing. Harvard Business School, 
Boston. A limit of 50 applicants has been set to 
be selected from agency and advertiser marketing 
executives, plus one representative from each ma- 
jor media association. Applications available from 
AFA, 250 W. 57th St., New York 19. 
July 29—Deadline for comments to FCC on 
technical standards for fm stereo. 


AUGUST 
Aug. 1-12—International Television-Radio Work- 
shop, Interchurch Center, 475 Riverside Dr., New 
York. Sponsored by Broadcasting and Film Com- 
mission and United Church Women of the Na- 
tional Council of Churches; the Protestant Coun- 
cil of N.Y.; New York State Council of Churches; 
New Jersey Council of Churches, and World Com- 
mission for Christian Broadcasting. 
Aug. 7-9—Georgia Assn. of Broadcasters annual 
meeting and election of officers. Jekyll Island, Ga. 
Those attending should make reservations at the 
Wanderer Motel. 
Aug. 12-13—Arkansas Broadcasters Assn., fall 
meeting. Hotel Marion, Little Rock. 
Aug. 19-20—Texas AP Broadcasters Assn. Baker 
Hotel, Mineral Wells. 
Aug. 21-23—South Carolina Broadcasters Assn. 
summer meeting. Holiday Inn Motel, Myrtle Beach. 
Aug. 22-26—National Catholic Communications 
Seminar, Manhattan College, New York. Held 
under the auspices of the National Catholic Wel- 
fare Conference. 
Aug. 23-26—Western Electronic Show & Con- 
vention, Memorial Sports Arena, Los Angeles. 
Aug. 26-27—Oklahoma Broadcasters’ Assn. West- 
ern Hill Lodge, Wagoner. 
Aug. 29-Sept. 2—American Bar Assn. arnual 
convention, Statler-Hilton Hotel, Washington, D.C. 


SEPTEMBER 


Sept. 1—Comments due on FCC proposal to add 
additional vhf channels to several principal mar- 
kets through reduced mileage separations. Also 


under consideration are new engineering curves 
for use in plotting assignments. This is continy- 
ance of June 20 deadline. Reply comments now 
due Sept. 16. (Dockets 13340 and 13374.) 

Sept. 2-4—West Virginia Broadcasters’ Ass, 
annual fall meeting. The Greenbrier, White Sulpher 
Springs. 

Sept. 12-15—Premium Advertising Assn, of 
America. Hotel Astor, New York. 

Sept. 12-13—Radio Advertising Bureau course 
(in eight cities) on better radio station nmianage- 
ment. Starved Rock Lodge, Utica, N.Y. 

Sept. 15-16—Public Utilities Advertising Assn, 
Region 5 meeting. Tampa Terrace Hotel, Tampa, 
Fla. 

Sept. 15-16—Radio Advertising Bureau course 
(in eight cities) on better radio station manage- 
ment. Lincoln Lodge, Columbus, Ohio. 

*Sept. 18-20—Louisiana Assn. of Broadcasters 
convention. Sheraton-Charles Hotel, New Orleans, 
Sept. 19-20—Radio Advertising Bureau course 
(in eight cities) on better radio station manage- 
ment. Pocono Manor Inn, Pocono Manor, Pa. 
Sept. 19-21—Institute of Radio Engineers na- 
tional symposium on space electronics and tele- 
metry, Shoreham Hotel, Washington. 

Sept. 22-24—Advertising Federation of America 
Tenth District convention. Little Rock, Ark. 
Sept. 22-24—Michigan Assn. of Broadcasters fall 
convention. St. Clair Inn, St. Clair, Mich. 

Sept. 23-24—Institute of Radio Engineers, Pro- 
fessional Group on Broadcasting sponsors 10th 
annual broadcasting symposium. Willard Hotel, 
Washington, D.C. 

Sept. 26-27—Radio Advertising Bureau course 
(in eight cities) on better radio station manage- 
ment. Williamsburg Inn, Williamsburg, Va. 

Sept. 28—Assn. of National Advertisers workshop 
on advertising management. Ambassador Hotel, 
Chicago. 

*Sept. 28-29—CBS Radio Affiliates Assn. annual 
convention. Waldorf-Astoria Hotel, N.Y. 

Sept. 29-30—Radio Advertising Bureau course 
(in eight cities) on better radio statinn man- 
agement. Diplomat Hotel, Hollywood, Fla. 


OCTOBER 


Oct. 2-4—Advertising Federation of America 
Seventh District convention, Chattanooga, Tenn. 
Oct. 3-4—Radio Advertising Bureau course (in 
eight cities) on better radio station management. 
Terrace Motor Hotel, Austin, Tex. 

Oct. 3-5—Institute of Radio Engineers sixth na- 
tional communication symposium, Hotel Utica and 
Utica Memorial Auditorum, Utica, N.Y. 

Oct. 4—Retrial of former FCC Commissioner 
Richard A. Mack and Miami attorney Thurman 
A. Whiteside, charged with conspiring to rig the 
Miami ch. 10 tv grant (first trial ended in 
a hung jury). 

Oct. 4-5—Advertising Research Foundation an- 
nual conference. Hotel Commodore, N.Y. 

Oct. 5-8—Radio Television News Directors Assn. 
annual International Convention, The Queen Eliza- 
beth, Montreal, Quebec, Canada. 

Oct. 6-7—Radio Advertising Bureau course (in 
eight cities) on better radio station management. 
Rickey’s Studio Inn, Palo Alto, Calif. 

Oct. 10-11—Radio Advertising Bureau course 
(in eight cities) on better radio station manage- 
ment. Town House, Omaha, Neb. 

Oct. 10-12—Institute of Radio Engineers na- 
tional electronics conference, Sherman Hotel, 
Chicago. 

Oct. 11-14—Audio Engineering Society 12th an- 
nual convention, Hotel New Yorker, N.Y. Tech- 
nical papers have been requested—titles and 
abstracts should be submitted to Dr. Harry F. 
Olsen, RCA Labs, Princeton, N.J., by June 22. 
Oct. 16-17—Texas Assn. of Broadcasters fall 
convention. Sheraton Dallas Hotel, Dallas. 

Oct. 18-21— National Assn. of Educational Broad- 
casters annual convention. Jack Tar Hotel, San 
Francisco. 

Oct. 25-26—Engineering section, Central Can- 
ada Broadcasters Assn.. King Edward Hotel, To- 
ronto 

Oct. 31-Nov. 2—Institute of Radio Engineers radio 
fall meet, Syracuse, N.Y. 


NOVEMBER 
Nov, 13-16—Assn. of National Advertisers an- 
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Faster and faster the potter’s wheel 
spins... from a mere mound of clay 
there suddenly arises a cherished piece 
of pottery — a visible reflection of 

one who possesses a quality touch. 


Oftentimes this all-important quality 
reflection is not visible. Nevertheless, 


itis there ...to be sensed and valued. al 
Such is the case when quality enters lj F 4 F \ | S | 0) N abc 

the operational scene in today’s better 

radio and television station operations. RA [) | 0) abc/nbc * DA [ LAS 


Represented by* Serving the greater DALLAS-FORT WORTH market 


BROADCAST SERVICES OF THE DALLAS MORNING NEWS 


The Original Station Representative 
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WTHI.-TV is a 
single station market 
of 217,400 TV 
homes. 


An advertising 

dollar on WTHI-TV 
delivers more TV homes 
than many dollars in a 
multiple station 

market. 


TERRE HAUTE, 
INDIANA 


/ 


16 (DATEBOOK) 








AWRT Conferences 
Sept. 16-18—American Women in Radio 
& Television board of directors meeting. 
Statler-Hilton Hotel, Washington, D.C. 
Sept. 23-25—AWRT southwest area con- 
ference. Skirvin Hotel, Oklahoma City. 
Sept. 30-Oct. 2—AWRT New England con- 
ference. Springfield, Mass. 
Oct. 7-8—AWRT Heart of America con- 
ference. Chase Hotel, St. Louis. 
Nov. 4-6—AWRT Pennsylvania conference. 
Harrisburg, Pa. 








AAAA Conventions 


Oct. 13-14—American Association of Ad- 
vertising Agencies, central region annual 
meeting. Ambassador West Hotel, Chicago. 
Oct. 16-19—AAAA, western region annual 
convention. Hotel del Coronado, Coronado, 
Calif. 

Nov. 2-3—AAAA, eastern region annual 
conference. Biltmore Hotel, New York. 
Nov. 30—AAAA, east central region an- 
nual meeting. Statler Hilton Hotel, Detroit. 











nual meeting. The Homestead, Hot Springs, Va. 


Nov. 14-16—Broadcasters’ Promotion Assn. an- 
nual meeting. Sheraton Charles Hotel, New Or- 
leans. 


Nov. 16-18—Television Bureau of Advertising 
annual meeting. Waldorf-Astoria, New York. 


Nov. 26—Utah-Idaho Associated Press Broad- 
casters Assn. convention. Twin Falls, Idaho. 


JANUARY 1961 


Jan. 13-14—Oklahoma Broadcasters’ Assn. Bilt- 
more Hotel, Oklahoma City. 


___ BOOK REVIEW____ 


“Politics U.S.A.,” editor James M. 
Cannon, Doubleday & Co., Garden 
City, N.Y., 348 pp., $4.95. 

Subtitled “A Practical Guide to the 
Winning of Public Office,” this book’s 
23 chapters are written by practicing 
politicians of both parties and other ex- 
perts in political campaigning. Sig 
Mickelson, president of CBS News, 
contributes a chapter on the use of 
television in politics. 

Among his conclusions: Though tv 
hasn’t changed election results it has 
broadened the American’s participation 
as a citizen in democratic processes, 
made trends and issues clearer, given 
the voter personal acquaintances with 
leaders and aspiring leaders, increased 
independent thinking and decreased 
party influence and resulted in balloting 
based more on reason than emotion. 
Because of tv, Mr. Mickelson notes, 
there were bigger voter turnouts in 1952 
and 1956 (62.7% and 60.7%) than at 
any prior election. 


He compares the advantages of politi- 
cal appearances in regular tv news 
coverage and on paid political broad- 
casts, mentions high points in tv's 
struggle for equality with other news 
media and observes tv has developed 
its “own brand” of journalism. Tv, he 
said, can make an obscure political 
figure prominent overnight and can 
mercilessly expose sham and insincerity. 
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,.. the Art Institute boasts the world’s largest collection of French 
Impressionist paintings. And over the years, it has painstekingly 
acquired a priceless collection of El] Grecos—including his incom- 
parable masterpiece shown here —"The Assumption of the Virgin.” 





In Chicago 


reaches more homes 
than any other 


Chicago advertising medium. 


WGN IS CHICAGO 


Quality * Integrity * Responsibility 





DOWN TO 
GEHENNA OR 
UP TO A THRONE... 


or wherever else you want to go, old 
time-snagger . . . the way to go is with 
the best, as Wade Hampton used to 
say when | rode with his South Caro- 
lina Redshirts. ‘‘Ambrose,’’ he said 
(that’s me, Major Ambrose W. 
Sellingforce), ‘‘some day you'll be 
able to reach the whole great State 
of South Carolina, or plumb near, 
with gne buy, WIS-TV, in Columbia, 
at the hub of the state with that 
1526-foot antenna.” Foresighted 
fella, he was, just like me. Here it is, 
WIS-TV, MAJOR SELLING FORCE IN 
SOUTH CAROLINA, old superlative! 


HE TRAVELS 
THE FASTEST WHO 
TRAVELS ALONE! 


Bet that’s the first time you ever 


saw a live human being utter a map. 


OPEN 





Senator Proxmire replies 


EDITOR: In the June 27 issue of your 
publication you carried an editorial en- 
titled, ‘“Proxmire’s Quagmire.” This 
editorial is as wrong as it can be. 

You argue in the course of the edi- 
torial, “Under Mr. Proxmire’s theory, 
they (members of Congress) could not 
properly hold such (radio or tv) 
interests.” 

You then proceed to bat me all over 
the lot for this alleged contention that I 
have proposed that members of Con- 
gress be barred from holding stock in 
radio or television corporations. 

At no time and under no circum- 
stances have I ever taken such a posi- 
tion. 

I have never said that congressmen 
should not be allowed to own stock in 
radio or television companies. What I 
have said and said consistently, is that 
congressmen should not enjoy a special- 
ly privileged position over any other 
citizen in the award of television and 
radio franchises . . .—Sen. William 
Proxmire (D-Wis.). 


Fall network schedule 


EDITOR: In the June 27 issue of your 
good publication, the lead story car- 
ried the headline, “Fall tv schedules 
buttoned up.” However, I would like 
to point out that there were severai 
slip-ups in the night-by-night charts 
that accompanied the story. 

For instance, S.C. Johnson’s spon- 
sorship of the Garry Moore Show on 
Tuesday night and Zane Grey Theatre 
on Thursday night is placed via Need- 
ham, Louis & Brorby, not as indicated. 
Then it might also be noted that our 
client, State Farm Insurance Cos., is 
purchasing The Jack Benny Program on 
Sunday night from J&M Productions, 
not Gomalco . . .—Harold A. Smith, 
Vice President, Tv-Radio Promotion & 
Merchandising Manager, Needham, 
Louis & Brorby, Chicago. 


EDITOR: . . . you inadvertently left out 
the fact that To Tell the Truth is a 
Goodson-Todman Production, which 
would give us five network programs 
per week—excluding our daytime pro- 
gramming, which includes Beat the 
Clock, Play Your Hunch and The Price 
Is Right.—Harris L. Katleman, Good- 
son-Todman Enterprises Ltd., Beverly 
Hills, Calif. 


Major market growth 


EDITOR: A decimal point can change a 
story, can’t it? 

In “Focus on the prime U.S. markets” 
(page 46, June 27) Jacksonville’s “out- 
side central city” showed a population 
increase of 15.4%. Actually it is closer 


MIKE 


to 154.0%. . . —Tom W. Mahaffey,” 
Advertising-Promotion Director, WJIXT 
(TV) Jacksonville, Fla. 


[U.S. Census Bureau has corrected the™ 
figure to 153.9%.—TuHE EpirTors.] h 
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Prank on Bill Payette 


EDITOR: Congratulations on the excel) 
lent article about UPI’s Bill Payette: 
(Our RESPECTs TO, page 107, June 27)e 

A newsman first and last, I do recall 
one story that he had some difficulty ig 
filing: 

The year was 1939 (or maybe 1937) 
and Bill was covering the Montana” 
State Legislature in Helena. Bill, despi ’ 
that 6 foot 5 inch length, drove a for) 
eign sports car even in those days—as 
Fiat as I recall, and the only one, une 
doubtedly, in Montana. 

The parking lot in the rear of thei 
Montana capitol building had a six- 9 
inch high cement railing around it and@ 
on the closing night of the legislature” 
a number of Bill’s friends including, as) 
I recall, Tom Mooney, now of the Mon-= 
tana Standard in Butte, Roy Roberts,) 
now with the AP in San Francisco,” 
Colin Raff, vice president of Montan 
Power, and I carefully picked up the 
Fiat and put the two front wheels over 
the cement rail, then, after completing) 
the final story on the legislature, ad-* 
journed to one of the local bistros. 17 
never did find out how Bill got his car” 
operational and back to the office to” 
write the story, but I have heard he con- : 
sidered the whole thing highly un-~ 
funny.—Del Leeson, General Manager, ~ 
KPAM and KPFM (FM) Portland 
Ore. ‘ 


Bostic ‘expansion’ 


EDITOR: Thanks very much for your ~ 
kind remarks on my election as chaif- 7 
man of the NAB Radio Board in your = 
June 20 issue (page 63). 

However, there is one phase of my — 
activities on which you have not kept § 
current. We now have three children: % 
Elizabeth, 10; Carolyn, 2, and David, 1! 7 
—Thomas C. Bostic, Vice President and ~ 
General Manager, KIMA-AM-TV ~ 
Yakima, Wash. 2 
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SUBSCRIPTION PRICES: Annual subscription 
for 52 weekly issues $7.00. Annual —— tion 
including Yearbook Number $11.00. A 1.00 
per year for Canadian and foreign pie 
Subscriber's occupation required. Regular is- 
sues 35¢ per copy; Yearbook Number $4.00 
per copy. 


SUBSCRIPTION ORDERS AND ADDRESS 
CHANGES: Send to BROADCASTING Circula- 
tion Dept., 1735 DeSales St., N.W., Washing- 
ton 6, D.C. On changes, please include both 
old and new addresses. 
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-RCA-5820 
Image Orthicon... 


_ TenYears “On Stage” 
.,, and still a star performer 


More than a decade of refinements in design and manufacturing techniques 
have improved the performance of this popular black-and-white 
camera tube to meet or exceed modern TV requirements. 


First introduced when TV was in its infancy, RCA-5820 was an 
immediate success. It is still the most popular black-and-white camera 
tube in the industry. But very few of the 1949 tubes would meet 
today’s minimum requirements. The entire state of the art has advanced 
tremendously, and the 5820 has paced the advance with a steady 

flow of design innovations and manufacturing improvements. 


By 1951, for instance, poor resolution had been completely 
eliminated as a life problem. 1952 and 1953 saw a general tightening 
= of picture quality limits and the opening of a new, 

ultramodern manufacturing facility. 
a the mid-fifties, two important innovations were added: Micro-Mesh 
and Super-Dynode. Micro-Mesh made it possible to eliminate mesh 
a pattern and moiré effect without defocusing, while Super-Dynode 
reduced dynode texture in “low-key” scenes and lengthened 
effective tube life. 
During 1957 RCA further tightened spot and blemish limits to 
improve general picture quality. The following year resolution was 
improved again with the development of a new target glass, and 
the warranty was increased from 350 to 500 hours. By 1959, average 
tube sensitivity had been increased oy 50%. 


Today, resolution, signal-to-noise ratio and signal uniformity 

are controlled by the most rigid tests possible. Measurable electrical 

characteristics are checked-out in special test gear, and the tubes are given a thorough 
operation test in a TV camera. In addition, all RCA-5820’s are stored for 7 days 
and rechecked before shipment. No effort is spared to assure you of top 


performance at all times. 


For complete information about RCA-5820 and the entire line of RCA camera tubes, 
call your RCA Broadcast Tube Distributor today. He’ll give you fast, 
dependable service. RCA Electron Tube Division, Harrison, N. J. 








The Most Trusted Name in Electronics 
RADIO CORPORATION OF AMERICA 





Some say that television cannot be expected to produce great programs because it is a medium 
of mass communications. We hold a different view. As we see it, the one sure way to attract 
audiences (and advertisers as well) is to produce the best possible quality of entertainment 
and information. This, apparently, is also the way television’s most distinguished juries see it, 
Recently, for example, the Academy of Television Arts and Sciences awarded 13 Emmys to the 


A Different View 


CAPTAIN KANGAROO 
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iE FABULOUS FIFTIE! CONQUEST FOR WHOM THE BELL TOLLS 


"EMMY AWARDS; THE TWENTIETH CENTURY ... THE TWILIGHT ZONE ...THE JACK BENNY PROGRAM ... LEONARD BERNSTEIN AND THE NEW YORK PHILHARMONIC ... TONIGHT WITH BELAFONTE. ..WESTINGHOUSE-DESILI PLAYHOUSE 
—THE UNTOUCHABLES (2 AWARDS). . .1960 WINTER OLYMPIC OWARD K. SMITH, AV TIN —CBS REPORTS ...THE FABULOUS FIFTIES . ..JACK BENNY HOL «++ PLAYHC FATHER KNOWS BEST . svat 
TELEVISION AWARDS: SMALL WORLD... THE LOST CLASS 0) 59...LOOK UP AND LIVE ...BIOGRAPHY OF A MISSILE...THE POPU 1ON EXPLOSION ...CB oN NETWOR s NEWS COVERAGE, EISEN )}OWER ae 
KHRUSHCHEY TOURS ...NEHEMIAV PERSOFF—FOR WHOM THE BELL TOLLS...COLLEEN DEWHU’.ST—I, DON QUIXOTE... PROJECT IMMORTALITY — PLAYHOUS! HT WITH BELAFONTE... YOU CAN'T RAI C¥LDRES 
BY THE BOOK— WOMAN! ... GEORG” FOSTER PEABODY AWARDS: TIIE POPULATION EXPLCSION ... SMALL WORLD .. . THE LOST CLASS OF "59... ED SULLIVAN — INVITATION TO MOSCOW ... THOMAS ALVA EDISON FOUNDATION AWARDS: 
CONQUEST ...NEW YORK PHILHARMONIC YOUNG PEOPLE'S CONCLE.TS ... OVERSEAS PRESS GLUB AWARDS: CBS NEWS—EYEWITNESS TO HISTORY ...MARTIN BARNETT—THE POPULATION EXPLOSION ... DAVID SCH OENBRUN+« 


ERIC SEVAREID . . . MARIO BIASETTI — COVERAGE OF NICARAGUAN INVASION . . . SSTITUTE FOR EDUCATION BY RADIO AND TELEVISION AWARDS: THE LOST CLASS OF '59...HOFFA AND THE TEAMSTERS...CBS REPORTS LEONARD 
BERNSTEIN AND THE NEW YORK PHILHARMONIC ... NEW YORK PHILHARMONIC YOUNG PEOPLE'S CONCERTS .. .GENERAL FEDERATION OF WOMEN'S CLUBS AWARDS: CAPTAIN KANGAROO... THE TWENTIETH CENTURY ... (8S REPORT 


















CBS Television Network, as compared to 5 for the second network and 2 for the third. This 
makes a total of 67 awards* that our programs have received since the year began—more 
than the other two networks combined. Looking at it from this point of view, we feel it is no 
accident that this network, which consistently wins the largest number of awards for pro- 
gram excellence, should also consistently attract the largest audiences in all television. CBS © 
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FREEDOMS FOUNDATION AWARDS: THE TWENTIETH CENTURY—THE RED SELL... PLAYHOUSE 90—THE BLUE MEN 
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LEONARD BERNSTEIN AND THE NEW YORK PHILHARMONIC RUE DE MARCHE THE TWENTIETH CENTURY 


NOWS BEST PLAYHOUSE 90 VALLEY OF DECISION NATIONAL CONFERENCE OF CHRISTIANS AND JEWS BROTHERHOOD AWARDS: THE LOST CLASS OF "59... ARMSTRONG CIRCLE THEATRE—35 RUE DE MARCHE... 
. +. LEONARD BERNSTE N MOSCOW ... GEORGE POLK MEMORIAL AWARD: AV WESTIN, PRODUCER; HOWARD K. SMITH, 
ITER—THE POPULATION EXPLOSION .. . UNITED STATES ARMY, DEPARTMENT OF DEFENSE CITATION: EDWARD R. MURI W. FRIEN PALMER WILLIAMS — BIOGRAPHY OF A MISSILE .. . ROBERT J. FLANERTY 
EWS—HOFFA AND THE TEAMSTERS ALFRED |. DU PONT AWARD: NAVID SCHOENBRUN ... NATIONAL HEADLINERS CLUB " MARIO BIASETTI— NICARAGUAN INVASION .. . SATURDAY REVIEW EIGHTH ANNUAL ADVERTIS- 

MALL WORLD ...NEWYORK PHILHARMONIC YOUNG PEOPLE'S CONCERTS WITH LEONARD BERNSTEIN... THE TWENTIETH CENTURY ... THE POPULATION EXPLOSION . . . ALBERT LASXER MEDICAL JOURNALISM AWARDS: 
ION EXPLOSION ... NATIONAL ASSOCIATION FOR BETTER RADIO AND TELEVIS/ON AWARD: SMALL WORLD .. . SCREEN PRODUCERS’ GUILD AWARD: THE TWILIGHT ZONE ... ADVERTISING CLUS OF BALT:MORE AWARE: 
MARCH OF DIMES AWARD: JACK BENNY —“HUMANITARIAN OF THE YEAR"... NATIONAL ASSOCIATION OF WOMEN LAWVERS AWARDS: RAYMOND BURR AND GAIL PATRICK JACKSON — PERRY 


SIGMA ALPHA IOTA AWARD: NEW YORK PHILHARMONIC YOUNG PEOPLE'S CONCERTS WITH LEONARD BERNSTEIN 








MONDAY MEMO 


from JAMES S. FISH, vice president and advertising director of General Mills Inc. and board chairmen of 
Advertising Federation of America. 








AFA’s role: protecting ad freedoms 


At the risk of adding fuel to what 
may be some personal debates being 
aired in the advertising trade press on 
matters of Advertising Federation of 
America policy and strategy, I appreci- 
ate this opportunity to present some of 
my own viewpoints on some of the 
important issues facing us at this time. 

Before commenting on some of the 
specifics of AFA’s present program, let 
me review for a moment the nature of 
this organization and its relationships to 
other segments of organized advertising. 
I stress the word organized because 
there is still a substantial portion of the 
11 billion dollars spent this year in ad- 
vertising which has no affiliation with 
any advertising organization. And it 
may well be that some of our more 
perplexing problems stem from these 
mavericks who have only the enforce- 
able laws of the land as the influence 
which guides their practices. 

The Advertising Federation of Ameri- 
ca is a federation of most of the verti- 
cal associations of our business joined 
together with 135 advertising clubs 
from Denver east. Additionally, there 
are several hundred “company” mem- 
bers—advertisers like my own com- 
pany, agencies, networks, individual 
magazines, newspapers, radio and tv 
stations, outdoor advertising companies, 
etc. AFA has a close working relation- 
ship with the Advertising Assn. of the 
West and our organization and mem- 
bership parallels in many respects. 

Voluntary ® No one has to belong to 
AFA, so presumably those who have 
affiliated have done so because thev are 
convinced that advertising does need a 
horizontal organization to carry on a 
broad program in areas where the indi- 
vidual cannot go it alone. This funda- 
mental concept is recognized in all the 
programs that AFA does elect to under- 
take. Putting it another way, we have 
neither the means nor the intent to take 
on projects which peculiarly belong in 
the programs of the networks, or NAB, 
or the American Assn. of Advertising 
Agencies, or the Assn. of National Ad- 
vertisers. We do subscribe to the belief 
that there must be coordination among 
these groups on major issues. 

The AFA board of directors is a 
large one, with almost 60 members rep- 
resenting all facets of advertising as 
well as the ad clubs. It meets quarterly 
and has a remarkable record of attend- 
ance. A smaller executive committee 
meets nine times a year and is charged 
with the development of policy and the 
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directing of the activities and scope of 
operations of the appointed commit- 
tees. No major projects or programs are 
launched until they have been presented 
to the full board and approved by them. 

Responsibilities = In AFA, unlike 
some associations, policy and strategy 
are largely developed and approved by 
the elected (non-paid) officers rather 
than by the paid staff. This does not 
take away from the effectiveness of our 
small paid staff (both in New York and 
Washington) whose job is that of imple- 
menting the programs. It was the board 
of directors who voted at the March 
meeting to postpone the move of AFA 
headquarters to Washington, not the 
paid staff. 

The overall AFA program is concen- 
trated in the areas of education (in, for 
and about advertising), legislation and 
government relations, and public serv- 
ice. At the recent AFA convention in 
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James S. Fish (b. 1915, Mt. Pleasant, 
lowa) spent year with National Tea, 
Chicago, before joining General Mills 
in 1938. He started in GM advertising 
department premium section and in 
1941 moved into grocery products ad- 
vertising as product representative. He 
was named advertising manager for 
home appliances in 1946, assistant di- 
rector of advertising June 1, 1955, and 
vp in November 1956. Mr. Fish was 
re-elected board chairman of AFA last 
month. 





New York, 12 specific challenges for 
AFA associates, particularly the clubs, 
were laid out. 

Ready to Act ® We chose to call our 
legislative and government relations 
program that of the pursuit of “Adver- 
tising Freedoms,” for isn’t that what we 
are really striving for? And it recog. 
nizes that with any freedom goes great 
responsibilities. We have made great 
progress this past year despite the set- 
backs resulting from acts of an un- 
principled few. Our Community Action 
Plan (CAP) developed at the time of 
the Baltimore tax crisis is ready for use 
in 135 ad clubs, each of whom have 
strengthened their boards in this area. 

Our historic ties with the Better Busi- 
ness Bureaus have been re-examined 
and already many of the clubs have 
moved forward with their ethics com- 
mittees, advertising panels and the 
other mechanisms blueprinted for them 
by AFA. The machinery exists, and it 
is being increasingly and effectively 
used. Through the experience of two 
mid-winter conferences in Washington 
we are fast developing one of the most 
effective means possible of favorably in- 
fluencing legislators—at the local and 
state levels as well as in Washington. 
And finally, we have established a Wash- 
ington office. 

The principal debate today seems to 
center around the location of AFA 
headquarters and I want to again stress 
that the decision for deferment of the 
move to Washington was made by our 
board and not by members of our staff. 
It was debated at great length at more 
than one meeting of our executive com- 
mittee and of our board. It took into 
consideration that a basic policy in con- 
nection with our establishment of a 
Washington office was that it would not 
be set up for lobbying purposes, but 
rather as an alert and educational fa- 
cility. 

I suggest that you examine what this 
office has done since it was opened last 
October under the direction of Don 
Wilkins before you pass judgment on 
whether we have made progress here. 
I am convinced that we have made 
much progress in a year when we could 
have been hurt much worse and I pre- 
dict that a year from now we can show 
as much more progress as we would 
with headquarters moved to Washing- 
ton. After all, it is the program—the 
deeds—of any organization that really 
determine its worth, not the location of 
its headquarters. 
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The buyer was hardly 
encouraging. “Sorry, Bub,” 
he told the HR&P man, 
“but in this particular 
Southern market your sta- 
tion doesn’t get even a crumb of our bread advertiser’s 
budget. It all goes to your competition because: (1) I 
can’t economically split the budget; and (2) on total 
coverage, you lose hands down.” 


(K3 
To some salesmen, this might seem 
as final as a shot in the head. But not 
to one so determined and resource- 
ful as this HR&P man. He went out, {y} 


studied the bread company’s deliv- oS. 
ery routes — and found just the clue he needed. 


The bread trucks, you see, didn’t go beyond our sta- 
tion’s grade A coverage area. This plainly indicated the 
buy should be based on metropolitan coverage alone — 
not on rural coverage which had dictated the adverse 
decision. So he went back to the buyer with the facts. 


Result: By using his head, our man 
got the business. It was the HR&P 
station — instead of the competitor 
— that now won hands down! 








CHALLENGES LIKE THIS aren’t unusual at HR&P. That’s 
one reason why we choose our salesmen for their crea- 
tive ability and resourcefulness. Another is because — 
representing just one medium — we have no barriers to 
wholehearted creation of new business for the spot 
TV field. Uniquely, we can afford to be creative both 
ways — for the stations we represent, and for all spot 
television alike. 


Frank Grindley, 
New York office 


HARRINGTON, RIGHTER & PARSONS, Inc. 


* BOSTON + SAN FRANCISCO « LOS ANGELES 


* CHICAGO + DETROIT + ATLANTA 
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For the'third consecutive year, 
WIBG is the number one choice for 
listening among Philadelphia business 
establishments... 111°, ‘greater adult 
audience appeal than the second station, 
according to C. E. Hooper, Philadelphia 
Business Establishment Survey, March, 
1960. Another’ reason WIBG 4s first in 
quality and quantity audience, 
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PRODUCT PROTECTION: ON WAY OUT 


@ Keeping competitors far apart is getting hopeless in television 


@ Now in sight: the same rules of reason used by the print media 


One of the most cherished institu- 
' tions of broadcast advertisers is crum- 
| bling and appears inevitably doomed. 
| The imperiled institution is the 
| broadcast practice—unique among 
| major media—of guaranteeing adver- 
| tisers specific, measurable protection 
against the advertising of their competi- 
tors. Its impending doom stems from 
' the constantly mounting pressures of 
television’s growth, economics and in- 
| creasingly splintered sales formats. 

Advertisers and agencies will resist 
and mourn its passing while broadcast- 
ers heave a vast sigh of relief. 


Protection already has been whittled 
' to less than half of what it used to be. 
' But the smaller it gets, the more 
' troublesome it becomes. “The biggest 
| juggling act in television” is the billing 
one broadcaster gives to the enormous- 
ly complicated task of seeing that hun- 
dreds of advertising messages are sched- 
uled where their sponsors want them 
without impinging on the separation 
rights of competitors. 

Two Years to Go ® The consensus 
among authorities charged with ad- 
ministering protection at the networks 
—where the practice was born but is 
now being kept alive only at great pains 
—is that it cannot survive much longer. 
Some give it two years at most. 


This does not mean that they foresee 
a day when competitors will see their 
messages back to back—at least not on 
the same program. Nor does it antici- 
pate a time when stars will be selling 
competitive products. It does mean that 
they expect the day to come when 
strict separation policies will be re- 
placed by a rule of reason akin to that 
which governs the placement of com- 
petitive ads in newspapers and maga- 
zines. 

The opposition that may be expected 
from advertisers and agencies, who 
have nourished the protection privilege 
since its earliest days in radio, may be 
judged from the importance they put 
on it now. In ordering television time 
they carefully delineate the products 
against which they expect to be pro- 
tected, and when their messages are on 
the air they check adjacencies closely— 
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at both network and local levels—to 
make sure no competitor is allowed to 
get too close. 

Yet it is the opinion of many broad- 
casters that buyers, too, will in time 
accept as inevitable the departure of 
protection as it is now known. They 
point out that as the problem has be- 
come greater, both advertisers and 
agencies have accepted curtailments in 
the amount of protection granted. 
Where they used to get an hour’s sep- 
aration from competitors, they now get 
15 minutes. And because even this 15 
minutes is getting harder to assure, the 
network consensus is that it eventually 
will have to be reduced further and in 
time must disappear altogether. 

Size of Problem ® Just how big a 
problem it has become is reflected in 
unofficial estimates that more than 
3,000 product conflicts—measured by 
today’s standards—occur in network 
and spot television every week. Virtual- 


Plotting protection ® Two hundred 
square feet of board space may not be 
absolutely necessary to keep a televi- 
sion network’s product protection com- 
mitments straight, but NBC-TV finds 
it helps. Shown here is part of NBC’s 
commitment control board, which 
shows contracts for past, present and 
future—including positioning of com- 


ly all of these are created, inadvertent- 
ly or not, by spot advertising placed on 
individual stations or by short-notice 
changes in products advertised on net- 
work programs; conflicts within, net- 
work shows are more easily foreseen 
and far more easily policed by both 
network and agency officials. 

Broadcast Advertisers Reports, whose 
checking service tallies product conflicts 
for its subscribers on the basis of moni- 
tored telecasts, declines to disclose pub- 
licly how many it finds. But it does say 
that the volume of such conflicts is 
greater than any other commercial ir- 
regularity it is called upon to check, 
including triple spotting, over-commer- 
cialization within programs and the 
clipping of network programs to make 
way for local spots. 

So stations will be as pleased as net- 
works to see the practice go. Although 
there is not much they can do about 
it except subscribe as long as their net- 


mercials within shows—over an 18- 
month span (currently: October 1959 
through March 1961). Board also is 
over-all aid to long- and short-range 
sales planning and source of sales infor- 
mation for NBC-TV operational depart- 
ments. Checking it is Palmer Dixon, 
supervisor of contracts, commitments 
and discounts. 
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works do, affiliates have consistently 
urged that protection be curtailed. For 
it’s not only a headache in scheduling 
but often costly in terms of spot busi- 
ness that cannot be accommodated be- 
cause of it. 

The growth of television as a me- 
dium, the growing number of adver- 
tisers in it, the trend toward product 
diversification by major advertisers, the 
increase in network programs sold on 
a participating basis and the circum- 
stance that the biggest advertiser 
categories in network are also among 
the biggest in spot have all com- 
pounded the dilemma for both net- 
works and stations. 

Simple No More ® It is no longer a 
question of simply protecting a cig- 
arette against other cigarettes, foods 
against foods, beers against beers. Often 
it is hard merely to decide whether two 
products are competitors. 


One network, for example, has been 
tussling with a problem which started 
when an advertiser who sells a denture 
cleanser bought time in a program in 
which another sponsor is a toothpaste. 
It was not too difficult to decide that 
denture cleaners and toothpaste are 
not ordinarily used by the same people 
and accordingly are not “competitive” 
under the network’s protection policy. 
But that was only the beginning. 

The dentures-cleanser maker also 
sells a mouthwash which, its copy 
claims, sweetens the breath. The tooth- 
paste already in the program claims to 
sweeten the breath too. Is the tooth- 








paste therefore entitled to protection 
against the mouthwash? 

If the answer is yes, then the net- 
work must make sure that the com- 
mercials for the competitive products 
are properly separated from one an- 
other. And this separation must be 
maintained week in and week out, even 
though one of the products is to be 
promoted only every other week while 
the other is promoted every week, or 
every three weeks. And affiliates must 
make sure that they do not sell to a 
competitor of any of these products— 
or competitors of any other products 
on the show—a station break too close 
to the commercial for the network 
advertiser. 

Current Policies ® “Too close” is de- 
fined fairly uniformly by all three net- 
works as anything less than 15 minutes. 
This is the yardstick for protection of 
competing network sponsors and also 
the yardstick which the networks ask 
their affiliates to use in protecting net- 
work sponsors against competitors in 
national spot. But the 15-minute rule 
is applied somewhat differently by the 
different networks. 

CBS-TV figures 15 minutes between 
commercials for competing products, 
which means that a cigarette commer- 
cial at 8:55, for example, may be fol- 
lowed by a commercial for another 
cigarette at 9:10. CBS-TV also can re- 
quire that the cross-plug at the end of 
a program be moved back 15 minutes 
to avoid conflict with a sponsor in the 
succeeding program. CBS-TV_ also 


specifies—in its rate card—that it not 
only can require that commercials be 
placed to provide 15-minute separation 
between competitors, but if necessary 
can even schedule them next to one 
another, though thus far it has been 
able to avoid this extreme. 


NBC-TV tries to put 15 minutes op 
each side of a sponsored segment in the 
case of the major sponsor and 15 min- 
utes on each side of the commercial for 
the minor sponsor. ABC-TV counts its 
15 minutes from the opening and 
closing of the program, regardless of the 
placement of the commercials within 
the program. 

The three networks also have differ- 
ent standards for determining the num- 
ber of products a single advertiser is 
entitled to have protected, the answer 
usually depending upon the degree to 
which his sponsorship is shared. 

Participating Shows ® The magnitude 
of the problem is dramatized by the 
networks’ 1960-61 schedules, which 
contain more participating programs 
than ever before—more than a dozen 
shows which, much as the networks 
dislike the term, are sold on a spot- 
carrier basis. 

ABC alone has a Monday-night line- 
up of three shows which together ac- 
count for 18 advertisers—and still have 
room for two more. What this does to 
the people in charge of maintaing prod- 
uct protection at ABC and to the people 
trying to sell and schedule station breaks 
noncompetitively at ABC affiliated sta- 
tions becomes enormously difficult to 





The top 100 advertisers, for the 
first time, spent more money in tele- 
vision than in all other measured 
media combined during 1959, ac- 
cording to an analysis by the Tele- 
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The biggest slice of the melon went to television 


vision Bureau of Advertising. 

TvB reported that expenditures in 
the measured.media for the top 100 
advertisers amounted to $1,681,- 
533,569 in 1959, of which network 





How TvB analyzed last year’s top 100 advertisers 


and national spot tv represented 
$850,361,281, or 50.6% of the total. 
TvB noted that the 1959 total in- 
vestment of the group rose 11.4% 
over the 1959 figure, and pointed out 
that tv was responsible for 60.3% 
of this increase. 

The TvB analysis shows that of the 
top 100 advertisers in 1959, 97 used 
tv (two liquor companies and Amer- 
ican Cyanamid Co. were missing); 
68 placed more money in tv than any 
other medium; 48 allocated more 
than 50% of their budgets to tv; 
25 spent more than two-thirds of 
their expenditures in the medium, 
while 15 spent more than 80% and 
nine spent more than 90% of their 
budgets in tv. 

Average sales of the 42 heavy ad- 
vertisers in tv were more than $2.1 
million, while the average of the 58 
others amounted to almost $1.1 mil- 
lion. Sales of the heavy tv advertisers, 
TvB said, increased by 11% in 1959, 
while the others rose by 9%. 




















28 (BROADCAST ADVERTISING) 





BROADCASTING, July 11, 1960 








as 






een 


} On 


nin- 

for 
3 its 
and 


thin 


o 
g 




















WHO RADIO’S 
50,000 - watt voice 


reaches more people 





than any other 


single medium in lowa! 


OU may have recently read an advertisement 

that said Iowa is one of the top ten U. S. 
markets—because its “‘population of 2,747,300 ranks 
after New York, Chicago, Philadelphia, Detroit, 
Los Angeles and Boston.” 


You may also question the propriety of comparing 
a state with a city. However, NCS No. 2 proved 
that WHO Radio’s population coverage made it in 
fact America’s 14th largest radio market—that sta- 


tions in only thirteen other markets in America 
reach more people than WHO Radio. So far as 
reaching people is concerned, WHO Radio belongs on 
any media list of 14 or more “largest U. S. markets.” 
As an advertiser in the Middle West, you are con- 
cerned with people you can reach, rather than with 
population figures within city limits, within trading 
areas, or within state lines. WHO Radio does just that! 
Ask PGW for “the numbers.” 





WHO 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 
NBC Affiliate 


which also owns and operates 
WHO-TV, Des Moines; WOC-TV, Davenport 


| WHO Radio is part of Central Broadcasting Company. | 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 





BROADCASTING, July 11, 1960 


An. Griffin, Woodward, Inc., Representatives 








describe when it is remembered that 
these 18 or 20 network sponsors may 
promote a total of 50 or more different 
products, each of which may have any- 
where from half a dozen to 40 or 50 
“competitors,” real or imagined, that it 
wants to be protected against. 

Cheyenne, at 7:30-8:30, is an exam- 
ple. It now has seven sponsors who say 
they may promote close to 30 products, 
and an alternate-week sixth is still 
available for sale. 

Procter & Gamble proposes to pro- 
mote its dentifrices, package and liquid 
detergents, bar soaps, deodorants and 
baking mixes. Bristol-Myers and Reyn- 
olds Tobacco plan to advertise one 
product apiece, Bufferin and Winston 
cigarettes. Peter Paul expects to use its 
time for Mounds, Almond Joy, Dreams 
“and other confections.” Union Car- 
bide is down for Prestone anti-freezes, 
Prestone windshield de-icer and Ever- 


Jr. to Vicks. Arrid Whirl-In deodorant 
lists 17, including Arrid cream deodor- 
ant. Schmidt’s beer names 18 other 
beers. Chiclets specifies “all gums” and 
also “all weight reducers,” while Clorets 
names 11 products and then adds “all 
dentifrices.” Beeman’s gum specifies “all 
gums” plus Alkaids, Amitone, Phillips 
tablets and Tums. Preparation H, a 
hemorrhoid treatment, identifies seven 
competitors it wants nothing to do with, 
not counting the NAB Code Review 
Board which doesn’t want it on at all. 

The problem of providing protection 
has been further complicated by prod- 
uct diversification among major adver- 
tisers. Philip Morris is no longer a 
simple tobacco company; its purchase 
of American Safeiy Razor brought it 
into competition with Gillette, Reming- 
ton, Ronson, Schick, Sunbeam and Uni- 
versal, for instance. Procter & Gamble 
long ago ceased to be merely a soap 











ARBITRON’S DAILY CHOICES 


ARB Listed below are the highest-ranking television shows for each day 
of the week June 30-July 6 as rated by the multi-city Arbitron Instant 
ratings of America Reseach Bureau. 

Date Program and Time Network Rating 
Thur., June 30 Untouchables (9:30 p.m.) ABC-TV 24.4 
Fri., July 1 77 Sunset Strip (9 p.m.) ABC-TV 22.4 
Sat., July 2 Gunsmoke (10 p.m.) CBS-TV 20.6 
Sun., July 3 Rebel (9 p.m.) ABC-TV 16.0 
Mon., July 4 Danny Thomas (9 p.m.) CBS-TV 14.7 
Tue., July 5 Diagnosis: Unknown (16 p.m.) CBS-TV 21.6 
Wed., July 6 People Are Funny (10:30 p.m.) NBC-TV 18.9 


Copyright 1960 American Research Bureau 








ready products. Ralston-Purina expects 
to promote Wheat Chex, Rice Chex, 
Corn Chex, Instant Ralston and Purina 
dog chow. A.C. Spark Plug Co. has put 
in for spark plugs, oil filters, fuel pumps, 
valve lifters, guide head lamps, autronic 
eye, gyros, inertial guidance systems, 
after-burner controls, speed switches 
and engineer recruitment. 

Lacking the services of an electronic 
computer, observers would not estimate 
immediately how many competitors this 
array of products and services might 
have. But they guessed the total would 
be “in the hundreds.” Even allowing 
for limitations on the number of any 
one advertiser’s products eligible for 
protection, the example was cited to 
show how complicated life could get— 
just through product changes—not only 
for a network but also for its affiliates in 
trying to clear a regular schedule for 
spot advertisers without somewhere 
striking a sensitive nerve. 

Advertisers List Competitors ® The 
extent of the protection complexity may 
also be gauged by a fast look at the 
lists of products which advertisers re- 
gard as their competition. BAR has 


published some of these, based on in- _ 


formation compiled in its checking serv- 
ice. They show, for example, that Ana- 
hist cold remedies designate 58 products 
as competitive, ranging from Absorbine 
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company; its interests now include bak- 
ing mixes, peanut butter and a paper 
company that manufactures toilet tis- 
sue. This does not mean that P&G will 
be protected against Betty Crocker 
mixes (or vice versa) unless P&G is 
advertising its own Duncan Hines 
mixes; but it does point up the im- 
portance of constant alertness in sell- 
ing and positioning. 

Notice Required ® To simplify the 
problem as much as possible the net- 
works ask advertisers and their agencies 
not only to supply lists of products to 
be advertised, but also to furnish at 
least two weeks’ notice of product 
changes. The networks keep their af- 
filiates informed as to both products 
and changes, but last-minute revisions 
often require fast footwork to avoid 
playing hob with existing schedules. 

Affiliates are not obligated by con- 
tract to protect network sponsors, but 
network officials say they usually do, 
that conflicts are generally due to cleri- 
cal errors and that stations are quick 
to correct lapses when detected. 

There is the further problem for 
antithetical advertising. Cigarettes do 
not like to be associated too closely with 
cough drops or cough medicines, for 
example, or foods with stomach aids. 

The usual practice, if it can be gen- 
eralized, is to protect against competi- 


tive uses rather than against competitive 
categories, whenever that distinction 
arises. Thus Zest, for instance, which js 
described technically as a detergent, is 
protected against toilet soaps because 
it is used as toilet soaps are used, and 
is not protected against detergents ip 
the laundry and dishwashing familics, 

Refining the distinctions ‘further, a 
toothpaste which claimed to give a high 
gloss not only to the teeth but also to 
furniture would not be protected against 
furniture waxes and polishes because its 
ordinary use is not in the furniture line, 

Crisis ™ An unexpected crisis de- 
veloped a few years ago when the 
Florida Citrus Commission bought into 
a show with Alka Seltzer. Everything 
went fine until wintertime, when the 
Citrus Commission decided to adver- 
tise the value or orange juice in treating 
or preventing colds. This being Alka 
Seltzer’s line, the citrus group was re- 
quired to change its copy on the ground 
that curing colds was not an ordinary 
use of orange juice. 


Tobaccos and cosmetics are among 
the most competitive advertisers and 
therefore most insistent in demanding 
product protection. This is true whether 
the protection is against another net- 
work advertiser or against competitors 
buying national-spot time adjacent to 
their network programs. 

One reason for the difficulty in cross- 
protecting network and spot advertisers 
may be seen in product spending figures: 
the biggest categories on the networks 
are also big in spot, and vice versa. To- 
baccos, foods, drugs and cosmetics ac- 
count for heavy shares of the spending 
in both branches of television. Thus the 
companies in each major product group 
are fighting one another for the best 
positions in network and spot at the 
same time, increasing the chances of 
conflict. 


How far product protection has been 
watered down is evidenced in the re- 
mark of one network executive: “If we 
were still following the standards we 
had in radio 20 years ago, half the 
sponsors on this network would have to 
get off.” 

It is evident, too, in the schedules: 
American Tobacco, Reynolds Tobacco 
and General Cigar are in consecutive 
programs in NBC-TV’s Saturday night 
lineup for next fall (Bonanza, Tall Man, 
Deputy). Protection will be accomplish- 
ed by staggering the major-minor com- 
mercials so there’s no problem by to- 
day’s standards. But even that much 
proximity would not have been tolerated 
in earlier days. It’s certainly a long way 
from the mid-1930s when Lever Bros. 
demanded and received a full hour's 
protection—for all Lever products, 
whether being advertised or not—on 
each side of its Lux Theatre. 
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A good tv advertisement is not just 
“copy.” It is also the selection of the 
best face, voice and personality to rep- 
resent a corporation or product. 

While tv billings continue to spiral 
and the output of commercials in- 
creases, the competitive demands of ad- 
vertisers to find the “image” spokesman 
or the “just right” personality has im- 
posed a new demand on agencies. 
Many of the bigger shops are now oper- 
ating their own casting units of experts 
trained and knowledgeable in talent 
selection. 

Coupled with a drive to continually 
improve commercial quality, the con- 
stant search for talent has made the 
casting director an integral part of most 
large agencies. In the context of years 
spent in advertising and the number of 
commercials cast, a few such casting 
directors have emerged as leading ta- 
lent scouts in their new trade. 


Some of them are: 


Evelyn Barnes Peirce at J. Walter 
Thompson. Miss Peirce came to Comp- 
ton from the theatre in 1943 as director 
of daytime radio. She joined the tv 
field in 1948, served as associate pro- 
ducer with Willis Cooper on tv drama 
Volume One; executive supervisor, 


Casting session ® Chuck Kebbe (c), 
Ted Bates casting head goes over scripts 
and story boards with tv commercial 
“stars” Dick Callinan and Rita Hayes. 
Miss Hayes’ credits include Fab com- 
mercials with Ed Sullivan and Sudden 
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FINDING THE RIGHT TV SPOKESMAN 


That’s the job of the casting director at major ad agencies 


Showtime USA (for Dodge on ABC- 
TV). She joined J. Walter Thompson in 
1955 as casting director. She directed 
in summer theatre for eight years. 

Nan Marquand at BBDO. A former 
Broadway actress who has appeared in 
such shows as “Kiss & Tell” and “I 
Remember Mama.” She acted in radio 
and in television but “unfortunately 
never in commercials.” She’s also the 
casting director her colleagues say 
ought to cast herself in commercials as 
she’s the perfect “type” for a role. 

Ruth Levine at Benton & Bowles. 
Initially in production work, then with 
CBS in program coordination, Miss 
Levine joined Benton & Bowles in 1956 
as casting director. She’s pert and petite 
and is known for her memory of faces 
and names in the talent field. 

Chuck Kebbe at Ted Bates. He’s been 
casting director at Bates since May 
1954, had been in the theatre as well as 
in tv and radio. In tv, his main areas 
were as writer, producer and director. 

Lucile Mason at Compton. She was 
at ABC in promotion writing and as an 
assistant director on shows. She joined 
Compton as assistant casting director in 
1951, 


Lucy Sokole of Young & Rubicam. 





beauty preparation commercials (via 
Whitehall). She’s an ex-singer with 
bandleader Vincent Lopez. Mr. Calli- 
nan’s credits include Colgate dental 
cream and Schmidts’ beer. He also ap- 
peared in “Operation Petticoat.” 


She became casting director only last 
year at Young & Rubicam after a five. 
year stint as copy supervisor at the 
agency—a total background of 12 years, 
Unlike most of her colleagues Miss 
Sokole is advertiser-oriented and knows 
something about theatre. Other casting 
directors are mostly theatre-oriented in- 
dividuals who know something about 
advertising. 

But it’s not only ability that’s placed 
the casting director in the ascendancy 
at the major advertising agency. There’s 
the practical dollars and cents reason, 
A client in television is investing a lot 
of his money. It’s an investment that 
the casting director of necessity, must 
help protect. A hit tv show gets the 
people inside the tent but the commer- 
cial has to sell them. 

Chuck Kebbe at Bates puts it this 
way: “Basically, we seek salesmen.” 
And this search never seems to have a 
beginning or an end. Mr. Kebbe, for ex- 
ample, estimates he auditioned roughly 
1,560 persons and interviewed some 
1,250 in 1959, though he only hired 450 
people during the entire year. 

Output ® The output continues to 
mount. At BBDO, Miss Marquand re- 
ports more than 80 commercials were 
produced by the agency for the first 
three months of this year. In the same 
period a year ago the figure was 67. 
The same thing is true of other agencies. 
For example at Compton about 90 com- 
mercials of all lengths were turned out 
in the first six months of last year. In 
the same period of this year 155 were 
produced. 

At major agencies, the agencies 
themselves cast every commercial. 

In a field where there are always ex- 
ceptions, not every commercial is meant 
to be a hard-hitting sales message. Some 
are supposed to entertain the viewer as 
well as sell the product. 

There’s “no season on commercials,” 
comments Miss Marquand. Commercial 
production is a steady flow. To meet its 
demands for talent, the casting depart- 
ment keeps voluminous files. 

Talent Source ® New talent comes 
from agents, from correspondence sent 
to the agency and from personal visits. 
No casting office will discourage hope- 
fuls— “at Y&R we see everybody who 
asks,” Miss Sokole notes—but neither 
can it offer encouragement. “We get 
thousands. Where they all come from 
we do not know.” 

Each casting director has a different 
appraisal of why there are so many 
people looking for a spot on a tv com- 
mercial. Some of the reasons expressed: 
(1) decline in live tv drama, (2) actors 
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no longer feel tv commercial work is 
degrading, (3) the money is good and 
getting better, (4) many female Broad- 
way hopefuls who came to New York 
years ago failed to find their niche, mar- 
ried and now are “coming back” to 
show business via the lucrative and 
shorter-termed tv commercial route. 

Mr. Kebbe says it’s “no longer a 
matter of just pretty girls to go with 
pretty things” in tv commercials but a 
search for “commercial stars.” 

The search in commercial casting is 
for actors who are, able to adjust to 
the business of selling emotional ideas 
and possess a strong and warm per- 
sonality “plus the strength to get 
through the restrictions” (such restric- 
tions in tv as rigidly of the medium 
and of little time to do the job). 

Run Through ® This, it’s explained, 
is what makes Rex Marshall so highly 
respected (and paid) in the field. Mr. 
Marshall has been known to run 
through without a fluff as many as 16 
different commercial scripts for a prod- 
uct in a single evening. 

An “exciting” experience in casting 
can be earned by any one of the di- 
rectors in the business full-time. Mr. 
Kebbe cites preliminary work with 
Joyce Gordon whom he helped in her 
climb to prominence (BROADCASTING, 
May 16). Miss Mason at Compton 
estimates she’s seen some 2,000 babies 
over her nine-year career in the search 
for new Ivory babies (the latest Ivory 
baby, Jill Robin Lewis, already has 
earned enough to permit her to go to 
college on the residuals). Miss Mason 
has cast more than a dozen Ivory 
babies during this period of years. 

Miss Levine has an extremely good 
memory. She recalls that three years 
after an interview with a woman pup- 
peteer the woman was hired (chiefly 
of course because she kept dropping 
a note to Miss Levine periodically). It 
was all that was needed to prompt 
her memory. 

It’s not only a business for memory 
but also one made up of anecdotes. 
Miss Marquand once used Vanderbilt 
Ave. sidewalks near Grand Central 
(and BBDO) to audition a group of 
young roller skaters for a Campbell 
commercial. Miss Pierce when she first 
started at JWT hired a baby and her 
mother off the street in front of the 
Graybar Bldg. (the agency’s headquar- 
ters on Lexington Ave.) because of the 
baby’s good looks and appetite for 
French Instant Mashed Potatoes. 
Miss Mason about three years ago 
Played piano for 55 Calypso singers 
when auditioning for a Drene shampoo 
radio jingle. 

Some Shows Cast ™ Three of these 
agencies continue to cast a few pro- 
grams, holdovers from the years when 
several radio shows were cast and pro- 
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Perfect type ® That’s the way her col- 
leagues describe Nan Marquand (r) 
casting director at BBDO. They say 
she ought to cast herself in tv commer- 


duced by agencies. Compton casts 
Guiding Light, which is on CBS-TV 
five times weekly (at one time the 
agency cast four radio serials for Proc- 
ter & Gamble alone), Y&R still casts 
Brighter Day for P&G, and Benton & 
Bowles has the casting chore for Edge 
of Night. 

Not every agency, of course, works 
the same in the casting business. While 
some (Benton & Bowles and BBDO, 
for example) work with the producer 
from storyboards, other agencies use 
different approaches. But in any event, 
the casting department seeks the best 
talent available, and each agency has 
its own objectives. Compton for exam- 
ple is on a lookout for that Ivory 
“Look” in the girl leads for their soap 
commericals. 

A value to the agency of the casting 
director: To bridge the gulf between 
a competitive commerce and a sensi- 
tive art. The top casting director must 
be able to understand and sympathize 
with talent yet be fully aware of the 
agency’s need for commercial person- 





cials. The former Broadway actress 
and a commercial star hopeful check 
scripts before an audition-like interview 
at the agency’s studio. 


alities who can sell. (The super sales- 
type personality announcer can make 
upwards of $50,000 a year.) 

The casting director is the trigger 
the commercial producer pulls once 
concept and storyboard are prepared. 
The casting department’s leg work in- 
cludes interviewing prospects, auditions 
(often three to four for every role be- 
ing cast but sometimes up to 25 for 
some parts). 

No Cattle Calls ™ The sentiment 
among the six casting directors inter- 
viewed is against “cattle calls.” As it’s 
expressed in the field, the cattle call 
is a general call to round up certain 
types—for example, “get me _ five 
mothers, six teen-agers and two little 
blonde-haired kids fast.” Instead each 
role is carefully selected through audi- 
tions. 

Each of the agencies’ casting depart- 
ments is well staffed. The total varies 
from the three people at BBDO and at 
Benton & Bowles to the seven at JWT, 
Compton or Young & Rubicam. 

Agencies today keep cards and data 
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on prospects and on talent who have 
appeared. The extensive JWT file sys- 
tem is centralized at Miss Peirce’s desk. 
There are all types of forms with nota- 
tions showing a talent’s move from ap- 
plication to job handling. Miss Mar- 
quand keeps a similar system going. 
There are not only thousands of names 
and facts on file but pictures of the 
talent, too. 

In addition to the search for regular 
talent for routine commercial activity, 
the casting director hires name talent 
for endorsements (sometimes print 
and/or tv) and more often a name 
spokesman on specials (for example, 
Betsy Palmer for Westclox). 

This department must make checks 
on whether or not talent has paid un- 
ion dues (it’s sticky if he hasn’t); must 
clear dates and times for talent to ap- 
pear at the studio or location, and must 
relay confirmation to the commercial’s 
producer. Often it’s necessary for the 
casting director to negotiate with name 
talent as well as to compute for those 
who work for scale. 

Demands are so great on the casting 
director to keep up with new, potential 
talent that various practices have been 
devised to keep pumping a flow of data 
into casting offices. 

For this reason, most agency cast- 
ing officers are regular theatre goers on 
a continual lookout for new and dif- 
ferent talent. (At most agencies, thea- 
tre attendance for the casting expert is 
part of the job. And it’s paid for by the 
agency.) 

Nan Marquand, for instance, to 
avoid some of the pressure of continual 
talent searching has scheduled two 


‘ 


hours each Friday morning to interview 
applicants. Each applicant gets five 
minutes at the BBDO studio. Thus, she 
can see as many as 24 people in the 
one morning. 

As in any part of the agency or tv 
business, the casting director’s job can 
become a shotgun affair. For example, 
an air date is quickly set—and as it has 
happened—an audition is set for that 
same day with the shooting date sched- 
uled for the day following. 


@ Business briefly 
Time sales 


Prince’s plunge ® Prince Macaroni 
Mfg. Co., Lowell, Mass., has launched 
a saturation radio campaign of 2,235 
announcements per week in New Eng- 
land markets. Each station carrying 
Prince schedules will be broadcasting 
a spot for its macaroni products or Heat 
’N’ Serve Italian foods every 15 min- 
utes throughout the 18-hour broadcast 
day, seven days a week. The spot 
schedule is in addition to sponsored 
5-minute newscasts. Ten stations in 
five markets are being used. Agency is 
S.E. Zubrow Co., Philadelphia. 


Kellogg ‘plans’ ® Kellogg Co. (cereals), 
Battle Creek, Mich., adds new Mister 
Magoo film series to group of proper- 
ties (Huckleberry Hound, Quick Draw 
McGraw) in prime time periods on tv 
stations in over 100 markets starting in 
fall. Series, for which 26 half-hour pro- 
grams are currently in production, sup- 
plements high-rated Kellogg package 
bought on spot tv basis. Contract was 
negotiated by Henry G. Saperstein, 





Big new sponsor ® Wide ID and 
network saturation is in full swing 
for Brown & Williamson’s newest 
brand in a campaign that will share 





in an estimated $30 million annual 
budget, 80% of the six-brand figure 
in broadcast.- Featuring an all-tobac- 
co filter (finely ground “plug”), Ken- 
tucky Kings will dominate the B&W 
spot pool in big-smoking markets 
with a filter story the advertiser and 
agency Ted Bates & Co. believe fits 
easily into eight seconds. The new 
brand is featured on several half- 
hours Brown & Williamson has on tv 
now, the NBC-TV convention-elec- 
tion coverage and four new shows 
in the fall, Checkmate on CBS-TV, 
Surfside 6, Stagecoach West and 
Naked City, all on ABC-TV. Want- 
ed, Dead or Alive continues for the 
tobacco firm next season on CBS-TV. 
Other B&W brands on the air are 
Viceroy, Kool, Raleigh, Life and 
Belair. Allegedly containing 25% 
more tobacco than other filter ciga- 
rettes, Kentucky Kings caught on in 
10 weeks of testing in Florida and 
Texas and in Louisville, the manu- 
facturer’s home town. 
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president of Television Personalitig 
Inc. UPA Pictures Inc. continues pro 
duction of animated series. Agency; 
Leo Burnett Co., Chicago. 


More ‘Witness’ buys ® Knomark Ine, 
(Esquire shoe polish), Brooklyn, and 
Schick Inc., Lancaster, Pa., have 
bought the remaining alternate-week 
half hours of CBS-TV’s The Witney 
dramatic series (Thur., 7:30-8:30 p.m), 
which begins on Sept. 29. Agencies ar 
Mogul Williams & Saylor, N.Y., for 
Knomark and Benton & Bowles, N.Y, 
for Schick. 


Gas-house ® American Gas Assn 
(through Lennen & Newell) has bought 
half of an NBC-TV rerun anthology 
which began last Tuesday, July 5, 8:30. 
9 p.m. The series runs until fall, alter 
nating as Gas Company Playhouse and 
NBC Playhouse (the latter yet unsold), 


Dan’l Boone ® Movie actor Dewey 
Martin has been signed by Walt Disney 
Productions to play Daniel Boone in 
a projected series on the frontiersman’s 
adventures. William H. Anderson will 
be the producer. 


Up from supporting ranks ® Pete & 
Gladys offshoot story from the Decem- 
ber Bride plot, starts on CBS-TV in the 
fall (date to be announced) on Mondays, 
8-8:30 p.m. EDT, sponsored by Carna- 
tion Co. (through Erwin, Wasey, Ruth- 
rauff & Ryan) and Goodyear Tire & 
Rubber Co. (Young & Rubicam). Star- 
ring secondary characters from the elders 
series (which also is continuing in the 
fall), Pete & Gladys is written by Parke 
Levy and Bill Manhoff and produced; 
by Mr. Levy. Cara Williams and He 
Morgan star. 


National gets Colts ® National Brews) 
(National Bohemian beer) 


ing Co. 
Baltimore, is understood to have signed 
for half sponsorship of full 12-ga 

schedule of Baltimore Colts professional: 
football team over Mutual on Sunday 
afternoons, starting Sept. 25 and end 


ing Dec. 18. Agency: W.B. Doner & 


Co., Baltimore. Under MBS’ format for} 


special events and sports, remain 
half is available for sale locally. 


Agency appointment 


® Toyota Motor Distributors has named 
Compton Adv., L.A., as agency if 
charge of the $750,000 advertising ac- 
count. The new Toyota line will be 
competitive with Volkswagen and 
Renault. 


® Swift & Co., Chicago meat packer 
and $15 million advertiser (with per- 
haps $4 million in tv), appoints Dan- 
cer-Fitzgerald-Sample to handle its 
canned meats account. McCann-Erick- 


.son will continue to handle bulk of 


company’s other products. 


BROADCASTING, July 11, 1960 


The 
me 


sta 


"ki 


I 














eon tne ae 


DON'T FIRE UNTIL YOUSEE | THE WHITES OF THEIR EYES! 


Those were Putnam’s words at the battle of Bunker Hill, June 17, 1775. Those muskets had a 
message for the British . . . and it was a message that got through! We think there's a lesson here. 
first, aim your fire and then get the best dispatcher you know to carry it, be it muskets or a radio 
tation. Balaban Stations are famous for carrying messages direct to the buyer. Qn a Balaban 
Station, your message rides on top-flight programming, strong, popular personalities and keen selling 


know-how”. Day in, day out, the message gets through with Balaban—couriers par excellence. 


THE BALABAN STATIONS steopowininesines. sf 8 Marin Br 
WIL-ST. LOUIS WRIT-MILWAUKEE / KBOX-DALLAS 





Sold Nationally by Robert E. Eastman & Co., Inc. 





Sold Nationally by the Katz Agency 
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The people in the WGAL-TV coverage area 
appreciate and buy the good things in life. 
This Channel! 8 station delivers an audience 
greater than the combined audience of all other 


stations in its coverage area—and at less cost. 


HARRISBURG» , 
oe ST ee (see ARB or Nielsen surveys). 
o ’ e« 


WGAL-TV- 
Channel & 


Lancaster, Pa. 
NBC and CBS 





STEINMAN STATION 
316,000 WATTS ‘Clair McCollough, Pres. 


Representative: The MEEKER Company, inc. New York + Chicago + Los Angeles + San Francisco 
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WADE RE-COURTS 
Alberto-Culver still 


undecided on agency 


Some $20 million in Alberto-Culver 
broadcast advertising billings was still 
without an agency last week. 

The big fortune was Alberto-Culver’s 
estimated $10 million-plus tv business 
officially cut adrift from Wade Adv. 
July 1 but apparently still being wooed 
by the agency as of Thursday in a 
series of power plays that stirred 
Chicago’s Michigan Avenue. 

Alberto-Culver executives were tied 
up in a series of conferences stemming 
from (1) Wade’s re-pitch for the ac- 
count, and (2) the prior choice of an- 
other agency from the ranks of Leo 
Burnett Co., Tatham-Laird, Compton, 
Clinton Frank and other agencies in 
Chicago. 

Charles Pratt, A-C advertising man- 
ager, said Wednesday that the company 
had reviewed several presentations, but 
had encountered “certain differences of 
opinion” on the actual selection. He re- 
ported Thursday that an agency had 
been “chosen” and would be an- 
nounced momentarily. 


As a buffer to the possibility of 
losing the Culver account—or about 
half all its billings—Wade reportedly 
was in contact with the Toni Co. Div. 
of Gillette Co. in a direct pitch for its 
cosmetics business, now serviced prin- 
cipally by North Adv. and Clinton E. 
Frank, which inherited Prom and 
White Rain from Tatham-Laird, (that 
move was seen in some trade circles as 
the preamble for T-L’s gaining the Al- 
berto-Culver account). Burnett was un- 
derstood to withdraw for unvolunteered 
reasons. 

Despite official termination of the 
Culver-Wade relationship, no whole- 
sale dismissals had taken place at Wade 
as of Thursday, doubtless pending 
final outcome of the placement of the 
lucrative account. 

The Culver account represents a 
goodly share of an estimated $30 mil- 
lion billings loose or shaky in Chicago 
the past fortnight, about two-thirds in 
broadcast media. First development 
was Simoniz’ appointment of Dancer- 
Fitzgerald-Sample to handle its $5 mil- 
lion account separated from Young & 
Rubicam (BROADCASTING, July 4). 
There also has been speculation that 
Toni is considering more account 
switches apart from the Tatham-Laird- 
to-Frank transfer. 

_Alberto-Culver’s apparent termina- 
tion of its relationship with Wade 
Caught the agency by surprise, even 
though it was known the client had been 
reviewing presentations from several 
agencies. It also surprised the trade, 
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TOP 10 NETWORK PROGRAMS 


Tv report for May 

Rank 

. Gunsmoke 

. Wagon Train 

. Red Skelton Show 

. Father Knows Best 

. Danny Thomas Show 

6. Real McCoys 

. 77 Sunset Strip 

. Garry Moore Show 

. Price is Right 
10. Phil Silvers Special 


Rank 


Rating 
40.9 
39.3 
34.8 
32.4 
30.8 
30.3 
30.1 
29.8 
28.9 
28.7 


No. viewrs 
(000) 
39,690 
38,770 
31,730 
31,330 
29,900 
29,850 
29,720 
28,015 


Gunsmoke 

Wagon Train 

Red Skelton Show 
Father Knows Best 
Real McCoys 

Phil Silvers Special 
Danny Thomas Show 
Ed Sullivan Show 
77 Sunset Strip 27,475 
Dennis the Menace 26,460 


Copyright 1960 American Research Bureau 
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TOP 10 NETWORK PROGRAMS 


Tv report for 2 weeks ending June 5, 1960 


TOTAL AUDIENCE+ 
Rank No. homes 
(900) 
17,040 
15,956 
15,368 
13,922 
13,650 
13,063 
12,882 
12,430 
12,340 
12,294 


. Gunsmoke 

. Summer on Ice 

. Wagon Train 

. Have Gun, Will Travel 

. Red Skelton Show 

. 77 Sunset Strip 

. Ed Sullivan Show 

. Garry Moore Show (10 p.m.) 
. Danny Thomas Show 

. Ford Show 


Rank 
1. Gunsmoke 
2. Summer on Ice 
3. Wagon Train 
4. Have Gun, Will Travel 
5. Red Skelton Show 
6. 77 Sunset Strip 
7 
8 
9 
0 


SCWONTOUSWNE 


=) 


% homes* 
38.2 
35.8 
34.7 
31.3 
30.7 
29.6 
28.9 
28.2 
28.0 
27.6 


. Ed Sullivan Show 

. Thrills of 1960 Circus 

. Garry Moore Show (10 p.m.) 
10. Danny Thomas Show 


AVERAGE AUDIENCEt 

Rank No. homes 
(000) 
16,182 

12,927 

12,701 


1. Gunsmoke 
2. Summer on Ice 
3. Have Gun, Will Travel 





4. Red Skelton Show 12,566 
5. Wagon Train 11,707 
6. Garry Moore Show (10 p.m.) 11,481 
7. Danny Thomas Show 11,210 
8. Ford Show 10,984 
9. Garry Moore Show (10:30 p.m.) 10,848 

10. 77 Sunset Strip 10,667 


Rank 
1. Gunsmoke 
2. Summer on Ice 
3. Have Gun, Will Travel 
4. Red Skelton Show 
5. Wagon Train 
6. Garry Moore Show (10 p.m.) 
7 
8 
9 
0 


% homes* 
36.2 
29.0 
28.5 
28.2 
26.4 
25.9 
25.1 
24.6 
24.4 
24.2 


. Danny Thomas Show 

. Ford Show 

. Garry Moore Show (10:30 p.m) 
10. 77 Sunset Strip 


+ Homes reached by all or any part of the 
program, except for homes viewing only 
1 to 5 minutes. 

Percented ratings are based on tv homes 

within reach of station facilities used by 

each program. 

Homes reached during the average minute 
of the program. 


Copyright 1960 A.C. Nielsen Co. 


BACKGROUND: The following programs, in 

alphabetical order, appear in this week's 

BROADCASTING tv ratings roundup. Informa- 

tion is in following order: program name, net- 

work, number of stations, sponsor, agency, day 

and time. 

Dennis the Menace (CBS-167): Keliogg (Bur- 
nett), Best Foods (GBB), Sun. 7:30-8 p.m. 

Father Knows Best (CBS-155): Lever Bros., 
Scott Paper (both JWT), Mon. 8:30-9 p.m. 

Ford Show (NBC-186): Ford (JWT), Thur. 
9:30-10 p.m. 

Gunsmoke (CBS-201): Liggett & Myers (DFS), 
Remington Rand (Y&R), Sat. 10-10:30 p.m. 

Have Gun, Will Travel (CBS-164): Lever Bros. 
(JWT), American Home Products (Bates), 
Sat. 9:30-10 p.m. ° 

Garry Moore Show (CBS-160): S.C. Johnson 
(NLB) and Pittsburgh Plate Glass (BBDO) 
alternating in first half, Kellogg (Burnett) 
and Polaroid (DDB) alt. in second, Tue., 
10-11 p.m. 

Price Is Right (NBC-158): (OBM), 
Speide! (NCK), Wed. 8:30-9 

Phil Silvers Special (CBS-174): Eotine (B&B), 
Sat., May 7, 9-10 p.m. 

Real McCoys (ABC- 148): P&G 
Thur. 8:30-9 p 

Red Skelton Show. (CBS-179): 
(FCB), Pet Milk (Gardner), 


p.m. 

77 Sunset Strip (ABC-174): Amrican-Chicle, 
Whitehall (both Bates), R.J. Reynolds (Esty), 
Brylcreem (K&E), Fri. 9-10 p.m. 

Ed Sullivan Show (CBS-181): Colgate-Palm- 
olive ee Eastman Kodak (JWT), Sun. 
8-9 p 

omar ‘o Ice (NBC-198): Brewers Founda- 
tion (JWT), Thur., June 2, 9:30-10:30 p.m. 

Danny Thomas Show (CBS-202): General Foods 
(B&B), Mon. 9-9:30 p.m. 

Thrills of 1960 Circus (CBS-121): 
Enterprises (C-M), Fri., 

Wagon Train (NBC-184): Ford (JWT), R.J. 
Reynolds (Esty), (National Biscuit Co. 
(M-E), Wed. 7:30-8 p.m. 


ag 


(Compton), 


S.C. Johnson 
Tue. 9:30-10 


Top Value 
May 27, 9-10 p.m. 








inasmuch as Wade was credited with 
helping Culver achieve a phenomenal 
sales track record within the relative 
short span of half a dozen years, large- 
ly through use of television (BROAD- 
CASTING, Oct. 19, 1959). A-C’s estimated 
annual volume is about $50 million in 
the highly competitive cosmetics field. 

Wade currently bills about $25 mil- 
lion, with 80% in broadcast media, the 
bulk of that in tv. Projected to year’s 
end, Culver’s account was said to rep- 
resent about $12-13 million in over- 
all billings, with approximately $10 
million in television. 


Fm rep starts 20% 
agency commissions 


Western Fm Sales, Los Angeles rep- 
resentative of 16 fm stations, has an- 
nounced an increase in commission 
from 15% to 20% for all recognized 
advertising agencies, effective today. 
“15% no longer provides adequate mar- 
gin to agencies for the purchase of 
media on behalf of their clients,” Bj 
Hamrick, general manager, explained. 

Miss Hamrick credited Doug Ander- 
son, partner in Anderson-McConnell, 
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Los Angeles agency, with inspiring the 
action in an address made at the an- 
nual Broadcast Producers Awards 
Luncheon of the Hollywood Advertis- 
ing Club (BROADCASTING, Feb. 22). At 
that time Mr. Anderson stated that the 
most valuable contribution broadcasters 
could make to agencies would be to in- 
crease their commissions. 

“My feeling is,” Mr. Anderson said, 
“with a commission hike agencies could 
afford to raise their salary levels and 
the media departments in particular 
could be staffed by more competent per- 
sonnel. The optimum situation of course 
is where a buyer is so wise in buying 
broadcast time that he buys with a 
minimum of error at a maximum in re- 
sults. Thus, if advertising works better, 
the broadcaster would have even less 
sales costs than he currently has. From 
a utopian standpoint, broadcast time 
probably should not be sold. It should 
be bought—carefully, wisely and with 
minimum error.” 

Noting that fm rates are relatively 
low in relation to other broadcast 
media, Miss Hemrick pointed out that 
some agencies cannot afford the spe- 
cialized copy and campaigns needed to 
take full advantage of the specialized 
fm audience on present commissions. 


@ Also in advertising 


One-siding question ® With entry of 
client Aluminum Co. of America into 
sidings (for homes, other buildings), 
Fuller & Smith & Ross, N.Y., and the 
Ruberoid Co., N.Y., are terminating 
their relationship the end of this year 
because of product conflict. 


Advertiser honored ® Southern Cali- 
fornia Broadcasters Assn. presented 
a recognition award to the House of 
Sight & Sound, San Fernando Valley 


a 
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MADISON AVENUE . 
Office For Rent 


300 square feet with private . 


entrance available in Tower © 


> of Premium Building. 
& This space divided into two 
© offices. 
CALL: 
PLAZA 5-9236 





Robinson, Fenwick & Haynes, 
pioneer West Coast agency, will 
merge with Grant Advertising on 
Aug. 1, according to a joint an- 
nouncement today (July 11) by 
Elwood J. Robinson, president of 
RF&H, and Eliott Plowe, president 
of Grant. The merger adds more 
than $4 million in billing to Grant’s 
international total of over $90 mil- 
lion and will give Grant a West 
Coast billing of nearly $10 million. 

Mr. Robinson will become execu- 
tive vice president of Grant, in 
charge of operations in Southern 
California, and RF&H vice presi- 
dents David R. Fenwick, John W. 
Haynes, Robert C. Neuman and 
Lee Laufer will become vice presi- 
dents of Grant. John M. Cody, man- 
ager of Grant’s Hollywood office, 
will continue as vice president and 
account supervisor for the Dodge 


Mr. PLOWE 





West Coast merger with Grant 


Mr. GRANT 


Dealers of Southern California and 
other accounts; Robert L. Dellinger, 
vice president and account super- 
visor of Grant-Hollywood, will con- 
tinue in that capacity. The Grant 
Hollywood staff will move to 1111 
Wilshire Blvd., Los Angeles, present 
headquarters of RF&H, some time 
in the fall, after additional space has 
been remodeled for them. 

No account changes and no 
changes in personnel are expected as 
a result of the merger, Mr. Robin- 
son said. National and _ regional 
RF&H accounts moving to Grant 
include: Breast ‘O Chicken Tuna, 
Packard Bell Electronics, Firestone 
Tire & Rubber Co.’s Guided Missile 
Div., California Dried Fig Advisory 
Board, Los Angeles Dept. of Water 
& Power, Loma Linda Food Co., 
Leo’s Quality Foods and a division 
of the Schick Safety Razor Co. 


Mr. ROBINSON 








retail record and stereo equipment 
center, for “consistent and creative 
use of radio, proving the effectiveness 
of radio through the exclusive use of 
the medium.” The advertiser currently 
sponsors 30 program segments per 
week on KMPC, KLAC and KGIL, all 
Los Angeles. Its agency is Tilds & 
Cantz, that city. 


New agency ® S.I. (Chick) Rosenfeld 
has formed his own advertising agency, 
bearing his name, at 7316 Colgate St., 
St. Louis 30. For 34 years he was 
with Shaffer Brennan Margulis Adv., a 
partner for 13 years. New telephone 
number is Parkview 5-0801. 


Grey merger ® Grey Adv., New York, 
and L.H. Hartman Co., New York, are 
merging. Announcement from Grey 
noted that $4 million will be added to 
Grey’s billing, which now is estimated 
at $52 million. Hartman’s only account 
active in radio-tv is Grand Union 


Stores, which buys spot radio-tv. 


Name change ® With the retirement 
of Jim Daugherty, the name of Horan- 
Daugherty Inc., St. Louis advertising 
agency, has been changed to Winfield 
Adv. Agency Inc., according to Presi- 
dent J.J. Horan. The new name was 
adopted to allow for additions to key 
personnel without affecting the com- 
panys’ corporate identity, Mr. Horan 
said. It will entail no change in ad- 
dress or personnel. 


Latinized ® The Jingle Mill Inc., N.Y., 
producer of singing commercials, plans 
to enter Latin American markets with 
Spanish language jingles. According to 
Mort Van Brink, president of the com- 
pany, several contracts have been 
signed with radio stations in the border 
sections of Texas to provide singing 
commercials to the Spanish speaking 
population of that state and in neigh 
boring Mexico. 
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some allegedly overheard comments 





about television 
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Pp (with a very transparent device at the end) 
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= We’ve been peering over shoulders half of the tv homes in the WMT-TV 
* with our ear to the ground and area are tuned to WMT-TV.” 

| ry ° 

ater slightly dampened finger to the wind * 

Co., while keeping a weather eye peeled ¢ Overheard at CBS: WMT-TV, 
sion on the horizon, and wish to report Channel 2, is CBS Television for 





Eastern Iowa.” 






the following items. 







e A lady, seeking public alms, de- e Overheard at the post office: 
scribed her plight: “My baby has no “Why don’t they say mail address 
bed to sleep in.” “Tech, tch,” said the Cedar Rapids?” 
case worker, “how do you manage?” : 
the lady answered, “We have to use 
The box the television came in.” 










¢ Two well-heeled gentlemen were 
waiting for a train. Said one, “The 
television commercial J want to see 
is one where the forces of evil—all 
those ugly bacteria—overwhelm the 
medicine. Man—think of the bacteria 
they’d sell.” 


















¢ Man watching tv: “Can’t stand 
those short commercials somebody’s 










ement thought up. Hardly give you time to 
loran- get the refrigerator door open, let 
nal alone find a bottle opener.” 





e Sign in a grocery: We don’t 
handle Brand X. 







e Overheard at the Katz Agency: 
“More than half of Iowa’s 775,950 
tv homes are in the WMT-TV area.” 











N.Y, 
plans ¢ Overheard in three consecutive 
with ARB’s: “An average of more than 
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Scene is set ® The Sports Arena in Los Angeles was quiet 
last week. But behind the partitions was a flurry of activity 
as radio and tv networks and stations and others were 
readying tons of equipment. By tonight (Monday) the 
equivalent of a small city will have moved in—3,042 dele- 
gates and 1,467 alternates plus almost that many wives and 
other family members, and 16,600 accredited representa- 
tives of the broadcast and print news media. The auditorium 
has seats for 3,150 delegates and pages and 950 working 
newsmen. The balcony holds 11,500 spectators, about 
1/20th of the number trying to get seats last week. In the 


arena are platforms to support tv and other cameras, high 
above the delegates. Behind the balcony are booths for tv 
and radio networks. On the lower level are network op- 
erating quarters, where pickups from roving cameras and 
microphones will be received. Each of the three networks— 
ABC, CBS, NBC—has spent an estimated $250,000 in con- 
structing and equipping its working space. Add costs for 
MBS, the stations, the Democratic Party, telephone com- 
pany, print media and news services and the total will top 
$1 million—all to be demolished and equipment moved 
July 15 to Chicago for the GOP convention. 


RADIO-TV AT L. A. BATTLE SCENE 


Broadcast army poised to cover Democratic convention events 


A small army of broadcasters, proud 
of its record of election year public 
service to its audience of American 
voters, stands ready to surpass past per- 
formances this week in Los Angeles, 
where the Democratic National Con- 
vention opens today to signal the start 
of what promises to be the hottest presi- 
dential election year campaign since 
1948. 

Compared to the televised political 
convention coverage that year—when 
television brought the presidential nom- 
inating conventions to an audience es- 


40 


timated at 10 million and first became 
an important factor on the national 
political scene—the three tv networks 
and their affiliates this year expect a 
possible total audience of 120 million— 
12 times the 1948 figure. 

Broadcasters have marshalled a to- 
tal work force of nearly 1,500 corre- 
spondents, technicians, editors, camera- 
men and other specialists—the networks 
1,000 and individual stations and other 
broadcast entities more than 400—to 
cover this week’s doings in Los Angeles. 
Then after a little more than a week’s 


time for the logistics of shifting people 
and equipment across-country they'll 
be ready to do it all over again when 
the Republican National Convention 
opens in Chicago July 25. 

As in past national election years, 
the public service rendered to the coun- 
try and its voters and the prestige that 
thus accrues to the networks and the 
broadcasters will be offset by heavy 
losses resulting from the wide margin 
between costs of coverage and revenues 
received. In 1956, the networks alone 
had combined losses of $5 million for 
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conventions coverage and although 
‘they were unable last week to estimate 
anticipated losses, the figure was ex- 
pected to exceed that of four years ago. 
A Good Outlook ® One of this year’s 
' sunny spots in convention coverage is 
© that television, with three sets of con- 
‘ventions under its belt, will be in much 
better position to attract—and keep— 
‘the voter-viewer by selective coverage 
' of high-spot and sidelight convention 
events rather than the gavel-to-gavel 
© coverage that turned many viewers in 
F past years from their sets. 
Broadcasters also have another good 
reason for high optimism during the 


































conventions and the following four- 
months scramble down to the Election 
Day wire next Nov. 8: 

For the first time their presentation 
of political candidates on news and 
panel shows will be exempt from the 
equal time requirements of Sec. 315. 
And the chances also are excellent that 
the House next month will follow the 
Senate in approving a resolution that 
would suspend Sec. 315’s equal time 
provisions altogether this year in the 
case of presidential and vice presiden- 
tial nominees, thus giving broadcasters 
a chance to present the nominees se- 
lected at this month’s conventions with- 








out having to give valuable time to 
audience-boring nominees of numerous 
splinter parties. 

Here are some of the plans the net- 
works and broadcasters will use in con- 
vention coverage: 

CBS-TV & CBS Radio = CBS will 
have a force of more than 300 cor- 
respondents, technicians, editors, cam- 
eramen and others in the midst of the 
convention frays. The network has been 
planning technical coverage for 14 
months and in February made specific 
assignments to correspondents. Work 
crews started setting up equipment in 
Los Angeles and Chicago in the spring 












oe > 

NBC planners ® Before moving the network’s news head- William R. McAndrew, NBC news vice president, who is 

quarters to Los Angeles, NBC News executives built a seated in the administrative control room and facing the 
op- mock-up of the network’s Convention Central to work out on-the-air control room at right, and to Reuven Frank, 
and operational plans. Here Jack Sughrue, senior director, stand- producer, seated behind Mr. McAndrew. NBC’s Conven- 
ks— ing in the mock-up control room, explains a technicality to tion Central will control all of the network’s coverage. 
con- 
| for 
>om- 
top 
oved 
ople 
ey'll 
hen 
tion —J 
ars, . © 
un- 7 - = € 4 : 
hat ABC planners ® The top command of ABC convention CBS team members ® These are some of the more than 
the coverage at Los Angeles comprises (1 to r) Francis N. 300 CBS News staffers covering the Los Angeles conven- 
avy Littlejohn Jr., director of news and public affairs; Donald tion. In the middle is Nancy Hanschmann. In front center is 
gin G. Coe, director of special events and operations; John John F. Day, CBS News vice president. Counterclockwise 
ues Daly, ABC vice president in charge of news, special events from Mr. Day are Walter Cronkite, Charles Kuralt, Larry 
Pes and public affairs, and Thomas Velotta, vice president and LeSueur, Stuart Novins, Dallas Townsend, Robert Trout, 
or 


Richard C. Hottelet and Douglas Edwards. 
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executive producer of convention coverage. 
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at convention halls and party head- 
quarters. 

The network’s 40-odd correspondents 
and reporters have been deployed to 
keep everybody covered who might 
make news. Walter Cronkite will con- 
tinue his anchor man role as in 1952 
and 1956 to handle the 28-camera cov- 
erage. Edward R. Murrow and Howard 
K. Smith, head CBS News Washington 
correspondent, will analyze significant 
developments. 

In Los Angeles, Bill Downs will dog 
Adlai Stevenson’s footsteps, Paul Niven 
will follow Sen. Stuart Symington, 
Charles von Fremd and Blair Clark will 
go with Sen. John F. Kennedy, Harry 
Reasoner will be with Sen. Hubert H. 
Humphrey and Nancy Hanschman will 
tag after Sen. Lyndon B. Johnson. Lewis 
Shollenberger will cover Democratic 
National Chairman Paul Butler. 

In Chicago, Wells Church will ac- 
company Vice President Richard Nixon, 
Tom Costigan will be with Gov. Nelson 
Rockefeller and Lewis Shollenberger 
and George Herman will cover Sen. 
Thruston Morton, GOP national chair- 
man. 


Other CBS newsmen will cover dele- 
gations from specific geographical areas 
or states. Ron Cochran will cover color 
and features and Elmo Roper will pro- 
vide opinion analysis. CBS News re- 
porters will use the new four-pound, 
self-powered “Eyewitness” camera (plus 
a shoulder-slung 15-pound battery) on 
the convention floor and outside the hall 
three mobile units will roam the streets 
with Ernest Leiser, Neil Strawser and 
Bill Downs. Vice President John F. Day 
will handle the central news desk and 
CBS News President Sig Mickelson will 
formulate strategy and operations. 

CBS-TV reported that all non-inter- 
connected affiliates will receive special 
one-hour film digests of the network’s 
coverage of both conventions. The di- 
gests will be flown to the stations for 
use the following day. The special films 
will be prepared in New York from 
CBS News’ coverage of the conventions. 

NBC-TV & NBC Radio ® NBC’s 
Today show has been transported lock, 
stuck and Dave Garroway in what the 
network claims is the biggest cross- 
country move of people and gear for 
any single tv program to cover the 
Democratic sessions in Los Angeles. 
Included are Frank Blair, Martin Agron- 
sky, Joyce Davidson and Burr Tillstrom 
(and Jack Lescoulie joins the NBC-TV 
series when it moves to the GOP con- 
vention in Chicago starting July 25). 

Today’s accompanying production 
staff includes 50 writers, technical di- 
rectors and engineers. Today will origi- 
nate from specially-constructed studios 
in both cities and will be telecast live 
from 7-9 a.m. EDT in both Los Angeles 









and Chicago. Taped recaps of important 
events of the day before will be present- 
ed as highlights on Today. The show 
also will tape interviews with key 
figures after each day’s sessions for 
telecast next day. Most of Today will 
be live, however. 

NBC, too, will assign specific men to 
specific tasks, personalities or groups. 
At the convention hall control center 
will be NBC News Vice President Wil- 
liam McAndrew and News & Public 
Affairs Director Julian Goodman, along 
with producer Reuven Frank, operations 
manager Elmer Lower. For tv coverage, 
Chet Huntley and David Brinkley will 
occupy the anchor booth over the floor. 
On the floor itself will be Merrill Muel- 
ler, Frank McGee, Martin Agronsky, 
Herb Kaplow (Los Angeles) and Sander 
Vanocur (Chicago). Richard Harkness 
and Lee Hall will be on roving assign- 
ment and Bill Henry will cover the 
platform. 

Other tv news shows will be Texaco 
Huntley-Brinkley Report and Edwin 
Newman Reporting. 

Radio shows will include News-on- 
the-Hour and Emphasis. Morgan Beatty 
and Robert McCormick will be news- 
men in the anchor booth, with Russ 
Tornabene producing. On the floor will 
be Robert Abernathy, Peter Hackes, 
James Hurlbut and Bryson Rash. Ed 
Arnow will handle a mobile unit in Los 
Angeles and Sam Saran in Chicago. 

Special assignments: Sander Vanocur 
to Sen. Kennedy, Arthur Barriault to 
Sen. Symington, Joseph Harsch to Mr. 
Stevenson, Ray Scherer and Lesley and 
Elizabeth Carpenter to Sen. Johnson 
and Rep. Sam Rayburn. Herb Kaplow 
to Vice President Nixon, Bill Ryan to 
Gov. Rockefeller and Ray Scherer to 
President Eisenhower. Others will cover 
state and area delegates. 

ABC-TV & ABC Radio = ABC-TV 
and ABC Radio have scheduled a com- 
bined total of more than 42 hours of 
convention coverage from Los An- 
geles and Chicago, with a staff of some 
350. The broadcast schedule gets under- 
way tonight (July 11) at 8 p.m. EDT. 

John Daly, ABC vice president in 
charge of news, special events and 
public affairs, will head the operation. 
Mr. Daly will be assisted by executive 
producer Thomas A. Velotta, vice 
president for special projects, who will 
have charge of over-all production and 
planning. In the news operation, Mr. 
Daly has assistance from Francis N. 
Littlejohn, ABC director of news and 
public affairs, who will supervise news 
content of all programs; from Donald 
G. Coe, director of operations and 
special events, in charge of arrange- 
ments and logistics, and from Marshal 
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IN CENTRAL WEST VIRGINIA 


«Clarksburg »*Fairmont »* Morgantown 
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IN NEW YORK: 

Lee Gaynor—OXford 7-0306 

Represented Nationally: Avery-Knodel, Inc. 
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WBOY-TV 


In Television too, a station is known by the companies it keeps! 
Here at WBOY-TV our sponsor list reads like the “Who’s Who” 
in local and national advertisers. Yes, Iron City Beer, Lever 
Brothers, Ford Dealers, Gulf Oil, Carlings Beer, Domino Sugar, 
Carnation Milk, Hope Natural Gas, Procter and Gamble and 
U.S. Rubber are just a few of the firms who buy BOY to tell and 
sell 150,000 TV families in the heart of Central West Virginia— 
families with almost ONE BILLION DOLLARS TO SPEND. 
Member The FRIENDLY Group ( WEY } John J. Laux, Managing Director ; 
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(Sonny) Diskin, chief tv director for 
the conventions. 

ABC will use special small cameras 
to move into caucuses and council 
rooms, regular cameras to cover the 
normal news centers and crash units, 
mobile units and long-range cameras 
to focus on events outside the con- 
vention hall. 

Mr. Daly’s team of more than 30 
reporters includes Quincy Howe, Ed- 
ward P. Morgan, Bill Shadel, John 
Secondari, Don Goddard, John W. 
Vandercook, John Edwards, Robert 
Fleming, Charles Ashley, Paul Harvey, 
Virgil Pinkley, William Winter and 
Erwin D. Canham. ABC News will al- 
so have four newswomen at the con- 
ventions: Ruth Hagy, Helen Jean 
Rogers, Peggy Whedon and news 
editor Mary Laing. 

Handling the video “pool” for the 
tv industry at the Democratic conven- 
tion, ABC will have six tv cameras to 
feed the pocl shots to all networks. 
These scenes will be fed into the pool 
control room directly behind the speak- 
ers rostrum and adjoining the ABC 
studios. There the pool director and 
producer will select the one picture to 
be fed to all networks. ABC-TV will 
have an additional 25 or more cameras 
at each city. 

Mutual ® Convention Review and 
Preview programs (Mon.-Fri. July 11- 
15, 25-29) 9:35-10 a.m. EDT. Con- 
vention Wrap-up programs (Mon.-Fri. 
July 11-15, 25-29) 11:35-12 midnight 
EDT. Actual convention business cov- 
erage may delay this nightly feature. 

About 50% of the network’s sched- 
uled news shows will originate at the 
conventions. Two special convention 
forecast programs are scheduled for the 
Sundays preceding the meetings, July 
10 and 24 (8:05-8:30 p.m. EDT). 


On hand in L.A. 


More than 400 individuals and or- 
ganizations have been accredited to 
cover the Democratic National Con- 
vention in Los Angeles. The follow- 
ing, furnished by the Democrats last 
Thursday, is a preliminary list and does 
not necessarily include all broadcast 
representatives accredited to the con- 
vention. Nor does it include major 
radio and tv networks. 


Individual Stations 
(in state & city order) 


WRLD Alexander, Ala.—J.C. Henderson 
WATV Birmingham, Ala.—Stann Vainrib 
WANA Anniston, Ala.—Bill Giddens 
WAAX Gadsden, Ala.—F.F. Lacleon 

WETO Gadsden, Ala.—C.L. Graham 

WSFA Montgomery, Ala.—Bill Henry 
WPID Piedmont, Ala—Hank Smith 

KFQD Anchorage, Alaska—Lynn C. Thomas 
KOY Phoenix, Ariz—Jack Williams 

KRUX Phoenix, Ariz —Joe Patrick 

KTAR Phoenix, Ariz—John Harrington 
KTAR Phoenix, Ariz—James Loper 

KFSA Ft. Smith, Ark.—Donald W. Reynolds 


KEZY Anaheim, Calif.—Art Kevin 

KPAS Banning, Calif—Don Metzger 

KGEI Belmont, Calif.—Cari Lawrence 

KCBH Beverly Hills, Calif—John J. David 

KAMP El Centro, Calif—Robert E. Baker 

KMAK Fresno, Calif—Walt Novell 

KMJ-TV Fresno, Calif.—Dean Mell 

KIEV Glendale, Calif.—Allin Slate 

KAVL Lancaster, Calif—Jack Hill 

KNEZ Lompoc, Calif.—David F. Cassidy 

KBCA Los Angeles—Jack Staudt 

KBIG Los Angeles—Larry Berrill 

KCOP-TV Los Angeles—Baxter Ward 

KDAY Los Angeles—Mel Leeds 

KFI Los Angeles—Kerwin Hoover 

KFWB Los Angeles—Bill Crago 

KGBS Los Angeles—Bill Thompson 

KHJ Los Angeles—L. F. Mawhinney 

KLAC Los Angeles—James McNamara 

KMPC Los Angeles—Hugh Brundage 

KFPK (FM) Los Angeles—Gene Marine 

KNX Los les—Barney Miller 

KPOL Los Angeles—Lewis K. Irwin 

KRCA-TV Los Angeles—John H. Thompson 

KRLA Los Angeles Bil McMillan 

KTLA (TV) Los Angeles—George Lewin 

KTTV (TV) Los Angeles—Bill Welsh 

KUSC (FM) Los Angeles—William Sprague 

KSFE Needles, Calif—Frank Strauss 

KDIA Oakland, Calif —Walter Conway 

KWKW Pasadena, Calif—Robert Griffin 

KACE Riverside, Calif—Ray Lapica 

KDUO Riverside, Calif—Howard Hodgins 

KCRA-TV Sacramento, Calif—Tom Breen 

KXTV (TV) Sacramento, Calif —Hank Thornley 

KCBR San Bernardino, Calif —Mike Perlman 

KRNO San Bernardino, Calif—John Quimby 

KFMB-TV San Diego, Calif —Ray Wilson 

KFSD San Diego, Calif—Pat Higgins 

KGB San Diego, Calif—Jim Brown 

KCBS San Francisco—Don Mozley 

KEAR San Francisco—Dick Palmquist 

KFAX San Francisco—Ed Salzman 

KGO-TV San Francisco—Robert Healy 

KPIX-TV San Francisco—Jere D. Witter 

KNTV (TV) San Jose, Calif—Roger A. Orr 
KNTV-TV San Jose, Calif. —Roger A. Orr 

KWIZ Santa Ana, Calif. —E.L. Spencer 

KJOY Stockton, Calif —Joseph Gamble 

KOVR-TV Stockton, Calif—Dr. Alonzo Baker 

KCOK Tulare, Calif—Kenneth R. Clifford Jr. 

KTUR Turlock, Calif—Charles R. Palmquist Jr. 

KVEN Ventura, Calif—Fred M. Hall 

KRDO Colorado Springs, Colo.—Sheldon Singer 

KOA Denver, Colo.—John Henry 

WLAD Danbury, Conn.—Abe Najamy 

WTIC Hartford, Conn.—Tom Eaton 

WCNX Middletown, Conn.—William J. O’Brien Jr. 

WAVZ New Haven, Conn.—George T. Phillips 

WSTC Stamford, Conn.—James Elliott 

WDEL Wilmington, Del.—Arnold Zenke 

WFAN (FM) Washington, D.C.—Richard Eaton 

WOL Washington, D.C.—Henry Rau 

WTOP Washington, D.C.—Steve Cushing 

WWDC Washington, D.C.—Robert E. Robinson 

WTAN Clearwater, Fla—Howard W. Hartley 

WSUG Clewiston, Fla—James H. Broadwell 

WCKT (TV) Miami—Wayne Farriss 

WTVT (TV) Tampa, Fla.—Crawford P. Rice 

WSB Atlanta, Ga.—Ray Moore 

WJBF Augusta, Ga—J.B. Fuqua 

WLYA Gainesville, Ga—John H. Bennett 

WMAZ Macon, Ga.—Howard Absalom 

WBIE Marietta, Ga—James M. Wilder 

KGMB-TV Honolulu, Hawaii—Robert W. Sevey 

KNDI Honolulu, Hawaii—Jim Ownby 

WJBC Bloomington, I!l_—Timothy R. Ives 

WGN Chicago—A.C. Field Jr. 

WJJD Chicago—Ralph Blank 

WMBI Chicago—Ed Ronne 

WSMI Hillsboro, I!!—Hayward Talley 

WKAN Kankakee, Ill.—Robert J. Hawkins 

WHBF-TV Rock Island, I!!.—Bil! Ellison 

WTAX Springfield, Itl—Bill Miller 

WOWO Ft. Wayne, Ind.—Harold M. Cessna 

WPTA Ft. Wayne, Ind.—Oliver Miller 

WFBM Indianapolis, Ind—Robert Gamble 

WNDU South Bend, Ind.—Bob Young 

WTHI Terre Haute, Ind.—Joe Higgins 

KCRG-TV Cedar Rapids, lowa—Craig Tenney 

WMT Cedar Rapids, lowa—James Shirek Jr. 

WHO Des Moines, lowa—VJack Shelley 

KIOA Des Moines, lowa—Russell Lavine 

KRNT-TV Des Moines, lowa—Russ Van Dyke 

KWWL-TV Waterloo, Icwa—-Warren Mead 
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There’s still enough of the federal 
equal time law left to produce situa- 
tions like the one pictured above. At 
government direction Lar Daly, 
wearing an Uncle Sam suit and a 
sign soliciting funds, was given a 
half-hour of national television ex- 
posure. 

Mr. Daly appeared on NBC-TV’s 
Jack Paar Show \ast Thursday night 
after the FCC, by a 5-1 vote, decided 
he was entitled to equal time as a 
rival to Sen. John Kennedy for the 
Democratic presidential nomination. 
Sen. Kennedy had appeared on the 
program June 16. 

During his performance, Mr. Daly 





The political broadcasting law in action 





advocated isolationism and a nuclear 
war against the Communist coun- 
tries—the platform on which he has 
historically campaigned. He told the 
audience several times that the 
choice was “America first or death.” 

“I frankly appeal for your dol- 
lars,” he said. 

He said he had requested facilities 
at the Democratic convention and 
that a delegate was prepared to put 
his name in nomination “if I give 
the consent.” 

At one point Mr. Paar, noticing 
Mr. Daly’s costume, asked: “Is this 
trick or treat tonight?” 

Mr. Daly concluded his appear- 


ance by saying: “God bless the 
rx 

The FCC ruling to which Mr. 
Daly paid his respects found that 
as a legally qualified candidate he 
was entitled to the same amount of 
time Sen. Kennedy had occupied 
during his June 16 appearance. The 
Jack Paar Show, the commission 
ruled, was not a news program and 
hence not exempt from the equal 
time provisions of Sec. 315, the po- 
litical broadcasting law. 

FCC Chairman Frederick Ford 
dissented. He said he was not con- 
vinced that Mr. Daly was a legally 
qualified candidate. 

In the same week the FCC unani- 
mously ruled against other petitions 
of Mr. Daly for equal time on (1) 
NBC-TV’s Today because of an ap- 
pearance by Sen. Stuart Symington 
and (2) CBS-TV and NBC-TV be- 
cause of news conferences featuring 
Harry Truman, Sen. Kennedy and 
Sen. Lyndon Johnson. The FCC 
unanimously ruled that all those ap- 
pearances were news broadcasts and 
therefore exempt from equal time 
requirements under the 1959. amend- 
ments to Sec. 315. 

Mr. Daly, during most recent elec- 
tion years, has been a frequent peti- 
tioner befere the FCC for equal 
time. An FCC decision granting him 
time during the Chicago mayoralty 
race last year was one of the prin- 
cipal reasons cited for the congres- 
sional vote to amend the law. The 
amendment removed news _ broad- 
casts, news interviews and coverage 
of news events from the equal time 
requirement. 

A further, but temporary, modifi- 
cation of Sec. 315 is now pending in 
the House. Before recessing for the 
political conventions the Senate 
adopted a resolution suspending all 
provisions of Sec. 315 for presiden- 
tial and vice presidential candidates 
during the 1960 election. The resolu- 
tion awaits House action after the 
convention recess. 








KOFO Ottawa, Kan.—Bill Dahlisten 

KTOP Topeka, Kan.—Merle Blair 

WIBW-TV Topeka, Kan.—Thad M. Sandstrom 
KFH Wichita, Kan.—George Doyle 

WVLK Lexington, Ky.—Charles Drew 

WHAS Louisville—Bill Small 

WNOP Newport, Ky.—James Long 

WAFB-TV Baton Rouge, La-—Tom E. Gibbens 
WAIL Baton Rouge, La—Elayn Hunt 

WDSU New Orleans—Bill Monroe 

WBAL Baltimore—Galen Fromme 

WCBM Baltimore—Edward T. Fenton 

WINX Rockville, Md.—J. Stanton Boteler 
WHIL Boston- Medford, Mass.—Sherwood T. Tarlow 
WNAC Boston, Mass.—Leland C. Bickford 
WHRB-FM Cambridge, Mass.—James F. Flug 
WALE Fall River, Mass——George L. Sisson Jr. 
WJDA Quincy, Mass.—James D. Asher 

WORC Worcester, Mass.—Budd Clain 

WUOM Ann Arbor, Mich.—E. G. Burrows 
WJBK-TV Detroit—John T. Dempsey 

WJR Detroit—William Sheehan 
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WXYZ Detroit—Thomas V. Waber 

WSWM East Lansing, Mich—John A. Matters 
WOOD Grand Rapids, Mich.—Richard Cheverton 
WKZO Kalamazoo, Mich.—Tom Gaston 

WJIM Lansing, Mich.—H. F. Gross 

WTTH Port Huron, Mich.—Ronald E. Mires 
WSAM Saginaw, Mich.—Emmett Robinson 
WCCO Minneapolis—Jim Bormann 

WCTN Minneapolis—Sheldon Peterson 
KCMO-TV Kansas City—Jim Monroe 

WDAF Kansas City—Bill Leeds 

KMOX-TV St. Louis—Spencer M. Allen 
KSD-TV St. Louis—Fran Eschen 

KXLF-TV Butte, Mont.—Fanney N. Litvin 
KRVS Lexington, Neb.—Richard Hewitt 
KOLN-TV Lincoln, Neb.—Byron Krasne 

WOW Omaha, Neb.—James M. McGaffin 
KRAM Las Vegas, Nev.—Alan Jarlison 

WDCR Hanover, N.H.—Harold G. Levenson 
WPRP Princeton, N.J.—Bruce G. Dunning 
KQEO Albuquerque, N.M.—Ed Pennybacker 
WPTR Albany, N.Y.—Jerry Cartledge 


WJTN fen, N.Y.—J.M. Dawley 
WVIP Mt. Kisco, N.Y.—Richard K. Doan 

WLIB New York—Harry Novik 

WMCA New York—R. Peter Straus 

WNEW New York—Martin Weldon 

WNTA New York—Jerry Johnson 

WOR New York—George Brown 

WPIX (TV) New York—Walter D. Engels 

WFBL Syracuse, N.Y.—David Mendelsohn 

WBT Charlotte, N.C.—Joseph M. Bryan 


re Charlotte, N.C_—Carroll B. McGaughey Jr. 


D (TV) Durham, N.C.—Jack Williams 


WOB Winston Salem, N.C.—Charles F. Eldridge 


WTLC Canton, Ohio—Morton Frank 
WLW-TV Cincinnati—Gilbert W. Kingsbury 
WERE Cleveland—Art Schreiber 

WEWS (TV) Cleveland—George A. Grant 
WGAR Cleveland—Arthur Schofield 
WJW-TV Cleveland—Warren Guthrie 
WBNS Columbus, Ohio—Richard A. Borel 
WHIO Dayton, Ohio—Thomas J. Frawley 
WONE Dayton, Ohio—Ronald Woodyard 
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WMOH Hamilton, Ohio—Ray C. Motley 
WTIG Massillon, Ohio—Richard J. Scholem 
WTOL Toledo, Ohio—Oscar Huff 

KWTV (TV) Oklahoma City—Bruce Palmer 
WKY Oklahoma City—Bob Flournoy 
WKY-TV Oklahoma City—Dick John 
KTUL-TV Tulsa, Okla.—Bill Reeves 

KFLY Corvallis, Ore-—Dave Hoss 

KOAC Corvallis, Ore —Bob Hinz 

KEED Eugene, Ore.—Glen M. Stradler 
KGW-TV Portland, Ore —Tom L. McCall 
WRTA Altoona, Pa.—Warren Weiner 
WLRN Bethlehem, Pa.—Robert Walters 
WESB Bradford, Pa.—Joseph M. Cleary 
WISR Butler, Pa.—Robert L. Kaufman 
WICU (TV) Erie, Pa—Arthur M. Ingram 
WCMB Harrisburg, Pa—Pete Wambach 
WCAU Philadelphia—George E. Lord 
WFIL-TV Philadelphia—Robert Nassau 
WARM Scranton, Pa.—Donald Stevens 
WDAU Scranton, Pa.—Tom Powell 

WEJL Scranton, Pa.—Robert R. Flanagan 
WILK Wilkes-Barre, Pa.—Roy E. Morgan 
WAIM Anderson, S.C.—Wilton E. Hall 
WKAZ Charleston, S.C_—Ken R. Kurtz 
WTMA Charleston, S.C._—Charles E. Smith 
WJMX Florence, S.C_—David N. Thomas 
WSPA Spartanburg, S.C.—Walter Brown 
WTJS Jackson, Tenn.—Mrs. Earl Midyett 
WGNS Murfreesboro, Tenn.—Cecil Elrod Jr. 
WKDA Nashville, Tenn.—Roger L. Schutt 
WLAC Nashville, Tenn.—Roy A. Smith 
WSM-TV Nashville, Tenn.—James E. Drake 
KNOW Austin, Tex.—Louis R. Cook 
KTBC-TV Austin, Tex.—Paul Bolton 

KVET Austin, Tex.—Willard Deason 

KSKY Dallas, Tex.—Carle E. McDaniel 
KFJZ-TV Fort Worth, Tex.—Bill Camfield 
KHOU-TV Houston, Tex.—Dan Rather 
KTHT Houston, Tex.—Sam H. Bennett 
WOAI-TV San Antonio, Tex.—F.C. McCall 
KBYP Shamrock, Tex.—M.W. Yarborough 
KCMC-TV Texarkana, Tex.—Walter E. Hussman 
KCNT-TV Waco, Tex.—Mrs. Frank Mayborn 
KUTV (TV) Salt Lake City—Doug Mitchell 
WRVA Richmond, Va.—Jack B. Clements 
WDBJ Roanoke, Va.—John M. Patterson 
KPUG Bellingham, Wash.—Edward A. Ryan 
KRKO Everett, Wash—Jack Barney 

KHQ Seattle, Wash.—Henry E. Portin 
KING Seattle, Wash—Charles Herring 
KOMO-TV Seattle, Wash.—Herb Robinson 
KTNT Seattle, Wash.—wWilliam E. Borah 
WSAZ Huntington, W.Va.—Bob Johnson 
WECL Eau Claire, Wis.—Steve Henry 
WIBA Madison, Wis.—George R. Stephenson 
WOKY Milwaukee, Wis.—Don Sherwood 
WTMJ-TV Milwaukee—Jack E. Krueger 
WCOW Sparta, Wis.—John D. Rice 

CFPL London, Ont., Canada—Ward Cornell 
XETV (TV) Tijuana, Mexico—Harrison Eagles 


Station Groups, News & 
Programming Services, etc. 


Armed Forces Radio and Television Service, Los 
Angeles—Lother B. Sibert 
Associated Press Radio, Washingten—W. L. Beale 


Jr. 

BBC, Washington—Douglas Stuart 

British Commonwealth International News Film 
Agency, Washington—George M. Dorsey 

Broadcast News Bureau, Washington—F. M. Ran- 
dolph 

CBC, Toronto, Canada—James M. Minifie 

Tris Coffin Assoc., Washington—Tris Coffin 

Corinthian Broadcasting Corp., New York—Her- 
man W. Land 

Deadline Washington, Washington—Joe Phipps 

Edward M. Edwin, New York 

Fox Movietone News and United Press Movietone 
News, Washington—Ellen McDonnell 

French Broadcasting System, New York—Pierre 
Crenesse 

o. B. Gay Enterprises, Washington—Connie 

a’ 


. y 
German Radio Tv Network, Chevy Chase, Md.— 
Dr. Peter E. Pechel 
Granada TV Network—Jeremy Isaac 
Italian Radio, New York—Dr. Ruggero Orland 
Japan Broadcasting Corp., Washington—Akira 


Ogata 
NEWEH Productions, Hollywood—Norman €E. 
Woodruff 
News Assoc., Washington—I. Herbert Gordon 
North & West German Radio, Washington—Peter 
Von Zahn 
Drew Pearson, Washington 
Radio Free Europe, New York—Horst S. Petzall 





NETWORK RADIO & TV 
CONVENTION SCHEDULES 
(all times EDT)* 

Democratic Convention 
Monday, July 11: ABC, CBS (8 p.m.-inid- 

night); NBC (7:30 p.m.-conclusion). 

Tuesday, July 12: ABC, CBS (7 p.m.-1 a.m,); 
NBC (7 p.m.-conclusion). 

Wednesday, July 13: ABC (6 p.m.-midnicht); 
CBS (6 p.m.-closing uncertain); NBC (6 
p.m.-conclusion). 

Thursday, July 14: ABC (8 p.m.-2 a.m.; possi- 
bility of 1 p.m. session); CBS (6 p.m.- 
= uncertain); NBC (6 p.m.-conclu- 
sion). 

Friday, July 15: ABC (10 p.m.-11:30 p.m.); 
CBS (10 p.m.-midnight); NBC (9 p.m.- 
conclusion). 


Republican Convention** 


Monday, July 25: ABC (11 am.-2 p.m; 7 
p.m.-11:30 p.m.); NBC (11 a.m.-conclu- 
sion of organizational meeting; 8:30 p.m- 
conclusion). 

Tuesday, July 26: ABC (5-7 p.m.; 8-11 p.m,); 
NBC (8:30 p.m.-conclusion). 

Wednesday, July 27: ABC (7:30 p.m.-1:30 
a.m.); NBC (8:30 p.m.-conclusion). 

Thursday, July 28: ABC (7:30 p.m.-11 p.m.); 
NBC (8:30 p.m.-conclusion). 

* Schedules subject to change depending on 
convention developments; ending times ap- 
proximate. 

** CBS Radio and CBS-TV schedule not availa- 
ble for Republican Convention. 











Radio Prague, Whitestone, N.Y.—Ludvik Cermak 

Radio Press International, New York—William 
Scott 

Rick Spalla Productions, Hollywood—Rick Spalla 

~ = John Enterprises, Washington—VJeff St. 
ohn 

Sims News Bureau, Washington—Edward H. Sims 

David Suskind Enterprises, Beverly Hills, Calif. 

Telenews-Hearst Metrotone, Washington—Charles 
E. Shutt 

Televideo News, Hollywood—Henry B. Otto 

Time-Life Broadcasting, Washington—Robert W. 
Roberts 

Voice of America—Washington—Stan Miller 

UPI Radio Bureau, Washington—Julius Fransden 

Washington Radio Features, Washington—Chris 
Sheldon 

Washington 
Stringer 

Westinghouse Broadcasting Co., Washington—Jim 
Snyder 


TAB PAYERS 
‘Big Show’ sponsors 
climb aboard slowly 


A number of advertisers will be 
aboard the various network convention 
coverages, but only one network man- 
aged a complete sellout of both its tv 
and radio versions. CBS sold both to 
Westinghouse in a deal which includes 
both conventions and elections, plus 
eight half-hour special reports in be- 
tween. 

NBC-TV sold the last sixth of its tv 
coverage last Wednesday to RCA. The 
sale made it a seven-way split among 
advertisers, comprising Lipton Tea 
(one-sixth), Brown & Williamson (one- 
sixth), B.F. Goodrich (one-sixth), 
Cowles magazines (one-sixth), Bristol- 
Myers (one-twelfth) and Field Enter- 
prises (one-twelfth). NBC Radio signed 
Mennen Co. last Thursday to sponsor 
one-quarter of its coverage, and another 


Reporters, Washington—Harry R. 
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“CENTRAL CALIFORNIA'S - 
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ONLY the only home owned pri- 
mary network affiliate can be so 
at HOME in the heart of Cen- 
tral California... to program 
best to get you results where 
they count.* 


*Networkwise, of 3 TV stations here, 
KJEO delivers to this billion dollar 
market 5 of the top 10 network shows. 
Add to this /ocally 6 of the top 10 
syndicated programs and you know 
why this market /ooks first to KJEO. 

(Source: Current Nielsen) 


Check for yourself, KJEO-TV rates 
are still right with the lowest. See 


your H-R Representative now for 
your prime time buys. 


Lp on 


for 








Fresno, California 


J. E. O'Neill — President 
Joe Drilling — Vice President 

and General Manager 
W.O. Edholm— Commercial Manager 


See your H-R representative H-R ae 
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quarter to S.C. Johnson Wax Co. The 
remaining half will be turned over to 
affiliates for local sale. 

ABC-TV sold slightly over 80% of 
its coverage, roughly half of that to 
Mutual of Omaha in an eleventh hour 
sale July 1 (eleventh hour in the sense 
that the network had promised to turn 
back to affiliates for local sale all time 
not sold by that date). The ABC-TV 
sponsor lineup: Mutual of Omaha (two- 
fifths), 20th Century-Fox (one-twelfth), 
Avco Mfg. Corp. (one-twelfth), and 
DuPont (one-fortieth). ABC Radio 
turned half of its coverage over to 
affiliates for local sale and sold the 
other half to Mennen Co. (also an 
NBC Radio sponsor). 

Mutual sold segments of its conven- 
tion coverage to Liggett & Myers To- 
bacco Co. for Oasis cigarettes. That 
company will sponsor 20 25-minute seg- 
ments during the convention plus five 
25-minute segments on election day. 
Mutual says the L&M buy amounts to 
20% of its convention coverage and 
that the other 80% will be sold locally 
by affiliates. 


‘Lassie’ awards 


Sumner Long, writer of “The 
Homing Pigeon” episode of the Lassie 
series on CBS-TV, won first place in 
the “Lassie $15,000 Writer Awards for 
Merit” for the 1959-60 season. His 
award, $5,000, was presented Wednes- 
day (June 29) by Jack Wrather, presi- 
dent of Lassie Productions Inc. Second 
award, $3,000, went to the writing 
team of Monroe Manning and Alan 
Woods for “Lassie, the Mascot.” J.E. 
Selby and Richard Sanville won third 
prize of $2,000 for “Clementine.” Five 
additional awards of $1,000 each were 
presented. 


Ryder Sound expands 


Ryder Sound Services has _ taken 
over operation of the dubbing-scoring 
facilities and stage at California Stu- 
dio in Hollywood from Roderick, 
Sound, whose president, Rod Roderick, 
is retiring. Acquisition of California 
Studios operation makes four such 
facilities to be operated by RSS in 
Hollywood, including two scoring stages 
at its own Vine St. headquarters and a 
transfer-dubbing stage at Ziv-United 
Artists, plus a reciprocal arrangement 
with Magnapix in New York which 
provides bi-coastal service for the cli- 
ents of both companies. 


@ Film sales 


State Trooper (MCA-TV) 


Renewed by Liebmann Breweries, 
N.Y. (Rheingold Beer) for WNBC-TV 
New York; Falstaff Brewing for more 





than 66 markets; Schmidt & Sons, for 
three states, as well as by Carling’s Red 
Cap Ale; Kroger Supermarkets and 
R.J. Reynolds Tobacco Co. (Camel and 
Winston). 


Mel-O-Toons (UAA) 
(first listing) 

Sold to WGN-TV Chicago; WBZ. 
TV Boston; WFIL-TV Philadeiphia; 
WNHC-TV New Haven, Conn.; K PRC. 
TV Houston; KTVK-TV Phoenix; 
WTVT (TV) Tampa, Fla.; KGMB (TV) 
Honolulu; KLAS (TV) Las Vegas; 
WWLP (TV) Springfield, Mass.; WFPG- 
TV Altoona, Pa.; KFRE-TV Fresno; 
WNBF-TV_ Binghamton, N.Y., and 
WLYH-TV Lebanon, Pa. 

Background: Mel-O-Toons is a series 
of 104 six-minute color animated car- 
toons based on the 104 most popular 
children’s records. The titles include 
“Treasure Island,” “Cinderella,” “Sleep- 
ing Beauty,” and “The Ugly Duckling.” 

Now in 14 markets. 


The Brothers Brannagan (CBS Films) 
Sold to WGN-TV Chicago; KLZ-TV 

Denver; KFSD-TV San Diego; WCSH- 

TV Portland, Me.; KOMO-TV Seattle; 

KGUN-TV Tucson; KOTV (TV) Tulsa; 

KSL-TV Salt Lake City; KXLY (TV) 

Spokane; and KOOL-TV Phoenix 
Now in 50 markets. 


I Led Three Lives, and Man Called X 
(Ziv-UA) 

Sold to WISN-TV Milwaukee; 
WEHT (TV) Evansville, Ind.; WGAN- 
TV Portland, Me.; WCTV (TV) Tala- 
hassee, Fla; WNBQ (TV) Chicago; 
WOI-TV Ames-Des Moines; KSL-TV 
Salt Lake City; KPAC-TV Port Arthur, 
Tex.; KCOR-TV San Antonio; WNEW- 
TV New York; WHDH-TV Boston; 
WESH-TV Orlando-Daytona Beach, 
Fla.; WSPA-TV Spartanburg, S.C., and 
WNCT (TV) Greenville, N.C. 

I Led Three Lives now in 86 mar- 
kets, Man Called X in 62. 


Highway Patrol (Ziv-UA) 

Sold to WISN-TV Miwaukee; WOC- 
TV Davenport, Iowa; WIVY (TV) 
Dothan, Ala.; KOVR (TV) Stockton, 
Calif., and KSOO-TV Sioux Falls, S.D. 

Now in 156 markets. 

Milestones of the Century (Cinema- 
Vue) (First listing) 

Sold to KCOP (TV) Los Angeles; 
KPTV (TV) Portland, Ore.; KIRO- 
TV Seattle; WFIL-TV Philadelphia; 
WNBF-TV Binghamton, N.Y.; WLYH- 
TV Lebanon, and WFBG-TV Altoona, 
both Pennsylvania; WNHC-TV New 
Haven, Conn.; KFRE-TV_ Fresno, 
Calif. and KPLR-TV St. Louis, Mo. 


Produced by Pathe News Inc., con- 
sists of 365 5-minute segments report- 
ing major news events of the past cov- 
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How to button up 
ANY campaign « + 





















f TOP * | LISTENERS LOWEST 
: ACCEPTANCE “than all other stations combined cost PER * 
a THOUSAND 





TOP ACCEPTANCE ... WCCO Radio, the people's choice. Majority leader for more 
than 35 years. Only radio station in America voted the coveted Peabody award in 1960! 


MORE LISTENERS... WCCO Radio wins by a landslide. 54.5% share of audience. 
More votes than all other Minneapolis-St. Paul stations combined! 


LOWEST COST PER THOUSAND ... really down at the grassroots level. Less than 
one-third the average cost of all other Twin Cities stations. Reach out to 1,022,610 radio 
families in WCCO Radio's 114-county basic service area. It's the powerful way to button 
up ANY campaign! 





Minneapolis 
St. Paul 


Northwest's Only 50,000-Watt 1-A Clear Channel Station / Represented by CBS Radio Spot Sales 
Source / Nielsen Station Index, March-April, 1960 / Station Total, 6 AM-Midnight, 7-Day Week 
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The Michigan Education Association, at their 1960 representa- 
tive assembly, cited WNEM-TV “FOR DISTINGUISHED INTER- 
PRETATION AND COVERAGE OF EDUCATION THROUGH 
NEWS REPORTS, FILMED SERIES, LIVE PUBLIC SERVICE PRO- 


GRAMMING AND NATIONAL NETWORK PRESENTATIONS 
DURING 1959.” 


— chommel, 5 WNEM-TV 


the {inst TV station to over 
win this AWARD! 


+ . - another in a long line of distinguished 
awards and honors bestowed upon WNEM-TV, 
Eastern Michigan’s FIRST VHF STATION. 




































































“This 1959 School Bell Award was received 
with deep gratitude and appreciation. Please 
join me in sharing this signal honor, and rest 
assured that WNEM-TV will always strive to 


measure up to its responsibilities to our many 
associates.” 





























Most Sincerely, 

James Gerity, Jr., 
President 

Gerity Broadcasting Corp. 


CHANNEL WN EM-TYV 


serving 
FLINT * SAGINAW « BAY CITY 
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ered by Pathe, and designed to be used 
in conjunction with news programming. 
Now in 10 markets. 


The Mickey Rooney Show (Cinema- 
Vue) 

Sold to WABC-TV New York; 
KPLR-TV St. Louis; WCKT-TV 
Miami, and to stations in Sydney, Mel- 
bourne, Adelaide and Brisbane, all 
Australia. 

Now in 12 markets. 


150 Feature Films (Screen Gems) 
Sold to TCN Sydney and HSV Mel- 
bourne, both Australia. 


Lock Up (Ziv-UA) 

Sold to KFYR-TV Bismarck, KMOT 
(TV) Minot, KUMV-TV_ Williston, 
and KDIX-TV Dickinson, all North 
Dakota; WITVT (TV) Tampa, Fila.; 
KERO-TV Bakersfield, Calif; KCSJ- 
TV Colorado Springs- Pueblo, and 
KTVB (TV) Boise- Nampa, Idaho. 
Also sold to these advertisers signed to 
alternate with American Tobacco: 
Ragu Packing Co., WHEC-TV Ro- 
chester; E.W. Edwards & Sons, WSYR- 
TV Syracuse, and Childs Big Chain 
Stores, KLTV (TV) Tyler, Tex. Other 
buyers are Morris Plan Savings Assn., 
WISH-TV Indianapolis; Economy Food 
Center, WIVW (TV) Evansville, Ind.; 
Hiland Dairy, KTTS-TV Springfield, 
Mo.; and Superior Dairy, KTBC-TV 
Austin, Tex. 

Now in 82 markets. 


135 Animated Cartoons (MGM) 
Sold to WABC-TV New York. 
Now in 25 markets. 


13 Columbia Features (Screen Gems) 
Sold to WCBS-TV New York and 
WCAU-TV Philadelphia. 


Assignment: Underwater (NTA) 

Sold in Los Angeles; Minneapolis; 
Schenectady; Tampa; San Diego; Jack- 
sonville; Chicago; Salt Lake City; Al- 
buquerque; Colorado Springs; Phoenix; 
Horolulu; El Paso; Miami; Columbus, 
Ohio New Orleans; Indianapolis; Port- 
land, Seattle, and Spokane. 

Now in over 50 markets. 


Manhunt (Screen Gems) 


Sold to Drewry’s beer, South Bend, 
Ind., through MacFarland, Aveyard, 
Chicago, for 16 midwest markets; 
Genesee beer, Rochester, N.Y., via 
McCann-Marshalk, N.Y.; for 10 mar- 
kets in upstate N.Y., and Miles of Cali- 
fornia (Alka-Seltzer), through Wade 
Adv., L.A., for 10 West Coast stations. 


Bozo the Clown (Jayark Films) 
Sold for four markets in Japan, one 

in Guam, four in the Philippines, two 

in Australia and 26 in Central and South 

American countries. 

In 131 U.S. and 37 foreign markets. 
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2 outstanding television stations 
(KOAT-TV, Albuquerque, Channel 7, ABC & KVOA-TV, 
Tucson, Channel 4, NBC) choose 1 

national sales organization (Avery-Knodel/, 


Inc.: National sales representatives, effective July 1, 1960) 


SK C2 
for greater sales in 2 booming te / @ 


markets. 


sold by 
—\\\\ \ \ 
—ar Offices in: New York + Atlanta + Dallas « Detroit »« San Francisco » Los Angeles * Chicago 


KOAT-TV Max A. Sklower, Station Mgr. KVOA-TV Fred L. Vance, Station Mer. 
Owned jointly by ALVARADO TELEVISION COMPANY, INC., Clinton D. McKinnon—President and General Mgr. 


Check these sales-building points: 


KOAT-TV’s Metropolitan Area has greater retail sales than © KVOA-TV’s home county population has jumped 86% 
markets such as El Paso, Amarillo, Lubbock, to name a few. in the past decade—one of the West’s Major Markets 
Population up 78.7% in the last decade. ... second fastest growing city, too. 


KOAT-TV is highest rated, 6 p.m. to Midnight, 7 day average | KVOA-TV not only dominates its Metropolitan Area 
(ARB, March) ... evidence once again of KOAT-TV’s com- _ but also delivers more total homes during prime time 
manding audience position. and 9 a.m. to Midnight, Sunday through Saturday 


KOAT-TV telecasts from the Nation’s tallest TV antenna — (ARB; March). 
10,851 feet above sea level—with maximum authorized power. | KVOA-TV is your “must buy” in Southern Arizona. 
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FEWER SPECIALS ON TV’S MARQUEE 


No new sponsors as old ones experiment with shorter formats 


Networks are still busy scheduling 
next season’s extra-schedule television 
specials, but already it’s plain it will be 
a shrunken season starting in the fall. 

No new sponsor names have appeared 
and the old stalwarts are experimenting 
with smaller formats, pre-empting half- 
hours in at least three cases. Numerical- 
ly, it looks as if there will be roughly 
half as many specials as in the season 
just ended, leaving election news pre- 
emptions out of the count. There were 
more than 400 specials in the 1959-60 
season. 

ABC-TV, with fewer than half as 
many specials as its counterparts, will 
introduce a trio of new Hollywood 
faces to the medium. CBS-TV and 
NBC-TV each has some 60 specials on 
the books. Both contemplate about 
half that many more apiece, but few 
dates:are ready yet. Danny Kaye will 
make his commercial debut on CBS- 
TV in a one-night stand, and Jackie 
Gleason returns for two shows. At 
NBC-TV the news may be more in 
shows than stars with acquisition of 
eight David Selznick movie properties 
for tv remakes, other drama specials 
under negotiation and the return of Om- 
nibus after a season’s absence. 

Quickie Specials = Three advertisers 
are trying a half-hour special format. 
Four of Equitable Life Assurance’s 
seven shows in the NBC-TV American 
Heritage series will be 30 minutes. 
Bell & Howell, which is taking its pub- 
lic-affairs account from CBS Reports 


HARRY BELAFONTE 
Two Revion shows 
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to ABC-TV in the fall, will sponsor 10 
half-hours among a total 15 news-pub- 
lic affairs specials. The others will run 
60 minutes. General Electric is pre- 
empting half-hours adjacent to the regu- 
lar Sunday GE Theatre spot on CBS- 
TV to build public affairs specials. In 
addition, the sponsor will pre-empt 
some hours for 90-minute entertainment 
shows. 

Another new pattern may emerge 
from the scheduling of All-Family Clas- 
sics on CBS-TV, using the same hour 
on two successive nights. The first of 
the new series, being produced by Ta- 
lent Assoc., has been set for 7:30-8:30 
Monday and Tuesday nights, Oct. 24 
and 25. The story has not been select- 
ed, but such standards as Three Mus- 
keteers and Kidnapped are under con- 
sideration. 

Two-hour pre-emptions will be for 
such rarities as CBS-TV’s “Wizard of 
Oz” movie and the “Miss America 
Pageant” on CBS-TV and an NBC 
opera. 

News and public affairs will enjoy 
greater status in the special class, with 
campaigns and elections sure to pre- 
empt a good bit of time throughout the 
fall and the ambitious CBS Reports go- 
ing on every other week the year-round. 
General Electric on CBS-TV, Purex on 
NBC’s Project 20 and scattered other 
advertisers are investing in what they 
consider the public interest. 

Here are the networks early plans for 
additions to next season’s regular 


DEBBIE REYNOLDS 
Her tv debut 


weekly television schedules. 

On ABC-TV ® Among ABC-TVW’s at. 
tractions, the Debbie Reynolds debut 
has been sold to Revlon (which is di- 
viding its budget among the networks) 
and scheduled Thursday, Oct. 27, 9:30. 
10:30. Hollywood producer William 
Goetz will star Jeff Chandler in a two- 
part Life of David to be filmed in Is. 
rael and telecast in two 60-minute 
parts (date and sponsorship to be an- 
nounced). John Wayne will take the 
9:30 hour Monday night, Nov. 14 for 
a special built around his motion pic- 
ture, “The Alamo,” sponsored on ABC- 
TV by Pontiac. Bing Crosby will be 
back for Oldsmobile in two variety 
shows, the first set for 10-11 p.m, 
Wednesday, Oct. 5, in addition to the 
Bing Crosby Golf Tournament Sun- 
day, Jan. 22, from Pebble Beach, Calif. 
Victor Borge will appear for Pontiac 
on ABC this season rather than NBC 
as last, scheduled Thursday, Oct. 6 
9:30-10:30 p.m. 

Plans and dates for the only public- 
affairs specials yet announced by ABC, 
the 15 Bell & Howell programs, still 
are being worked out by the network’s 
News and Public Affairs Department 
under Vice President John Daly. In the 
special-events category, the Tourna- 
ment of Roses parade goes on again 
Jan. 2 for Quaker Oats. 

On CBS-TV ® Ingrid Bergman, who 
made her tv bow on NBC last year, 
this year is on CBS’ schedule for a 
taped play, Four and 20 Hours ina 


FRED ASTAIRE 
Back for third year 
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Woman's Life, still unscheduled. Dan- 
ny Kaye goes on for General Motors 
Sunday, Oct. 30, 8-9 p.m. Jackie Glea- 
son will return to living rooms with a 
90-minute comedy drama and an hour 
variety show but has no date or sponsor 
yet. Red Skelton is down for two one 
hour Timex shows and may do others. 
Revion will bring back Harry Belafonte 
in two hour-long shows. Phil Silvers 
will do another hour for Carling Brew- 
ing Oct. 8 and Art Linkletter will join 
the special talent. 

CBS’ Playhouse 90 is being trimmed 
to a 4-6 show basis and is being offered 
for sponsorship. DuPont Show of the 
Month will return Sept. 30 for seven 
Fridays. The durable “Wizard of Oz” 
movie will be back Dec. 11 for last 
year’s sponsors, Whitman’s and Benrus. 
Ford is underwriting two 90-minute 
concerts by Leonard Bernstein and the 
New York Philharmonic on Sunday 
afternoons to be selected. Four of the 
hour-long Young People’s Concerts 
by the same orchestra will probably go 
on Saturday afternoons, but sponsor- 
ship has not been settled. U.S. Steel 
again will augment its alternate-week 
CBS program with three hour specials. 

The new All-Family Classics will use 
up 12 hours altogether for six two- 
night shows, with Breck signed for half 
the bill. 

CBS Reports, pre-empting an hour 
of prime time every other week of the 
year, will lead the network’s roster of 
public service specials, starting in Oc- 
tober. Olin Mathieson is an uncon- 
firmed but highly probable sponsor. 

Among other new-public affairs pro- 
grams to go into the schedule later is 
an hour documentary, The Hatemon- 
gers, planned for the fall. General Elec- 


P/ 


BING CROSBY 
Golf and variety 
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Still time for 
PREMIUM POSITIONS AT REGULAR RATES 
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LISTING ADVERTISE- 
MENTS AVAILABLE ONLY 
IN THESE “BUYERS 
GUIDE” DIRECTORIES 


e U.S. Radio Stations 
(am & fm) 


YOUR 
FREE EDITORIAL 
LISTING 
HERE 


Station Representatives 


Regional Radio Networks, 
Groups 


Canadian Radio Stations 











Equipment Manufacturers, 
Distributors 


Equipment Rentals 


Frequency Measuring 
Services 


Station Brokers 

Talent Agents and Managers 
News Services 

Program Services 

Closed Circuit TV Operators 
Subscription TV Interests 
Research Services 


Public Relations, Publicity, 
Promotion Services 


Schools 
Consultants 
Book Publishers 


LISTING ADVERTISEMENTS 
Single column (212”) wide by: 
1” deep ee te No production charge for “all type” 
2” deep . oe ads. i / ¢ 
3” deep Minimum production charges if we 
supply cuts, etc. 
Terms: Net—no agency commission 


allowed. 


Position immediately following your 
free listing guaranteed. 


GET MAXIMUM COVERAGE... 
USE THE INCH TO CALL ATTENTION TO YOUR 
LARGER SPACE 


BROADCASTING 


1735 DeSales St., N. W. Washington 6, D. C. 


Attached to this coupon is copy for our 
advertisement: 


(1, 2 or 3) inch listing 


(PLEASE TYPE COPY AND ATTACH) 


( ) Please send bill to ______» ‘Firm 
Address 


Remittance enclosed 














CALIFORNIA $3235.000 


Top-rated, powerful, low-frequency 
daytimer in fast growing multiple sta- 
tion market. With 29% down and 6 
year payout, this one will pay for 
itself. Exclusive with Blackburn & 
Company. 


NORTHEAST $3235.000 


Excellent daytime facility in a top 50 
market. Operating in the black. $100,- 
000 down and long-payout. 


NORTHWEST $73.000 


Good daytime facility in major mar- 
ket. Has done poorly under absentee 
ownership. Owner-operator can move 
in with $10,000 down and liberal pay- 
ment and make this click. Exclusive 
with Blackburn & Company. 


NEGOTIATIONS—FINANCING—APPRAISALS 


Bilackbuen & Company w«. 


RADIO-TV-NEWSPAPER BROKERS 


WASHINGTON, D. C.: James W. Blackburn—Jack V. Harvey—Joseph M. 
Sitrick—Washington Building, Washington, D.C.—ST 3-4341. 

MIDWEST: H. W. Cassill—William B. Ryan—333 North Michigan Avenue— 
Chicago, Illinois—FInancial 6-6460. 

SOUTHERN: Clifford B. Marshall—Stanley Whitaker—Robert M. Baird— 
Healey Building, Atlanta, Georgia—JAckson 5-1576. 


WEST COAST: Colin M. Seiph—California Bank Building—9441 Wilshire Boule- 
vard—Beverly Hills, California—CRestview 4-2770. 
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In Roanoke in ‘60 
the Selling Signal 
is SEVEN... 


Many people, much wampum, 
in Roanoke. Heap big voice is 
WDBJ-TV, serving over 400,000 TV 
tepees in Virginia, N. Carolina 
and W. Va. 

» Roanoke not get-rich-quick 
market, but plenty steady. Grow- 
ing, too! That's why smart ad chiefs 
are going western ... Western 
Virginia, where they'll sell like 
sixty on seven. 

In Roanoke, seven is WDBJ-TV. 
Maximum power, highest tower. 
Superior programming for braves, 
squaws and offspring. 


ASK YOUR PGW COLONEL 
FOR CURRENT AVAILABILITIES 


WOby IV 


Roanoke, Virginia 
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tric is pre-empting its Sunday night 
half-hours in October and November, 
The Oct. 2 topic is undecided, but the 
November 9-10 p.m. time will be given 
to education, with executive producer 
Fred W. Friendly and writer-producer 
Arthur D. Morse of CBS Reports as. 
signed to the project. There will be 
similar 90-minute pre-emptions for 
longer GE entertainment shows and 
maybe more public affairs specials in 
the GE Theatre. In special events, CBS 
again has scheduled the Atlantic City 
beauty pageant, sponsored half by Phil- 
co and smaller portions by others, and 
the preceding Miss America Preview 
parade of contestants. This hour has 
not been sold. 

On NBC-TV ® NBC sstar-power is 
still uncertain but could be consider- 
able when Hallmark, Selznick, Amer- 
ican Heritage, Dow and other dramas 
among 100 planned specials have been 
cast. Rex Harrison and Tammy Grimes 
will lead off five or more stories to be 
staged in the Dow Hour of Great 
Mysteries. Judith Anderson and Mau- 
rice Evans are filming “Macbeth” for a 
two-hour Hallmark Hall of Fame in 
the fall, to be followed by five more 
90-minute plays. Fred Astaire will be 
back the third year in an hour for 
Chrysler, and probably the selection of 
specials also will include Jerry Lewis, 
Dean Martin, Jack Paar and Bob Hope. 

Aluminium Ltd. is bringing seven 
hour-long editions of Omnibus back to 
NBC-TV, probably late Sunday after- 
noons. Additional Omnibus shows are 
being offered to other advertisers. 
American Heritage will be back under 
Equitable Life Assurance sponsorship, 
seven shows assorted between three 











GE pre-empts GE 


GE’s pre-emption of its own 
entertainment half-hour to tele- 
cast an informational hour Sun- 
day, Nov. 13, came as a pleasant 
shock to CBS. The idea for hour 
insertions next fall in the Sunday 
9-9:30 GE Theatre was the spon- 
sor’s own and could signal a turn- 
ing of the tide in public-service 
sales appeal, Robert E. Lang, ad- 
ministrative vice president of CBS 
News, thinks. He credits such au- 
dience successes as Firestone’s 
Eyewitness to History (going from 
special to regular status next sea- 
son) and Prudential’s Sunday 
20th Century with upgrading the 
reputation of informational pro- 
grams. Beside public interest pro- 
grams, GE also will sponsor enter- 
tainment specials running over 
into adjacent hours and _ half- 
hours next season. 
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NOTRE DAME FOOTBALL 


The 1960 Notre Dame football games are now available 
in your market... ten big audience building hours which 
allow for ten commercial minutes, featuring the following 
gridiron action: | 





September 24—California October 29—Navy 

October 1—Purdue November 5—Pittsburgh 
October 8—North Carolina November 12—Miami 
October 15—Michigan State November 19—lowa 
October 22—Northwestern November 26—So. California 


For further information and costs for your market, phone or wire Bradley R. Eidmann, 
WGN Syndication Sales Manager, Room 1804, 435 N. Michigan Ave., Chicago 11, 
Illinois, Phone Michigan 2-7600. 


A WGN Syndication Feature IN ASSOCIATION WITH 


NEWSPIX, Incorporated 


Peabody Award Winning Programs Available: “Great Music from Chicago” and “The Blue Fairy” 
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hours and four half-hours. Top Value 
Trading Stamps will present a 60-min- 
ute skating show by the Holiday op 
Ice troupe, still unscheduled. Purey, 
which is underwriting two of a planned 
five-or-more Project 20 hours, will 
sponsor five other specials, some of 
which could turn out to be drama. 
Producer Irving Gitlin who moved 
from CBS to NBC this year will con- 
tribute at least a half-dozen documen- 
taries in the public affairs area, and 
NBC hopes to sell them. The network 
also may insert an occasional music or 
service special in the daytime lineup. 
Annual attractions of the NBC spe- 
cial list again will include the NBC 
Opera Co. in its 12th season, with four 
old and new works ranging from an 
hour to the two-hour “Deseret” (about 
Brigham Young) by Leonard Kastle, 
by the network for Saturday, Nov. 12, 
4-6 p.m. The springtime Oscar and 
Emmy award shows also will be back. 


“Of course he’s successful . . . 
He advertises on K-NUZ, Houston!” 
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Entries returned in 
‘suspended’ contest 


A year-old contest to find and 
finance new pilots for tv series, an- 
nounced by Financial Credit Corp., 
New York (BROADCASTING, May 4, 
1959), has been “suspended” accord- 
ing to Bernard L. Goldenberg, who 
conducted the contest in association 
with Financial Credit. 

The contest, as announced last year, 
would have paid $100,000 to the first 
prize winner, $30,000 for second prize, 
Put your advertising dollars K NUZ $20,000 for third prize and $1,000 to 

* . * each pilot accepted for the contest. Mr. 
on the No. 1* BUY in HOUSTON... Goldenberg said the contest gained in- 


teresting response, but that many entries 
. « » lowest cost per thousand! were not sufficiently complete to al- 


low the competition to be held. No 
payments were made, he said, indicat- 
ing there are plans to re-shape the 
contest under new conditions. 
National Reps.: Mr. Goldenberg said all but two or 
THE KATZ AGENCY, three of the submitted pilots had been 
INC. returned to their owners, and that per- 
y sei Vodk sons desiring information about their 
entries can contact him at 1697 Broad- 
* Chicago way in New York. 


Big 10 footkall 


Sportlite, Chicago, announces plans 
to produce and distribute a 13-week 
Big 10 Football filmed series on a 
syndication basis starting Sept. 18. The 
series will feature highlights of Big 
Ten conference and __intersectional 
games, with Al Levine of Sportlite as 
producer. The series also will be made 
available, through William Morris, 
New York, for network exposure. Pro- 
gram rights were obtained from the 
Western Conference for an estimated 
$150,000. The series will be produced 
in Chicago. Formerly titled Big 10 
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*See Latest Surveys for Houston 
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Gee, thanks 
2} Mr. Treyz! 


bu | RICHMOND LOVES ABC ...AND WRVA-TELEVISION 





back. FACTS: On May 30th WRVA-Television of Richmond, 


Virginia, swapped network affiliation with local station 








C : B. WRVA became ABC. Station B became CBS. 

an 
| an- 
aes RESULTS: THE FIRST WEEK — ARB 

ort] (Mon. Thru Fri. 7:30—10:30 P.M.) 
ation 
year, 

first WRVA TELEVISION SHARE 40.2 MARCH SHARE 25.0 
rize, 

0 to 

Mr. STATION B 30.7 50.0 
1 in- 

e 

e STATION C 28.7 25.0 
No 

icat- 

the Evening-By-Evening Breakdown Available. 

> OF THE SECOND WEEK — TRENDEX 

yeen 

per- (Sun. Thru Sat. 7:30 — 10:30 P.M.) 

heir 


WRVA TELEVISION SHARE 43.1 MARCH SHARE 30.4 
(ARB) _ 





reek STATION B 34.5 46.5 





STATION C 22.4 23.1 


a ’"NOUGH SAID? 


a channel WRVA television /abc 
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Unequal Time 
for the Delegates 
from Corinthian 


When the smoke clears away from the politi- 
cal conventions in Los Angeles and Chicago 
this summer, someone may well point out that 
Corinthian’s “delegates” were seen and heard in 
their home areas more than the candidates. 

The reason is simple: They went as electronic 
reporters, complete with cameras and mikes, 
curiosity and zeal. 

In the first major TV-group effort of its kind 
Corinthian is fielding a 14-man team for conven- 
tion coverage. 


Why go to such expense, when national cover- 
age is on tap at the flick of a CBS switch? 
Because we want local and regional coverage to 
complement CBS’s superb national coverage. 
Because we want to tell an intensive story of our 
respective state delegations. Because we want 
to view national events with local eyes. 

Each Corinthian station news director, work- 
ing with his own cameraman, saturated with 
knowledge of local political situations, interprets 
events for his specific local audience. Through 
video tape, sound on film and voice over silent 
film, we provide audio-visual coverage; through 
on-the-spot reporting via telephone we fuse TV 
and radio into one electronic medium. And, at 
a time when the conventional pattern of conven- 
tion coverage is to sell station breaks as com- 
mercials, we’re integrating them with special 
political reports. 

In a special sense, Corinthian is playing poli- 
tics for all it’s worth—the politics of intensive, 
explicit local news coverage. This is not group 
journalism. Jt is individual station journalism 
through group organization. 

Our five TV and two radio stations thus 
achieve even greater identification with their 
regional audiences—and vice versa. 
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Responsibility in Broadcasting 
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4 
—« 


am 
v 


pe \ | t——__ 


7 


wee te 

















KOTV 
Tusa (H-R) 

KHOU-TV 

Houston (cBs-Tv Spot Sales) 
KXTV 

SACRAMENTO (H-R) 


WANE-TV 








asting 


Fort Wayne (H-R) 
WISH-TV 
INDIANAPOLIS (H-R) 
WANE-AM 
Fort Wayne (H-R) 
WISH-AM 
INDIANAPOLIS (H-R) 


.2/ STA FLOWS 





Highlights, the program is now in sev- 
enth year of syndication. Production 
formerly was handled by Sports Tv and 
now-defunct Sportsvision Inc. on the 
West Coast. Mr. Levine reported antici- 
pated commitments in 50 markets com- 
pared with 35 in 1959. Among past 
regional sponsors: Prudential Insurance 
Co. of America, Phillips 66, Swift and 
Co., Ford Dealers and Pure Oil Co. 


@ Program notes 


Union Carbide award = WISN Mil- 
waukee won Union Carbide Corp.’s 
seventh annual award for excellence in 
programming and received a_ special 
plaque in conjunction with National 
Portable Radio Month during cere- 
monies at the WISN Broadcast Center 
there June 24. The Hearst outlet was 
cited for “excellent programming of ra- 
dio music, news and special features.” 


Inside the USSR ® KRON-TV San 
Francisco has published a booklet docu- 
menting the views of two of its re- 
porters who accompanied the city’s 
mayor, George Christopher, on his visit 
to Russia. Newsreel films of the journey 
were shown in two half-hour programs 
and an hour-long roundup. The narra- 
tion on these programs by George Mar- 
tin, the KRON-TV reporter who made 
the trip, was the basis of the book with 
written comment added on some as- 
pects which had been covered visually 
in the films. The station reports that an 
immediate demand developed for the 
illustrated booklet, especially from stu- 
dents. In addition to special requests 


some 3,000 copies were mailed to pub- 
lic officials, civic leaders, educators and 
businessmen in the San Francisco area. 


Expose ® Four newsmen of WSB-AM- 
TV Atlanta and The Atlanta Journal 
invaded the illegal slot machine dens 
of North Georgia to present viewers 
and readers with an expose of the 
rackets operating in their own back 
yard. Cameras the size of cigarette 
packages were used to photograph the 
players at the machines and the pur- 
chase of illegal whiskey. 


Fee dispute ™ Victor Borge’s former 
personal manager, Harry D. Squires, is 
suing the performer for $750,000, 
which Mr. Squires says is due him in 
commissions and expenses since 1953 
in connection with all Borge appear- 
ances, including television. The action 
was filed in the Supreme Court of New 
York County. 


Arabian nights ® Sounds of the East, 
an educational cultural series on 
WGMS Washington, has been fully 
sponsored for its initial 13-week series. 
The program is written and produced 
by William Spencer, lecturer on Middle 
East politics at George Washington U. 
and a recognized authority on that re- 
gion. It has been sponsored locally 
by KLM (airlines), two local restau- 
rants, a travel agency and American 
Friends of the Middle East. Composed 
of commentary on customs and culture 
of various Arab states, the program 
features the music of different individ- 
ual states on each segment. The pro- 
gram budget runs around $200 per 





Skid Row bums, a lady whose 
hobby is standing on her head on 
bar stools and small curly horses 
with pelts like Persian lamb are 
among the many guests who have 
been interviewed on the unusual 
News Profile program on KGW-TV 
Portland, Ore. 

News Profile, shown Sundays 10- 
10:30 p.m., has progressively mini- 
mized “headline” news in favor of 
short features. However, a capsule 
treatment of the latest regional, na- 
tional and international news is in- 
cluded. Next comes a recapitulation 
of the week’s events in a newsreel 
format and then the features, filmed 
all over the state, which range from 
20-second interviews to 15-minute 
documentaries. Among the many 
subjects explored: obscene literature 
on newstands, sports attendance in 
Portland, the city’s gypsy colony, 
flying saucers, beatniks, and cigar- 
making. 

Bernie Carey, KGW-TV produc- 





From bums to bankers 


tion manager, is in charge of pro- 
ducing News Profile. He claims, “If 
it’s about people, it can be interest- 
ing.” He originated the show with 
Vic Collins, account executive with 
Cole & Weber, Portland, and KGW- 
TV Program Director Tom Dargan. 
Northwest Natural Gas Co., a Cole 
& Weber client, bought the show. 
Public reception has been so en- 
thusiastic that a survey is underway 
for expansion of the program into 
additional markets, the station re- 
ports. 

Such care is taken assembling the 
program that an entire documentary 
was once scrapped because Mr. 
Carey was not satisfied with the way 
it turned out. Although this put the 
show’s shooting schedule a week be- 
hind, 800 feet of film went into the 
ashcan. For the two-minute episode 
featuring the new breed of curly 
horse, the show’s camera team 
traveled 600 miles to Pendleton, 
Ore., and back. 
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“make the workday a real delight!” 
A.E.A., San Diego 

















“... lucky day when | turned the dial to ° 


KBIG. You bring the best that can be found.” 
Mrs. J. S., Granada Hills 





























“We had tried (product) strictly on the strength of 
your advertisements. | like your planned programs 


with an idea behind them that eliminates monotony.” 
Mrs. D. A., Long Beach 








































LISTENER LETTERS 




















“tested the new approach exclusively 
on KBIG. Response was immediate and unmistakable 
_. proved indisputably that Southern California 


people listen aleftly to Radio Catalina.” 


Robert S. Suttle 
Vice President & Sales Manager 
Arrowhead Puritas Water Inc. 


















































































































performance-rated 


...365 days a year. And by people who really count! Listener letters and spon- 
sor reports daily endorse (in depth) the popularity and sales power of FRESH 
AIR programming ... an unaided, unsolicited sampling of the attention and 
respect your advertising gets from a responsive, high-income audience every- 
where in Southern California. Isn’t this, after all, also a reliable indication of 
profitable radio coverage? 






































Radio Catalina 740 kc/10,000 watts 


John Poole Broadcasting Company, Inc. iD} 
6540 Sunset Blud., Los Angeles 28 * HOllywood 3-3205 D> 
NATIONAL REPRESENTATIVE: WEED RADIO CORP. 



















week. The United States Information 
Agency has written a feature on the 
series and plans to re-broadcast selected 
programs to the Middle East. Sounds 
of the East is currently featured each 
Friday on WGMS, 8:15-8:30 p.m. The 
series is available to other stations on 
tape through Mr. Spencer, at $55 for 
13 programs and $25 for five. 


Copyright suit ® Columbia Pictures 
Corp. and its tv subsidiary, Screen 
Gems Inc., both New York, started a 
copyright infringement suit against 
Morris Kleinerman and Cinepix Inc., 
N.Y., in U.S. District Court there last 
Tuesday (July 5). Plaintiffs alleged that 
defendants distributed 13 cartoon films 
owned by Columbia and SG to televi- 
sion without authorization. They asked 
for an injunction to halt further dis- 
tribution and recover negatives and pos- 
itives of the films, and requested $250 
for each infringement. 


ABC-TV’s silent treatment ® ABC-TV 
is scheduling Silents Please as a sum- 
mer replacement for Ernie Kovacs’ 
Take A Good Look on Thursday 
(10:30-11 p.m.), starting Aug. 4. Films 
starring Rudolph Valentino, John Bar- 
rymore, the Gish Sisters, W.S. Hart, 
Buster Keaton, Charlie Chaplin and 
others will be shown. 


Show of champs ® Ring Classic Inc., 
New York, has signed retired heavy- 
weight champion Rocky Marciano to 
host a new half-hour tv sports show, 


| currently up for sale. The 39 episodes, 


featuring championship fight films from 





——s 





An alliance 


Hallmark Cards and a foreign 
production company, British Lion 
Films, are in a television-motion 
picture alliance to reduce costs 
and overseas labor problems. 

The two are filming a two-hour 
“Macbeth” at a cost of $1.2 mil- 
lion for use on the Hallmark Hall 
of Fame on NBC-TV in the fall 
and distribution to movie theatres 
in other countries. The Kansas 
City greeting card company puts 
up most of the money—one 
source estimates it may run 60- 
75% of the budget—and gets tele- 
vision rights, covering contemplat- 
ed reruns. Since the filming is | 
| being done by a British company, 
| primarily with British actors, it | 
| 
| 
| 








avoids limits on foreign produc- 
tion and qualifies for United King- 
dom subsidies. Shooting is going 
on in Hawick, Scotland. George 
Scheaffer is directing, with Judith 
Anderson and Maurice Evans 


starring. q 
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EASTERN 


ANNOUNCES ITS NEW FLEET OF 


FLYING FREIGHTERS 





“ y ff a ee 8 ee 
ne REESE 
= SSS 
ES 
SS 


NEW YORK—MIAMI—SAN JUAN 
NEW YORK—ATLANTA— NEW ORLEANS — MOBILE— HOUSTON 
CHICAGO—ATLANTA—MIAMI-—SAN JUAN 


* Reserved space on every Freighter flight. 

° Pressurized and temperature-controlled. 

* Flights daily except Saturday and Sunday nights. 
* Pickup and delivery service available. 


In addition, Eastern offers freight space on over 400 daily passenger flights— including DC 8-B Jets 
and Prop-Jet Electras—to 128 cities in the United States, Canada, Bermuda, Puerto Rico and Mexico. 
For Information and Freight Reservations, call your Freight Forwarder, Cargo Agent or Eastern Air Lines. 


EASTERN/AIR LINES 


32 YEARS OF DEPENDABLE AIR TRANSPORTATION 
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‘TO BE OR NOT TO BE: THAT IS THE QUESTION.’ 


“'Tis nobler, oh, Prince, to program “DRUMMERS’’* than to suffer the 
slings and arrows of outrageous fortune.” 


“Though this be madness, there may be method in it, Pooratio." 


“Then take arms against a sea of troubles, Lord Omlet, with these new- 
born production aids, themes and sales starters." 


‘**'Tis recorded, no doubt?” 






“One play's the thing wherein you'll catch the conscience of the sponsor.” 





“Come give us a taste of thy “DRUMMERS’’* quality." 
“Harken, Lord Omiet.”’ 
‘But this is wondrous, Pooratio, to hear what | have heard."’ 


“Good, my lord." 


“Alas, poor Yorick. He would have given his skull for “DRUMMERS.”* 


A SAMPLE “DRUMMERS” “AUDITION DISC WILL BE SENT 
UPON REQUEST WHEN YOU — WRITE, WIRE OR PHONE: 












SESAC RECORDINGS 





OLUMBUS CIRCLE 
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Madison Square Garden since 195}, 
will be ready for October starting dates, 
it was reported last week. Mr. Mar. 
ciano will be seen discussing the re. 
spective bouts with guest personalities, 
Produced by Jack Rieger and Ed Gray, 
series is titled Ring Classics. 


Special report ® Corinthian Stations, 
the only non-network organization to 
accompany President Eisenhower on 
his Pacific trip with a production crew, 
wound up a two-week series of news 
specials last week. Topper was a half- 
hour prime time assessment of the trip 
by KHOU-TV Houston newsman Dan 
Rather. Show featured a documentary 
film and an exclusive interview with 
news Secretary Jim Hagerty, Corin- 
thian Stations include KOTV (TV) Tul- 
sa; WISH-AM-TV Indianapolis, WANE- 
AM-TV Fort Wayne, both Indiana; 
KHOU-TV Houston, and KXTV (TV) 
Sacramento. 


Stereo studio ™ Radio-Universal Re- 
corders, Hollywood, has initiated new 
Studio 10, major stereo-monaural re- 
cording facility to be used by such 
clients as Warner Bros., MGM, Co- 
lumbia, Verve and Tops records. A 
special electronic mixing console per- 
mits four-track stereo recording. A 
portable three-track unit also is availa- 
ble. Studio 10’s 3,000 sq. ft. can 
accommodate a 75-piece orchestra. 


WMCA’s newsmen ® As part of an 
effort to increase the scope of its local 
news coverage, WMCA New York has 
retained the services of three New 
York newspapermen—Marvin Sleeper 
of the Journal American, William Had- 
dad of the Post and Murray Davis of 
the World Telegram & Sun. They will 





Agency films 


In unusual transaction, Pitluk 
Adv. Co., San Antonio, has pur- 
chased distribution rights to 
Campy’s Corner, 15-minute tv 
film and five-minute radio series 
for 47 markets in Texas, Louisi- 
ana and New Mexico for two 
years. Total price is estimated at 
$300,000. 

Series were purchased from 
Heritage Productions, New York. 
Jack Pitluk, president of agency, 
has set up Alamo Television Dis- 
tribution Co. as subsidiary of Pit- 
luk Adv. to sell properties to his 
own clients, other advertisers and 
stations. Mr. Pitluk said, “It is 
the first time in agency annals 
that a major agency has pur- 
chased distribution rights in an 
outright buy from a film produc- 
tion-distribution outfit.” 
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The sound and the spirit 
of Independence 


At the end of a year of independence, there’s a file at 
WTAG bursting with the best tribute of all—unsolicited kind 
words of appreciation from all over Central New England. 
They applaud the new sound of originality, the tone of quality 
and the fresh variety that characterize WTAG’s approach to 
programming. In short, they justify the belief that the ma- 
jority in all age groups prefer to be treated as adults, a fact 
others have forgotten or failed to heed. 


WTAG has something for everybody; it’s self-evident in 
this résumé of highlights in a year’s activity. It serves the 
broad interests that exist in the listening audience and in the 
market place of the sponsors’ products. 


Music in good taste—big and small bands; opera—pops and concert; current name singers. News Reporting 
—Eisenhower journey to Europe; complete eye-witness report of Korean uprising by former WTAG news analyst; 
Foreign Interviews taped on the spot in a dozen countries by WTAG staff travelers. Special Documentaries 
Public School Education in state; “The Unseen Enemy,” Communist indoctrination and brainwashing. 
Panel Discussions—Education; juvenile delinquency; alcoholism; mental health; old age. Civic—series from 
City Manager’s office; quiz on Plan E government; interviews with superintendent of schools, commissioner of 
Public Health, Public Library officials. Noted Names—interviews with Dr. Dooley, Dr. Margaret Mead, Drew 
Pearson, Bishop Fulton Sheen. Youth—‘“What bothers me,” panel discussions by teen-agers. Sports—at home 
and away coverage of Holy Cross College football and basketball. Agriculture—County Extension Service pro- 
grams on home economics, grounds, poultry, dairy, etc. Special Observances—Dramatic programs commemorat- 
ing all holidays, anniversaries. Actors—interviews with William Bendix, Danny Thomas, Red Buttons, Anna 
Maria Alberghetti. Sport Figures—Talks with Bob Cousy, Bill Jurgess, Harlem Globetrotters, Wilt Chamberlain, 
Willie Pep, Jim Turnesa. Human Interest—Bootblack sends four kids to college; rookie cop on beat; G.I.’s 
wedding day in jail; birth of a baby; life of an intern; college senior looks at future; and many, many, more. 


580 W IAG WORCESTER, MASSACHUSETTS 


5000 REPRESENTED BY HENRY I. CHRISTAL CO. 


WATTS 
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Deep water ® Esther Williams and 
Dick Pope, owner of Cypress Gar- 
dens, are shown as they inspected 
plans and pictures on location of the 
large marine stage to be used for a 
special telecast Aug. 8 (NBC-TV, 10- 
11 p.m. EDT). The show will star 
Miss Williams in a book musical (also 
Fernando Lamas and Joey Bishop 
will co-star). It is the second of three 
color specials planned this year by 
the U.S. Brewers Foundation (via 
J. Walter Thompson). The water 





stage was built at Cypress Gardens, 
Fla., at a cost estimated as high as 
$500,000. Some of the figures: 
Water area goes 165 by 80 ft. with a 
31 ft. extension on one side to permit 
extra space for water skiers to start 
off; 3.5 million pounds of concrete, 
89,243 pounds of steel, and a 42,000- 
pound finish of marblite. Tv cameras 
will operate in a special underwater 
gallery, peering through any one of 
nine 10 by 4 ft. submarine windows 
located on two sides. 








supply WMCA with immediate news 
breaks, gathered during their report- 
ing duties for their respective papers. 
They received permission from their 
newspapers to provide this service for 
WMCA. 


Faillace-Vincent merger ® The Faillace 
Co. (jingles) and the Chick Vincent 
Co. (programs) have merged, retain- 
ing the Faillace name and address in 
New York. Producer-packager Vincent 
becomes a partner and vice president 
in charge of programs and productions. 
Offices are at 59 E. 45th St., N.Y. 


Press directory out ® The 6th edition 
of the Mike & Screen Press Directory 
and Newsguide is now available. The 
directory, published by the Working 
Press Assn., N.Y., contains a listing of 
newsmen at networks, news services, 
and stations. 


Playhouse returns ® Playhouse of 
Stars, a series of 10 drama reruns 
sponsored by General Foods, makes its 
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bow on Thursday, July 21 over CBS- 
TV. The series replaces The Danny 
Thomas Show (8-8:30 p.m. EDT) for 
the summer. 


WBC’s ‘Purpose’ ® Westinghouse Broad- 
casting Co. has produced a series of 
nine 25-minute programs titled The 
National Purpose, based on the Life 
Magazine articles. The series is being 
presented on six WBC stations. WBC 
will offer the programs free to stations 
that will carry them as a public service. 
Participants on the programs include 
such well-known Americans as Adlai 
Stevenson, Walter Lippmann, David 
Sarnoff, Billy Graham and others..- 


Educational 
Educational 


grants ® The National 
Television and Radio 
Center and the National Assn. of 
Educational Broadcasters have an- 
nounced that grants totaling more than 
$24,000 have been awarded in their 
joint educational radio programming 
project. The winning stations and col- 
leges are KUT, U. of Texas; Michigan 





State U.; U. of Florida; U. of Brit 
ish Columbia; WHYY Philadelphia; 
WUOM, U. of Michigan, and WHA, 
U. of Wisconsin. 


NBC film entries ® California National 
Productions, NBC’s film subsidiary, 
adds eight new series for a busy pro. 
duction season ahead. Series as ap. 
nounced are RCMP (39 half-hours on 
Royal Canadian Mounted Police), The 
Blue Angels (U.S. Navy precision-fiy. 
ing team) and The Jim Backus Show— 
Hot Off the Wire (on an editor of a 
press association), all for syndication, 
Also entered on the production scale: 
The Lawless Years (additional series 
for showing on NBC-TV); Henry & 
His Claymates (104 five-minute stories 
in color stop-motion); The Funny 
Manns (situation comedies for young- 
sters) and two series not yet titled, one 
a “historically - documented” western 
series and another on present-day po- 
lice adventures in an outdoor setting. 


Red’s plans ® Red Skelton, president 
of Sursum Corp., which produces his 
tv programs, has announced plans for 
next season. Ten programs will be film- 
ed or taped at the new Skelton studios 
in Hollywood with the remainder to be 
done live from TV City. The studios 
are being revamped and modernized. 


Who's to be paid — 
AFM or MGA members? 


When a post-’48 theatrical motion 
picture is released for use on television, 
the producer must make an arrange- 
ment to pay the musicians who worked 
on the production for this extra use. 

That seems to be clear enough. The 
problem is: with whom is the producer 
to work out the terms of this payment? 

The Musicians Guild of America 
has notified the Assn. of Motion Pic- 
ture Producers, representing the major 
studios, that before any post-’48 movies 
are sold to tv, the producers must 
negotiate the musicians’ payment with 
MGA, with whom AMPP has a con- 
tract covering the employment of mu- 
sicians. The American Federation of 
Musicians has notified AMPP that it, 
not MGA, is the proper representative 
of the musicians and the union that 
must be dealt with. MGA’s contract, 
AFM points out, dates from 1958; films 
made between 1948 and 1958 fall un- 
der AFM jurisdiction, as during that 
decade, musicians working in motion 
pictures were doing so under contracts 
negotiated by AFM. 

MGA now denies AFM’s claim of 
jurisdiction, asserting that when it 
negotiated its agreement with the major 
studios in 1958, it reserved all rights 
of musicians to music recorded under 


BROADCASTING, July 11, 1960 





























oF Brit. 
d elphia: 
WHA, 


\ ational 
'sidiary, 
SY Pro- 
as an 
OUTS On 
>), The 
10n-fly- 
show~ 
r of a 
ication, 
scale: 
Series 
nry & 
Stories 
Funny 
young- 
-d, one 
vestern 
ay po- 
ting. 
esident 
es his 
ins for 
e film- 
studios 
* to be 
studios 
nized, 


} 
notion 
vision, 
range- 
orked 
Ise. 


. The 
ducer 
ment? 
nerica 
. Pic- 
major 
1OVies 
must 
with 
con- 
 mu- 
in of 
at it, 
tative 
that 
tract, 
films 
| un- 
that 
otion 
racts 


n of 


previous contracts. Crux of the matter, 
according to MGA, is that under the 
AFM contracts all residuals and royal- 
ties would go into the AFM trust funds, 
while MGA insists that they should go 
to the individual musicians. 


Flamingo gets 25 
post -’53 films for tv 


The acquisition of 25 post-1953 fea- 
wre films by Flamingo Films, New 
York, was announced last week by Ira 
Gottlieb, president. The purchase price 
was said to be slightly in excess of $2 


million. 

The majority of the films, all pro- 
duced abroad at a reported cost of 
more than $25. million, were obtained 
from Essex-Universal Corp., while the 
remainder were acquired from various 
independent companies. Flamingo will 
distribute the features to tv under the 
name of “The Imperial Package.” 

Among the pictures are such titles as 
Fernandel in The Sheep Has Five Legs, 
Return of Don Camillo and Pantaloons; 
Gina Lollobrigida in Beauties of the 
Night; Eddie Albert in Orders to Kill, 
and Marcelino, Back to the Wall and 
Demoniac. Mr. Gottlieb announced the 
new package already has been sold to 
WNBC-TV New York, WTIC-TV 
Hartford, WBAP-TV Fort Worth and 
KOLD-TV Tucson. 


g 


Here are the next 10 days of network 
color shows (all times are EDT). 


Note: Regularly scheduled NBC-TV eve- 
ning colorcast programs will be pre-empted 
(July 11-15) by coverage of Democratic 
convention. 


NBC-TV 


July 11-15, 18-20 (11-11:30 
Price Is Right, participating sponsors. 

July 11-15, 18-20 (12:30-1 p.m.) It 
Could Be You, participating sponsors. 

July 12, 19 (9:30-10 p.m.) Arthur Mur- 
ray Party, P. Lorillard through Lennen & 
Newell and Sterling Drug through Norman, 
Craig & Kummel. 

July 13 (12:45 p.m. concl.) All-Star 
Baseball Game, Gillette through Maxon. 

July 13, 20 (8:30-9 p.m.) Price Is Right, 
Lever through Ogilvy, Benson & Mather 
and Speidel through, Norman, Craig & 
Kummel. 

July 15 (9:30-10 p.m.) Masquerade 
Party, Hazel Bishop through Donahue & 
Coe, Block Drugs through Grey Adv. 

July 15 (10-11 p.m.) Moment of Fear, 
Lever through Sullivan, Stauffer, Colwell 
& Bayles. 

July 16 (10-10:30 a.m.) Howdy Doody 
Show, Continental Baking, Nabisco through 
Ted Bates. 

July 16 (10:30-11 a.m.) Ruff and Reddy 
Show, Borden through Benton & Bowles. 

July 16 (7:30-8:30 p.m.) Bonanza, RCA 
through Kenyon & Eckhardt. 

July 17 (8-9 p.m.) Music On Ice, sus- 
taining. 

July 17 (9-10 p.m.) The Chevy Mystery 
Show, Chevrolet through J. Walter Thomp- 
son. 

July 18 (7:30-8:30 p.m.) Riverboat, Del 
Monte through McCann-Erickson. 


a.m.) 











TO ALL BROADCASTERS: 


A STATEMENT OF POLICY 


Our new company Record Source, Inc. (RSI) has been 
created to serve the broadcast industry with a fast, inexpen- 
Sive, one source for records . . . the ten best of each week’s 
new single releases . . . selected by the experienced record 
review panel of The Billboard. We ask you to try our service. 
We will guarantee satisfaction. 





Hal B. Cook 


Co) President 


ol RECORD © 
* SERVICE FOR 
BROADCASTERS 


will provide: 
@ A SINGLE SOURCE‘FOR NEW RECORDS 
@ THE BEST OF THE NEW RELEASES 
@ ATA PRICE TO FIT YOUR BUDGET 
@ SHIPPED TO YOUR STATION AS SOON AS ANNOUNCED 


HOW SELECTIONS ARE MADE 


Single records selected to be serviced by RSI will be chosen by the 
five-man editorial review committee of Billboard. The Billboard 
Review Committee auditions all new record product submitted by 
record manufacturers. The consensus of the committee’s opinion is 
used to select records for the coveted “Spotlight Winners” position 
in each week’s issue of Billboard. 


Thus, RSI will supply to Broadcasters a fundamental library of 
new single releases which have the greatest possibility of becoming 
the most popular. 


MAIL COUPON TODAY 











Real 


RECORD SOURCE, INC. 
333 East 46th Street, New York City 17, New York 
Telephone: Yukon 6-0155 





No. of Services 


We are enclosing $ $160. For One Full Year 


$ 30. For Eight Week Trial Period 


Subscription to RECORD SOURCE INC.’s One-Stop Programming If you wish to receive 
Service your shipments via Air 
Parcel Post include an 
additional $30 for each 
Full Year’s Service, $5 
for Trial Period of 8 


Weeks. 


Company Name 
Attention: 


Street 


It is a condition of this subscription that records supplied by RSI will be used for and by broadcast 
personnel only. 





BROADCASTING, July 11, 1960 


67 





GOVERNMENT 











QUIZ RIGGING: HERE WE GO AGAIN. 


New York grand jury considers charges after hearing evidence 


The New York District Attorney’s 
office last Wednesday (July 6) began 
presenting evidence to a special grand 
jury that will determine whether crim- 
inal charges should be lodged against 
witnesses believed to have testified 
falsely in the investigation of tv quiz 
shows. . 

The grand jury was impaneled at the 
request of District Attorney Frank S. 


Hogan. During the past eight months, 
Mr. Hogan said, his office has investi- 
gated more than 100 persons and “a 
great many of them are believed to 
have testified falsely” before a previous 
panel. 

Is was Mr. Hogan’s investigation in- 
to the rigging of tv quiz shows in New 
York, launched in September 1958, 
that led to an inquiry by the House 











SAN DIEGO CALIFORNIA 





is a national center 

for scientific research... 

a year-round mecca for tourists... 
an exciting home town 

for hundreds of thousands of 

very important people who 

read two remarkably 

influential newspapers: 


The San Diego Union 
EVENING TRIBUNE 


THE RING OF TRUTH E> Copley Nowopapne 
te N ” 


15 DAILY NEWSPAPERS COVERING SAN DIEGO, 
CALIFORNIA—GREATER LOS ANGELES— 

SPRINGFIELD, ILLINOIS—AND NORTHERN ILLINOIS. 
SERVED BY THE COPLEY WASHINGTON BUREAU 

AND THE COPLEY NEWS SERVICE, 

REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC, 











Legislative Oversight Subcommittee 
and subsequent revelations about jr. 
regularities on tv quiz programs. 
Charles Van Doren, NBC personality, 
told the House subcommittee last No. 
vember that he had lied before the 
grand jury and, in actuality, had re. 
ceived aid on the Twenty-One pro. 
gram. Mr. Hogan then reported that a 
number of persons had lied before the 
New York grand jury and directed 
preparation of the facts for another 
grand jury. Assistant District Attorney 
Joseph Stone presented the evidence to 
the new grand jury, starting last 
Wednesday. A spokesman said the ap- 
pearances of witnesses, including many 
of the major money winners on rigged 
programs, probably would begin this 
week and last about a month. 

It was learned that in presenting 
evidence last week, Mr. Stone had 
court stenographers read portions of 
the testimony of witness appearing 
before the September 1958 grand jury. 

Mr. Hogan announced that evidence 
was being presented to the grand jury 
so that it might determine whether the 
crimes of perjury, subornation of per- 
jury, obstruction of justice or conspiracy 
has been committed. Convictions of 
perjury or subornation of perjury in the 
first degree are felonies, punishable by 
a maximum penalty in New York of 
five years in prison and a $5,000 fine. 
The same offenses in the second degree 
are misdemeanors, punishable by sen- 
tences of up to a year in prison and a 
fine of up to $500. Obstruction of jus- 
tice and conspiracy are misdemeanors, 
carrying up to a year in prison and a 
$500 fine. It could not be ascertained 
which contestants or tv personalities 
would be called. 

In a related development on Wednes- 
day, the appellate division unanimously 
upheld a ruling by Judge Mitchell D. 
Schweitzer, in General Sessions cout, 
which sealed the presentment drawn by 
the September 1958 grand jury. The 
sealing had the effect of keeping the 
presentment from being made public. 

The appellate division, dismissing an 
appeal by the Grand Jury Assn. against 
Judge Schweitzer’s ruling, asserted there 
was no “statutory mandate” requiring 
that such a presentment be made pub- 
lic. Judge Schweitzer had ruled that no 
grand jury had the right to return a 
report concerning the activities of 
morals of a private individual or corpo- 
ration. 





BROADCASTING, July 11, 1960 











Expressway without 
a traffic jam 












































Mittee 
ut ir- 
rams, 
nality, 
t No- 
e the 
id re. 
pro- 
that ’ * 
oa It’s 218,000 miles long and 
rected it didn’t cost you a cent in 
a taxes. With only two sets of track, 
Ice to a railroad expressway can handle 
last the traffic of twenty four-lane high- 
ab ways built with public funds. 
—_ Truck trailers in ever-increasing 
numbers are deserting crowded 
-nting highways for this steel expressway. 
Be More and more, standardized vans 
ati and containers interchangeable 
jury. with other forms of transport are 
dence riding the rails “piggyback”... bring- 
a ing you the things you need, the 
~ ~per- things you buy. 
irac : 
s p Piggyback is a spectacularly suc- 
n the cessful example of the forward 
, " thinking on the railroads today. 
fei This is railroad progress that bene- 
egree fits everyone — for we'll need rail- 
aa roads more than ever in the boom 
nd a 
re years ahead. 
ned That’s why an enlightened public 
ined policy, giving railroads equal op- 
lities portunity with competing forms 
‘el of transportation, is in everyone’s 
susly interest. America’s railroads — the 
1 D. lifeline of the nation — are the main 
ourt, line to your future. 
n by 
The 
the 
lic. 
g an 
ainst 
here 
iring 
ei: ASSOCIATION OF 





“| AMERICAN RAILROADS 


WASHINGTON 6, D. C. 
1960 BROADCASTING, July 11, 1960 69 








POSSIBLE SHORTCUTS FOR FCC 


Among ideas: hearing examiners should 
promote mergers to qualified applicants 


A proposal that FCC hearing exam- 
iners be encouraged to bring competing 
station applicants together in merger 
settlements has been made by a com- 
mittee of communications lawyers in 
Washington. 

The recommendations, considered 
far-reaching in communications phil- 
osophy, were based on the premise that 
after the FCC has found applicants 
legally, financially and _ technically 
qualified there isn’t really very much 
difference which one is finally chosen 
for the grant. 

A committee of the Federal Com- 
munications Bar Assn. made these sug- 
gestions in a 29-page document which 
has been circulated among FCBA mem- 
bers. It was one of two reports on 
a study of commission procedures by 
FCBA committees. Two other commit- 
tees are due to submit their recommen- 
dations soon. The purpose of the stud- 
ies is to suggest means to shorten and 
cut down the expenses of FCC proc- 
esses. 

All reports will be made available to 
the Commission, FCBA President 
Frank U. Fletcher announced. Some- 
time shortly after July 15, the FCBA 
executive committee will consider all 
recommendations and decide which 
proposals to back, he added. 

The committee which studied hearing 
procedures, headed by Jack P. Blume, 
suggested that hearing examiners be 
given authority to “explore” the pos- 
sibility of settlement during the pre- 
trial or post-trial phase of a contested 
case. 

In. talking of post-hearing settle- 
ments, the committee stated: 

“. . . after hearings the examiner 
should be in a particularly advantageous 
position to encourage a settlement or 
compromise where, in his opinion, the 
qualifications of the applicants would, 
in the absence of competing applica- 
tions, serve the public interest.” 

Not only would this save FCC time, 
the committee stated, but it would ex- 
pedite grants and construction. It then 
added: 

All Or Nothing Is Wrong ® “From 
a private equity point of view, in most 
such closely contested cases the dif- 
ferences between the parties would not 
justify one party’s winning everything 
and the other parties’ losing all. In such 
cases it should make no difference to 
the commission whether the settlement 
takes the form of a merger or an ar- 
rangement for compensating the other 
applicants.” 

The committee also called on the 
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FCC for these actions: 
® To adopt rules which would bar 
persons who have misused commis- 


sion procedures to file so-called 
“strike” applications for delay or 
“blackmail.” 


= To permit examiners to confer 
with each other on procedural matters 
and techniques. 

= To establish workload status re- 
ports on individual examiners so that 
the hearing calendar be more evenly 
distributed among those who are over- 
loaded with work and those who work 
more rapidly. 

= To revise its procedures so that 
where there is an engineering contro- 
versy the commission engineer be put 
on the stand to assist in resolving the 
issue. 

= To state publicly the exact re- 
quirements to be satisfied on an ap- 
plicant’s financial qualifications. 

= “To limit continuances, the num- 
ber of witnesses and the length of 
cross examinations. Also to cut down on 
voluminous and detailed exhibits by an- 
nouncing that no preference will be 
given for “planning.” 


‘EX PARTE’ BILL 
New Harris measure 
awaits House action 


One item of business on the House 
floor when Congress returns next month 
from its convention recess will be the 
“Independent Regulatory Agencies Act 
of 1960.” The bill (HR 12731) was re- 
ported unanimously by the House Com- 
merce Committee just before Congress 
recessed nine days ago. 

Introduced by Rep. Oren Harris (D- 
Ark.), HR 12731 prohibits ex parte 
contacts with members of the FCC and 
five other regulatory agencies, requires 
the commissions to establish procedures 
to act on complaints concerning off- 
the-record contacts, establishes a code 
of ethics and gives FCC the right to 
discuss pending cases with members of 
its staff, among other provisions. 

The bill is a combination of HR 
6774, inttéduced at the request of the 
American Bar Assn., and HR 4800, 
authored by Rep. Harris. Hearings were 
held on these two measures in March 
and April with particular emphasis 
given to the question of where to draw 
the line between permissible and proper 
contacts with commissioners. Several 
other provisions of HR 4800 were in- 
corporated into S 1898 as passed by 
the House. Sen. John Pastore (D-R.I.) 









has scheduled hearings on the House 
amendments in August (BROADCASTING, 
July 4). 

A report accompanying HR 1273} 
to the House floor stated: “The commit. 
tee feels very strongly that public cop. 
fidence in the integrity of these azencies 
has been affected adversely by improper 
conduct involving some of their mem. 
bers, some of the members of the ip. 
dustries which they are supposed to 
regulate and some of the attorneys and 
other persons who have represented 
parties before such agencies and that 
the independence and integrity of these 
agencies has to be protected more ef. 
fectively than is the case under present 
laws, regulations and procedures.” 


Important Change ® One important 
amendment, as far as members of Con- 
gress are concerned, was made in the 
bill as reported out. It would permit 
“inquiries” as to the status of pending 
cases. 

The code of ethics section prohibits 
any employe of an agency (1) to engage 
in any transaction with any person who 
has a pecuniary interest in any matter 
before the agency over which the em- 
ploye has jurisdiction; (2) to accept or 
solicit anything of value from any per- 
son with a pecuniary interest in mat- 
ters before the agency; (3) to use his po- 
sition for personal profits; (4) to allow 
conflicts of interest and (5) to have as 
sociations incompatible with unbiased 
exercise of official judgment. 

Four sections of the bill deal with 
ex parte contacts and distinguishes be- 
tween those types of proceedings when 
off-the-record presentations would be 
presented. These would include certain 
types of rulemaking and the commission 
would be required to state, at the time 
the rulemaking is announced, whether 
such contacts are permissible. Oral as 
well as written communications are cov- 
ered. Violations of these sections call 
for a $10,000 fine, one year in jail, or 
both. 

A separate section gives the Presi- 
dent the right to remove a commissioner 
from office for neglect of duty or mal- 
feasance but for no other cause. In ad- 
dition to the FCC, the bill also applies 
to the Federal Trade Commission, Civil 
Aeronautics Board, . Federal Power 
Commission, Interstate Commerce 
Commission and Securities & Exchange 
Commission. 


Booster bill signed 


The bill (S 1886) legalizing vhf tv 
boosters was signed into law by the 
President last Thursday. The FCC has 
indicated plans to make rules for future 
operation of the boosters and the new 
law provides “grandfather” legal pro- 
tection for existing boosters. 
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.  Anaconda’s 


XE RVAVEASSIANG 


analyzes copper ores more efficiently 


The unique application of the X-Ray Quantrol*, now 
in use at Anaconda, Montana, can sample and assay 
copper values in approximately two minutes. By con- 
trast, previous methods took anywhere from 2 hours 
to 2 days. As a result of this important speed-up, 
it is now possible to obtain far more reliable data, 
contributing to improved extraction of metal values 
from the ore. 

The Process Control System developed by Ana- 
conda, is one of many ways by which the Company 
constantly improves quality and expands basic knowl- 
edge about nonferrous metals. For another example, 
look to The American Brass Company, a 100% 
owned subsidiary of Anaconda. The Brass Company 


has recently broken ground for a $1,500,000 research _ 


center in Waterbury, Connecticut. Facilities will 


include metallurgical, corrosion and chemical labo- 
ratories in addition to equipment for experimental 
production. This opens the way to new, significant 
advances in the area of product development. 

All along the line, through extensive mineral ex- 
ploration and geological investigations, as well as 
through laboratory research, Anaconda keeps pace 
with industry’s ever-changing requirements. As new 
applications for nonferrous metals multiply, so does 
the need for a constant and dependable supply. 

Through Anaconda, these demands are met not 
only in quantitative terms, but qualitative as well, 
with a continuing supply of copper, brass and bronze 
precisely suited to specific product requirements, in- 
cluding those in the minds of men as well as those on 
the board and in production. 


*Quantrol is an Applied Research Laboratories trademark. 
60I84A 


AnaconnA 


SUBSIDIARIES OF ANACONDA MANUFACTURE: COPPER AND ALUMINUM ELECTRICAL 
WIRES AND CABLES; ALUMINUM FOIL, SHEET, ROD AND BARS, STRUCTURALS, TUBING 
AND EXTRUDED SHAPES; COPPER, BRASS AND BRONZE SHEET, PLATE, TUBE, PIPE, ROD, 
FORGINGS AND EXTRUSIONS; FLEXIBLE METAL HOSE AND TUBING. ~ 
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Donation to the archives ® Mel- 
ville P. Dickenson (c), senior vice 
president of the Equitable Life As- 
surance Co., presents films of the 
NBC-TV series Our American Heri- 
tage, sponsored by that company, to 
Jennings Wood (1), chief of the Li- 









: ll 
brary of Congress’ Exchange and 
Gift Div. Robert Stevens, coordina- 
tor for the Development of Collec- 
tions of the Library, looks on. The 
series was telecast in 1959-1960 
season and featured incidents in the 
lives of famous Americans. 








Capehart opposes 


Evansville shift 


Sen. Homer E. Capehart (R-Ind.) 
led congressional opposition against the 
FCC’s shift of ch. 7 from Evansville, 
Ind., to Louisville, Ky., and the transfer 
of Evansville’s WIT'VW (TV) from ch. 7 
to 31. The senator and two midwest 
congressmen spoke out sharply against 
the ruling which, they allege, would de- 
prive thousands of southwest Indiana 
residents of tv service since they are 
unable to receive uhf telecasts on ch. 31. 

Sen. Capehart told the FCC that he 
was opposed to the move of ch. 7 “un- 
less it can be proven without a question 
of doubt that the people . . . are going 
to get television service, and I have my 
doubts as to whether they can do it if 
you move the channel.” The senator 
declared that “Evansville is the only 
city in the country with respect to 
which the FCC has been holding a 
hearing the purpose of which is to de- 
prive the residents of their superior 
vhf service so that another area which 
already has vhf service over two chan- 
nels may still have more.” 

Reps. William G. Bray (R.-Ind.) and 
George E. Shipley (D.-Ill.) told the 
commission that depriving Evansville of 
its only vhf station would also hamper 
service in the  Illinois-Indiana-Ken- 


72 (GOVERNMENT) 


tucky area surrounding Evansville. 

The Evansville shift was one of many 
deintermixture moves made by the FCC 
in March 1957 (BROADCASTING, March 
4, 1957). The commission moved ch. 7 
from Evansville to Louisville, giving 
that city its third vhf facility. It also 
added ch. 31 to Evansville and moved 
ch. 9 from Hatfield, Ind., to Evans- 
ville, where it was reserved for non- 
commercial educational use. These 
shifts left Evansville with all uhf com- 
mercial television service. 


FCC, NAB set for 


payola bill hearing 


The FCC and NAB will be among 
witnesses when the Senate Communica- 
tions Subcommittee begins hearings 
Aug. 10 on the payola bill (S. 1898). 
The Senate group headed by Sen. John 
O. Pastore (D-R. I.) plans to concen- 
trate on the controversial license suspen- 
sion and monetary forfeiture provisions 
of the House-passed amendments to the 
Senate measure (BROADCASTING, July 
4). 
The FCC, which is on record as 
favoring the suspension and forfeiture 
provisions, will be represented by Chair- 
man Frederick W. Ford. Vincent T. 
Wasilewski, NAB government affairs 
vice president, is expected to oppose li- 





























cense suspensions and forfeitures. 
Other witnesses scheduled as of lag 
week will include representatives of the 
American Federation of Musicians ang 
the Federal Communications Bar Aggp, 
Tim Elliott, president of WICE 
Providence, last week asked Sep, 
Pastore for an opportunity to submit a 
statement at the hearing in opposition 
to suspensions and forfeitures. 
Meanwhile, the Florida Assn. of 
Broadcasters has approved a resolution 
urging the state congressional delegation 
to oppose the bill in its present form 
and that FAB be given a chance t 
testify. FAB in its resolution charged 
the provisions would “further consol. 
date control of broadcasting in federal 
hands and make it impossible for sta- 
tion owners and operators to determine 
in advance what they may or may not 
do, thus rendering broadcasting an ip- 
effectual and powerless instrument.” 


NBC wins a point 
in Philadelphia 


NBC won a minor skirmish last 
week on the fringe of the major bat- 
tle centering around the network’s ch. 
3 WRCV-AM-TV Philadelphia. The 
FCC refused to hold an evidentiary 
hearing on its 1957 license renewals 
of the NBC stations and dismissed a 
protest filed by Philco Corp., Philadel- 
phia. 

The commission earlier had dismissed 
the protest but this decision was re- 
versed in June 1958 by the court of 
appeals and the case was remanded to 
the commission. On Jan. 26, 1959, the 
Supreme Court denied an NBC petition 
for writ of certiorari and the FCC sub- 
sequently held an oral argument on the 
case last October (BROADCASTING, Oct. 
12, 1959). 

Since the original protest was filed 
three years ago, NBC has entered into 
a consent decree with the Justice Dept. 
requiring the network to dispose of the 
stations. NBC, in turn, has contracted 
to exchange WRCV-AM-TV for RKO 
General’s WNAC-AM-FM-TV Boston 
as part of a complicated package deal 
also involving stations in Washington 
and San Francisco (BROADCASTING, 
July 4). 

With the current WRCV-AM-TV I 
censes expiring Aug. 1, Philco attacked 
NBC from a new front last May by 
filing its own application for ch. 3 
Philadelphia (BROADCASTING, May 9). 
Philco maintains that NBC has nothing 
to sell since it has been ordered by 
Justice to dispose of the radio-tv sta- 
tions. 

Commissioner Robert T. Bartley dis- 
sented to last week’s decision and Com- 
missioner John S. Cross did not partici- 
pate. 
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The shoe 


Sen. Hugh Scott (R-Pa.) has asked 
Sen. William Proxmire (D-Wis.) to 
try the shoe on his own foot in the 
Albany, N.Y., ch. 10 case. 

Sen. Proxmire’s criticism of the 
FCC’s proposed award of ch. 10 to 
Capital Cities Tv Corp. before the 
final decision is made amounts to an 
attempt to be the judge in a case he 
hasn’t heard and in which he speaks 
as an advocate of only one side, 
Sen. Scott said. Thus, he said, Sen. 
Proxmire opens himself to the al- 
legation that he is engaging in an 
ex parte attempt to influence the 
FCC—“the very type of activity the 
junior senator from Wisconsin de- 
plores.” 

Sen. Proxmire has been vociferous 
in criticism of the FCC’s expressed 
intention to affirm a hearing exami- 





may pinch 


ner’s award of ch. 10 to Capital 
Cities Tv Corp. (BROADCASTING, 
June 27). Sen. Proxmire said the 
examiner’s finding—that participa- 
tion in Capital Cities ownership by 
five members of Congress 'is an indi- 
cation of the applicant’s ability to 
respond to community needs—is an 
admitted policy of the FCC and that 
he has been so assured by FCC 
Chairman Frederick W. Ford. The 
FCC chairman, who is not partici- 
pating in the case, came to his office 
and told him the FCC’s policy is to 
give preference to applicants who 
number congressmen among. their 
stockholders, Sen. Proxmire said. 

Sen. Proxmire entered in the 
Congressional Record a Milwaukee 
Journal editorial criticizing the al- 
leged FCC policy. 








Court denies stay 
in ch. 10 appeal 


The U.S. District Court denied a 
request by Veterans Broadcasting Co. 
for a stay against special temporary 
authorization of WTEN (TV) in the 
Vail Mills ch. 10 case last Thursday 
(July 7). 

The two-judge board heard Veterans 
reiterate its position that the commis- 
sion’s 1957 temporary grant to Capital 
Cities Broadcasting Co., would deprive 
Veterans of a fair and impartial hear- 
ing. “It is impossible for the FCC not 
to take into consideration the amount 
of money being spent by Capital Cities 
during the course of their temporary 
authorization,” Frank U. Fletcher, at- 
torney for Veterans, argued. 

Circuit Judge David- L. Bazelon 
asked Mr. Fletcher whether Veterans 
“wants the court to step in now after 
commission hearings have been held 
and a final decision pending?” 

Mr. Fletcher answered affirmatively, 
on the basis, he said, of the reversal of 
an FCC special temporary authoriza- 
tion to WABF-TV Baton Rouge, La., 
by the U.S. Court of Appeals last 
February. 

Judge Bazelon told Veterans that the 
court would not intercede in the case 
“as far as I’m concerned.” 

Max Paglin, of the FCC’s General 
Counsel’s office, characterized Veteran’s 
attempt for a court stay as “a batter 
who has two strikes on him in the 
9th inning and wants the court to rule 
no contest.” 

Presiding Judge Henry W. Edgerton 
denied the stay, saying that Veterans 
had no grounds for such an appeal. 

In a tentative vote taken May 27 


after FCC oral argument, the commis | 
sion favored Capital Cities in staff in 
structions. 


An August 1959 initial decision by” 
Hearing Examiner J.D. Bond to Cap 
ital Cities took note of the fact that” 
five congressmen are minority stock | 
holders in the company and made if” 
“manifestly superior” in the area of 
civic participation. This decision was 7 
denounced as “political payola” by Sen. 
William Proxmire (D-Wis.) on_ the 
Senate floor (see box above). 


New payola complaints 


The Federal Trade Commission 
lodged three more payola complaints 
last week bringing the total number of 
complaints to 96. 

The three firms charged in the latest 
FTC action were the ARC Distributing 
Co., and the B&H Distributing Co., 
both of Detroit; and the General Dis- 
tributing Co. of Baltimore. 


All three firms are record distributors 
and were charged with having made 
payoffs for the purpose of increasing 
sales of records through “exposure.” 
Company officials were listed in each 
complaint. 


FCC succession 


The Senate agreed to a House amend- 
ment and sent to the President a bill 
(S 1965) providing that a member of the 
FCC whose term has expired may con 
tinue to serve until his successor is ap- 
pointed and qualified, but may not serve 
later than the end of the next session 
of Congress following expiration of the 
term. But any person chosen to fill a 
vacancy could not serve beyond the un- 
expired term to which he is appointed. 
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ints | NEW Look! NEW Picture Quality! NEW 422 inch 1.0. 


nission e e ° 
plaints ... the First All-New TV Studio Camera in 8 Years! 
ber of 

RCA’s new monochrome television camera Type TK-12 is new in every sense of the word 
latest ... including startling new improvements in picture quality, significant new savings in 
a operating costs and manpower, new features that help you sell! 
x Co., . a , ' 
1 Dis- 4% INCH IMAGE ORTHICON. This new camera uses a larger image orthicon picture 


tube—4 14 inches in diameter. The 50 per cent greater tube size makes it possible to obtain 
far better picture detail than has been possible before. 


ibutors 

made FUNCTIONAL STYLING. A “new look” to identify this camera with the “new 
‘easing picture” has been given the TK-12, in the form of a distinguishing keystone shape. 
ysure.” Functional in advantage, too, it provides space for an 81% inch view finder instead of 


the usual 5 or 7 inch. 


NEW SAVINGS IN OPERATION. High stability and reliability coupled with a 
brand new control concept, permit a single video operator to handle as many as six cameras. 
For the normal run he need be concerned with only two operating controls per camera. 


1 each 


a ¥ —<% + ONE MINUTE WARM-UP. Camera set-up is the easiest ever! Turn it on and in one 
of the ee: : minute the picture is there. Quality pictures ‘‘snap in’ each time you turn on camera. 
y con- a THE BEST PICTURE IN TOWN! The extremely sharp picture; the beautiful-rendition 
is ap- a of gray scale and freedom from halo effect make this camera ideal for both “‘live” broadcast 
t serve and TV tape recording. 

session 

of the 

fill a Ask your RCA Representative for complete : : 

he aa information. Or write to RCA, Broadcast The Most Trusted Name in Electronics 

yinted. 


and Television Equipment Division, Dept. RADIO CORPORATION OF AMERICA 
1, 1960 JB-22 Building 15-1, Camden, N.J. ® 
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An _ additional 250,000 potential 
viewers per day fill the area’s 27,- 
000 TV-Equipped Motel Rooms!! 






































Paul Bunyan Television 
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One Rate Card 




















Traverse City 


























The Only Principal City 


Grade and Grade A coverage to 
Traverse City, Cheboygan and a big 
chunk of resort-rich Northern Michi- 
gan. 



































Regular Year-round 
PBN Coverage 


89,654 TV Homes 
25 Important Counties 
Parts of Canada 
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Sale challenged 
because of baseball 


The sale of a minority interest in 
WIJPB-TV Weston, W. Va., to Thomas 
P. Johnson, 25% stockholder in the 
league-leading Pittsburgh Pirates will 
cost a rival West Virginia facility $10,- 
000 in revenue. 

This representation was made during 
a hearing on the controversial transfer 
of control held before Hearing Examin- 
er Sharfman last Thursday (July 7). 

The hearing was requested by 
WBOY-TV Clarksburg, which told the 
commission that the sale of 50% of 
WJPB-TV to Mr. Johnson and George 
W. Eby by J. Patrick Beacom for $100,- 
000, would cause it considerable eco- 
nomic damage. WBOY-TV said that 
loss of the Pirate telecasts will cost the 
station $10,000 in lost revenue. WBOY- 
TV said it was powerless to compete 
for the telecasts with the Johnson in- 
terests. 

Mr. Beacom, whose position as a dele- 
gate to the Democratic convention 
necessitated a special night session so 
that he could catch a plane to Los 
Angeles, admitted that he pressed Mr. 
Johnson to get the Pirate games for his 
station. However, he said, Mr. Johnson 
said he “had nothing to do with it.” Mr. 
Beacom alleged that the Pirate stock- 
holder told him to contact N.W. Ayer 
& Son, the agency handling the Pirates. 
He said that the agency offered to make 
the games available on a gratis basis 
and that he took them free because it 
was “good business for the new sta- 
tion.” 

The proposed transfer followed a 
merger agreement when Messrs. John- 
son and Eby as principals of Telecast- 
ing Inc., opposed WJPB-TV for ch. 5. 
The station, now on ch. 35, holds a 
permit for ch. 5, granted Nov. 4, 1959. 
Messrs. Johnson and Eby are princi- 
pals in the now-dark ch. 22 WENS 
(TV) Pittsburgh (BROADCASTING, May 


2). 


Monroney charges 
FCC is ‘stalling’ 


The FCC has been “stalling” more 
than five years in bringing “competi- 
tive” television to 19 metropolitan 
markets, Sen. A. S. Mike Monroney 
(D-Okla.) charged in a talk on the 
Senate floor. 

Dates for comments and reply com- 
ments on the FCC’s proposed rule- 
making to waive minimum vhf co-chan- 
nel and adjacent-channel mileage sep- 
aration requirements now have been 
postponed until September, he said. 
Though it’s possible for the U.S. to 
communicate with its space satellites, 





he said, “we are . . . going backward 


as regards our attempts to soive the 
mysteries of bureaucracy.” 

Noting FCC. Chairman Frederick W. 
Ford’s statement to the Senate tha 
the FCC won’t know until about Aug. 
1 whether military frequencies will be 
made available for additional vhf ty 


channels, Sen. Monroney said he 
wouldn’t be surprised to find the ty 
situation unchanged nine months from 
now. There’s little evidence, he said, 
that the FCC will take steps to permit 
proper utilization for tv of the parts 
of the spectrum other than those now 
being used. 

The markets cited by Sen. Monroney 
were: Providence, Louisville, Grand 
Rapids-Kalamazoo, Charlotte, Syra- 
cuse, Rochester, Birmingham, Wheel- 
ing-Steubenville, Johnstown- Altoona, 
Dayton, Champaign-Urbana, Toledo, 
Jacksonville, Raleigh-Durham, Shreve. 
port, Knoxville, Binghamton, Fresno, 
and Bakersfield. 


i Government briefs 


Decca case postponed ® The hearing 
in the Federal Trade Commission pay- 
ola complaint against Decca Distrib- 
uting Corp., New York, was postponed 
indefinitely last week. At a brief session 
Wednesday (July 6), FTC counsel John 
T. Walker asked for the delay because 
the government was not ready to pre- 
sent its case. Hearing Examiner J. Earl 
Cox granted the request after Decca 
counsel Henry Cohen said he had no 
objection. 


Seeks channel switch ® California- 
Oregon Tv Inc., licensee of KIEM-TV 
Eureka, Calif., has requested FCC rule- 
making to switch ch. 9 from Alturas to 
Redding, both California. The firm said 
it would apply for the channel if the 
rulemaking was adopted. Redding is 
already serviced by KVIP-TV (ch. 7), 
but the firm claimed that reallocation 
will provide a competitive tv service to 
the city and improve the economic and 
program aspects of tv service. Ch. 9 is 
not now occupied by an _ operating 
station. 


Complex problem ® WAVE-TV Louis- 
ville and KSD-TV St. Louis have asked 
the FCC to suspend the effective date of 
its rule requiring them to stop using 
NBC as national spot sales representa- 
tive. Both of the NBC affiliates said 
that they are confronted with complex 
problems in finding new station reps in 
their particular areas. Under the pres- 
ent commission ruling, all NBC affili- 
ates must find new spot sales represent- 
atives by Dec. 31, 1961. The network 
and some of its affiliates are seeking 
court action to delay the order (BRoaD- 
CASTING, July 4). 


Protest dismissed ® The right of a 
broadcaster to sell his station even 
though in debt for his original purchase 
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has been upheld by the FCC. B.H. 
Ingle Sr., former owner of WSHE 
Raleigh, N.C., protested the sale of the 
station by owner John C. Greene Jr. to 
Raleigh Broadcasting Corp. In his pro- 
test, Mr. Ingle alleged that a note 
owed to him by Mr. Greene for pur- 
chase of the property was not fully paid 
and that the application for sale was 
contrary to the note agreement. The 
commission, which had granted the sale 
without hearing, found that Mr. Greene 
had made ample provision to secure the 
note, that the matter was outside the 
jurisdiction of the commission and the 
realm of public interest, and was a 
private matter between Messrs. Ingle 
and Greene. 


Consent decree ® The Department of 
Justice has announced settlement of the 
antitrust suit against Audiofidelity Inc., 
a New York marketer of high-fidelity 
and stero records and tapes. Under 
terms of a consent decree entered in 
U.S. District Court, the firm agreed 
not to fix prices, allocate exclusive 
sales territories for distributors or 
withhold supplies from sellers failing 
to heed such agreements. Audiofidelity 
was charged with these practices in vio- 
lation of the antitrust laws. 


Tall tower ™ KTBS-TV Shreveport, 
La., has been granted permission to con- 
struct a 1,600-foot tower near the 
site of its present tower near Mooring® 
sport. The grant came from the Re- 
gional Air Space subcommittee in Fort 
Worth, Tex., which gave approval with 
a proviso that establishes that height as 
the maximum for any structure. 


Wants multiplex ® The National Assn. 
of Educational Broadcasters asked the 
FCC to amend its rules to authorize 
the establishment of subsidiary services 
by non-commercial educational fm sta- 
tions on a multiplex basis. The NAEB 
said that permissible uses of multiplex 
by educational fm stations would be 
for transmission of in-school educa- 
tional programs; transmission of pro- 
grams of interest to limited segments of 
the public and for transmission of in- 
formation in connection with govern- 
ment activities. 


Hearing ordered ® A hearing into the 
application of Frank K. Spain for a 
three-hop point-to-point common car- 
tier tv microwave system between Jack- 
son and Greenwood, both Mississippi, 
has been ordered by the FCC. Mr. 
Spain hopes to connect his system 
with existing AT&T facilities in Jack- 
son to provide ch. 6 WABG-TV 
Greenwood with live network program- 
ming. The telephone company, how- 
ever, has told the commission that it 
8 not willing to permit the proposed 
microwave to be connected with its 
Jackson facilities. 
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“ARB”-OMETER SAYS 


ROCHESTER’S CHANNEL 10 


NEW YORK 


CLIMATE Better Than Ever! 


ARB REPORT 
Rochester Metropolitan Area 
March, 1960 


(4 weeks average) 


The nice thing about our ‘‘climate,”” here at CHANNEL 10, 
Rochester, N. Y., is that it gets better all the time! Year 
after year, the surveys agree that we offer the best buy in 
Rochester TV! 


hh [' OVER-ALL 
% SHARE OF AUDIENCE 


18 or me top 20 tavorite 


TV programs in Rochester 


and of 1/4 hours delivering 


more than 60,000 homes: 


CH.10 has Sta.B has 








In TV too... 


oes the impossible’! 


“T’VE GOT NEWS FOR YOU’’... Again, the dog is right. Film, and film alone, 
‘Sure, I'm Ford’s shaggy dog... rated one of does three things for you: (1) gives animation— 
the brightest, even if | do say so myself. But, — crisp, exciting; (2) provides the optical effects 
frankly, I'd get nowhere, if | weren't on film. And you've always required for high-polish com- 
that, I'm told, goes for thousands of other TV mercials; (3) assures you the coverage and 
commercials—animated and otherwise.’ penetration market absorption requires. 


For more information, write Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


East Coast Division Midwest Division West Coast Division or W. J. German, Inc. Agents for the sale 
342 Madison Avenue 130 East Randolph Drive 6706 Santa Monica Bivd. and distribution of Eastman Professional Motion Picture 
New York 17, N.Y. Chicago 1, Ill. Hollywood 38, Calif. Films, Fort Lee, N.J., Chicago, Ill., Hollywood, Calif. 


ADVERTISER: Ford Motor Car Company 
AGENCY: J. Walter Thompson Company 
PRODUCER: Playhouse Pictures—Hollywood 








_____ EQUIPMENT & ENGINEERING ____ 
‘LIGHT AMPLIFIER’ ANNOUNCED 


Hughes device indirectly could help tv, radio 


A scientific advance announced last 
week by Hughes Aircraft Co.—a “co- 
herent” light generator—offers hope for 
additional commercial tv and radio fre- 
quencies, depending on its acceptance 
and eventual use in communication by 
the military users of the present radio 
spectrum. 

The new device is called a “laser,” 
an abbreviation for “ light amplification 
by stimulated emission of radiation,” 
and is said to mark the world’s first 
source of “coherent” light (comprised 
of beams that are parallel, or non-dif- 
fusing). Although still in the develop- 
mental stage and untested in the com- 
munication field or in any of its many 
other practical applications, the new 
solid-state electronic instrument oper- 
ates in the optical spectrum at 500,000 
billion cycles—10,000 times higher than 
the upper microwave region of 50,000 
million cycles, the highest currently 
useable level in radio. 

The laser is smaller than a water 
tumbler. It contains a synthetic ruby 
crystal as its “heart” and generates a 
beam of light that is described by its 
developer as “an ‘atomic radio-light’ 
brighter than the center of the sun.” 

Dr. Theodore H. Maiman, Hughes 
Aircraft scientist who headed the laser 
research team, reported the achieve- 
ment in New York Thursday (July 7). 
He attributed these advances to the new 
development: 

® True amplification of light for the 
first time in scientific history. 

= Vast increases in the number of 
available communications channels. 

= Focusing of light into high-intensity 
beams for space communication. 

= A new scientific tool for investi- 
gating properties of matter and per- 
forming basic experiments of physics. 

® Utilization of high light concen- 
tration for industrial, chemical and 
medical purposes. 

‘Light Radar’ ® Dr. Maiman said the 
laser could be used as a “light radar” 
to direct light waves, rather than radio 
waves or microwaves, to a ground tar- 
get or an outer space target. Because 
the laser’s almost perfectly parallel 
beam spreads only a slight amount, a 
signal from a man on the moon would 
illuminate an area less than 10 miles 
wide on earth. For use in tv and voice 
communication, the needle-sharp light 
beam would provide a secure “private 
line” free from static or any attempts 
at deliberate jamming, he stated. In 
space communication, a beam directed 
at the earth from a satellite 1,000 miles 


up could be concentrated in an area 
about 200 feet wide. 

Dr. Maiman said there is a “distinct 
possibility” for eventual commercial 
radio-tv use, but no study of the laser’s 
role in this area has been conducted. 
The scientist indicated that if the new 
transmitting system were adopted by 
the military, it could relieve the military 
demands on the current radio spectrum 
sufficiently enough to allow a greater 
number of commercial _ stations. 
Through the use of an optical shutter, it 
would be possible for the laser to trans- 
mit voice or picture intelligence, he 
said. However, receivers would have 
to be in the direct path of the visible 
beam. Not counting research costs, Dr. 
Maiman said, the actual cost of making 
the laser (an aluminum shell containing 
the light source and rod-shaped ruby 
crystal) is approximately $100. 

Briefly, the essential steps in the oper- 
ation of the laser are these: A light 
source, in the form of a powerful flash 
tube lamp, irradiates a synthetic ruby 
crystal that absorbs energy over a broad 
band of frequencies. This optical energy 
excites the atoms to a higher energy 
state from which the energy is re-radi- 
ated in a narrow band of frequencies. 
The excited atoms are coupled to an 
atomic resonator and stimulated to emit 
the radiation together. This is in con- 
trast to ordinary light sources where 
the atoms radiate individually at ran- 
dom and are responsible for the inco- 
herence (diffusion) of these light sources. 

Dr. Maiman said the laser could 
generate “the purest colors known.” It 
could produce light waves more than a 
million times as monochromatic (single- 





New satellite 


The Defense Dept. has an- 
nounced plans to launch its first 
communications _ satellite soon 
from Cape Canaveral. The sphere 
will weigh some 500 pounds, be 
equipped with five tape recorders 
capable of storing 6 million bits 
of information. The satellite is 
more than four feet in diameter 
and is designed for instantaneous 
relay of radio communications 
from one ground station to an- 
other and to record messages and 
read them back later on com- 
mand from the ground. It has 
been dubbed Courier 1A. 














hued) as those from a mercury or neon 
lamp, he said. When the laser is focused 
to a pinpoint beam (the head of a pin 
actually is 2 million times larger in 
cross-sectional area than that of a 
focused beam’’), intense local heat is 
generated. It was indicated the beam, 
when so focused, could vaporize bac- 
teria, small plants or other particles and 
induce chemical or _ metallurgical 
changes in the surface upon which it 
were directed. 


STEREO FM TESTS 
Receivers slated for 


first on-air testing 


Stereophonic fm radio today (Mon- 
day) gets its first on-the-air tests. 
These first tests, set to run through 
July, will involve monophonic recep- 
tion on experimental stereo-fm_ re- 
ceivers made by several electronics 
firms participating in the project. 

Testing will be conducted by the 
National Stereophonic Radio Commit- 
tee Panel 5 using the transmission 
facilities of KDKA Pittsburgh. The 
exams will take place at Uniontown, 
Pa., where special equipment has been 
installed. 

Five firms will take part in the ex- 
periment, it was revealed by A. Prose 
Walker, manager of the engineering 
department at the NAB and chairman 
of NSRC Panel 5. EMI Electronics 
Ltd. (a British firm) will have its re- 
ceivers tested July 12-14. Crosby-Tele- 
tronics Corp. is scheduled for July 15- 
16. General Electric will be tested July 
17-18 followed by Zenith Radio on 
July 19 and 20. Multiplex Develop- 
ment Corp. and Calbest Electronics 
Co. will be checked July 21-22 and 
23-24 respectively. 

A second series of tests will be 
conducted at a later date at WMMN 
Fairmont, W.Va., and Fairmont State 
College. Transmission will continue to 
originate from KDKA. 

The Electronic Industries Assn. es- 
tablished NSRC last year to analyze 
proposed stereo systems. It was asked 
by the FCC to conduct a series of tests 
to gain information to be used in 
establishing standards for stereo fm 
transmission and reception. Deadline 
for the study was set by the FCC for 
July 29, but EIA will ask the commis- 
sion for a 90-day extension of time. 

Six NSRC panels are presently 
working on proposals for compatible 
broadcasting. Out of their extensive 
experiments and studies will come 
proposed transmission specifications 
for each form. of broadcasting stereo 
along with over-all evaluation of sys- 
tem performance covered by specifica- 
tions (BROADCASTING, Sept. 21, 1959). 

Final report by Panel 5, and all 


(EQUIPMENT & ENGINEERING) 








Color sales zoom 


A 300% increase in the sale of 
new color tv sets over last year 
was reported by Jack S. Beldon, 
president, RCA Sales Corp., last 
Friday (July 8). 

Mr. Beldon singled out these 
developments: ‘The number of key 
RCA dealers across the country 
has increased by nearly four times 
in the last month; increased color 
set sales were particularly marked 
in Boston, up 528% over last 
year; Cincinnati, up 1,072% ; Chi- 
cago, up 493%; Los Angeles, up 
1,000% and New York, up 
400%. Heavier than expected 
orders also were placed by dealers 
during June for new black-and- 
white tv receivers, as well as for 
radio and stereo instruments. 











reports of the various panels, will be 
made available to the FCC, the public 
and to the electronics industry. NSRC 
chairman is Frederick R. Lack, direc- 
tor of the EIA engineering department. 


Revere’s sale to 3M 
nears consummation 


Negotiations for Minnesota Mining 
& Mfg. Co.’s acquisition of Revere 
Camera Co. are getting down to the 
wire with likelihood the sale will be 
consummated in the next week or two. 

The acquisition, if it materializes, 
would be the outgrowth of earlier dis- 
cussions involving possible participation 
by Revere in 3M’s new tape-cartridge 
system for home recording use. Pur- 
pose of the deal, it’s understood, would 
be to achieve wider distribution of the 
system in which Zenith Radio Corp. 
and CBS Labs also are participants. 
Revere produces tape recorders as well 
as photographic equipment and has 
approximate annual sales of $20-$30 
million. It got into the tape recorder 
field in the early ’50s utilizing 3M tape 
and has enjoyed close relations with 
the company ever since. Last year Re- 
vere unveiled a new high-fidelity, dual- 
speed, electronically-controlled recorder. 

The system was initially demon- 
strated this spring at the Institute of 
Radio Engineers’ international con- 
vention in New York. Zenith is set to 
develop the first commercial machine 
for the recorded system, expected to be 
on the market sometime next year. 
Each of six cartridges is capable of 64 
minutes’ playing time, though the 
cartridge changer could handle more if 
desired. Ease of handling and quality 
of professional tape equipment repro- 
duction are among the features of the 
system, developed originally for 3M 
by CBS Labs. 





Receiver output up, 
but tv set sales lag 


The Electronics Industries Assn, 
last week, announced that radic pro. 
duction increased during May by more 
than 46,000 sets over the correspond. 
ing production period in April and that 
television output rose nearly 20,000 
units. 

Retail radio sales were up approxi- 
mately 1,000 units. However, television 
sales slumped nearly 17,000 units, ac- 
cording to EIA. All cumulative totals 
for 1960 remained larger than for 
the like period in 1959. The complete 
figures: 


Tv and Radio Production (Units) 

















Television Tv with UHF Tuner 
May 442,176 32,295 
Apr. 442,551 39,240 
Mar. 549,500 45,411 
Feb. 503,453 43,537 
Jan. 526,494 50,119 
‘60 to-date 2,444,174 210,602 
‘59 to-date 2,211,712 151,379 
Total Radio Auto Radio Fm Radio 
May 1,277,040 463,165 65,438 
Apr. 1,230,323 399,963 61,953 
Mar. 1,667,550 633,761 83,127 
Feb. 1,442,368 596,872 50,963 
Jan. 1,355,788 632,461 33,816 
‘60 to-date 6,973,069 2,726,222 295,297 
‘59 to-date 5,677,421 2,262,390 172,640 
Tv and Radio Retail Sales (Units) 
Television Radio (excluding auto) 
May 334,283 548,322 
Apr. 351,214 547,839 
Mar. 501,829 664,441 
Feb. 507,673 611,479 
Jan. 590,867 803,388 
‘60 to-date 2,285,866 3,175,469 
‘59 to-date 1,919,162 2,480,686 


RCA redemption call 
for 1980 debentures 


RCA has announced it is calling 
for redemption Aug. 3 its 342% 
convertible debentures due Dec. 1, 
1980. The move was attributed to a 
desire to “broaden the corporation’s 
equity base to provide greater flexibility 
in financial planning for RCA’s acceler- 
ating growth in electronic data process- 
ing and other promising areas.” 

Redemption price for the debentures 
will be 10434 %. RCA said a group of 
investment bankers headed by Lehman 
Bros. and Lazard Freres & Co. would 
purchase all debentures offered through 
July 19 at a price higher than the re- 
demption price, and then convert these 
debentures into common stock. 


Hi Technical topics 


Tape & ‘tenna ® RCA reports ship- 
ments of a vhf traveling-wave antenna 
to KSOO-TV Sioux Falls, S.D.; six tv 
tape recorders (all monochrome) to 
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America’s modern way of doing business 


The NASA-USAF-Navy X-15 manned rocket gets a vital part... delivered with jet-age speed by AIR EXPRESS 


X-15 part flies first 3000 miles by Air Express 


The scene: Edwards Air Force Base, Calif. Crack engineers work ’round the clock to ready the X-15 
for its flight to the brink of outer space. Its engine, built by Thiokol in Denville, New Jersey, packs 
a 400,000 HP punch—more than the power of two giant ocean liners! Because of an accelerated 
assembly schedule, some parts—like this turbine pump contro!—are installed right on the flight line. 
They must be shipped fast, with kid-glove handling. In 
Short, a job for low-cost AIR EXPRESS. Give your business 


these advantages, too. Call AIR EXPRESS to speed your AIR | rR > / RESS 


products FIRST TO MARKET .... FIRST TO SELL. 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY + GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 
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foreign countries: three to United Arab 
Republic, one each to France, Mexico 
and Japan, and four in this country 
(also black-and-white): one each to 
WIJXT (TV) Jacksonville, Fla., Graphic 


Pictures, N.Y., KSTP-TV St. Paul- 
Minneapolis, and KOCO-TV_ Enid, 
Okla. 


One in 40 ® Things have changed since 
the pre-World War II days when elec- 
tronics meant broadcasting and prac- 
tically nothing else. This summer’s 
Western Electronic Show & Conven- 
tion, Aug. 23-26 in Los Angeles, in- 
cludes a program of 40 technical ses- 
sions on various electronic problems 
and developments. Of the two score, 
only one is devoted to broadcasting, a 
session on “Stereo Multiplex Broadcast- 
ing.” Speakers at this session will be: 
A. Prose Walker, NAB manager of 
Engineering; R.J. Farber, Hazeltine Re- 
search Corp.; chairman is I.J. Karr, 
Hoffman Electronics; panelists are Carl 
Eilers, Zenith Radio; William H. Beau- 
bien, GE; Murray G. Crosby, Crosby- 
Teletronics; Harold Parker, Calbest 








Engineering & Electronics; William Hal- 
stead, Multiplex Development Corp. 


Altec console ® Altec Lansing’s new 
250 SU console offers the greatest flexi- 
bility obtainable for stereo, single or 
multiple-channel operations, according 
to Altec President Alvis A. Ward. He 
stated that the 250 SU exceeds FCC, 
EIA, NAB and recording requirements. 
Its flexibility is achieved by the use of 
newly designed miniature plug-in pre- 
amplifiers, program amplifiers and 
utility input devices. All units are 
identical in size to allow variation in 
the number and type of amplifiers used 
per console. Mr. Ward said that single 
unit construction is also used because 
of simplified, less expensive installation. 


New SSB ® Kahn Research Labs, Free- 
port, N.Y., announces a new single 
sideband receiver designed for relay- 
ing radio broadcast signals, program 
monitoring in difficult reception areas 
and various Conelrad applications. 
Model RSSB-59 1A receiver minimizes 
selective fading distortion and improves 


THE MEDIA 








the signal-to-noise ratio of conventional 
am and compatible single-side bang 
transmissions. The new receiver op 
erates on 110 volts AC and comes 
equipped with an emergency battery, 


Midwest representatives ® Standard 
Electronics Div. of Reeves Instrument 
Corp., Farmingdale, N.J.,, manufactur. 
er of fm and tv transmitting equipment 
has named the following midwest rep. 
resentatives: Beacon Electronics Ine, 
Milwaukee, for eastern Wisconsin, the 
lower peninsula of Michigan, Ohio, 
Indiana and Illinois; K&M Electronics 
Inc., Minneapolis, for western Wiscon- 
sin, the upper peninsula of Michigan, 
Minnesota, Iowa, Nebraska and the 
Dakotas. 


New transmitter ® KOA Denver has 
purchased a new General Electric 50- 
kw transmitter to replace its old GE 
50-kw transmitter which has been in 
continuous use since 1933. The equip- 
ment is designed for future remote 
control operation from the station’s 
new studio building. 











HOW MUCH VOLUME SHOULD YOU DO? 


Chapman brokerage firm has a formuia to compute the answer 


There’s an easy way to get an answer 
to one of broadcasting’s perennial ques- 
tions: “How much business should this 
station do?” 

A simple formula to compute the 
business potential of a radio station 
has been developed by Paul H. Chap- 
man, head of the Paul H. Chapman 
Co. firm of media brokers. 

Using available information sources, 
Mr. Chapman has completed a study 
of proven averages that provides a 
rule-of-thumb way to compare past 
performance and project future goals. 
The answers will guide applicants in 
buying existing stations or applying for 
new stations, he said. 

Mr. Chapman started with the an- 
nual FCC reports showing broadcast- 
ing industry’s annual financial condi- 
tion. “The most recent of these, cover- 





Market group 


Ratio of Broadcast —- Metropolitan Area/Home County Retail Sales 


ing 1958, were digested in BRoADCAST- 
ING (Sept. 28 and Oct. 5, 1959),” he 
said. 

“Next,” he continued, “take the an- 
nual ‘Survey of Buying Power’ pub- 
lished by Sales Management magazine, 
in which total retail sales for the pre- 
vious year are estimated for each mar- 
ket in the nation. They are checked for 
accuracy against U.S. Dept. of Com- 
merce reports on County Business Pat- 
terns and the U.S. Census of Popula- 
tion.” 

The Formula ® With these basic in- 
formation sources, the formula begins 
to take shape. “The relationship be- 
tween retail sales and broadcast income 
is well understood by the time sales- 
man calling on the prospective adver- 
tiser,” Mr. Chapman said. “The adver- 
tising budget is normally expressed in 


TABLE |: PROVEN AVERAGES 


percentage terms. 

“Now, compare the total broadcast 
income (FCC) with retail sales (Sales 
Management). This shows that radio 
broadcasters, for example, receive % 
of 1% (.0025%) of all dollars spent 
in the ultimate market place, the re- 
tailer. 

“Most station operators figure their 
particular market is different from 
others. They want a ratio figure that 
can be used for their own-market. 

“The relative wealth of that market 
has been shown by its retail sales. For 
this study, all markets have been di- 
vided into four types—Major, Metro- 
politan, Medium and Small.” 

How can these markets be separated? 

Mr. Chapman offers this approach: 
“In large markets, the metropolitan 
area is considered to be the market. In 





additional 5.2%, to broadcast revenues as per FCC report in each group. 
2 New York with its estimated metropolitan area population in excess of 


®In order of population and all in excess of 13/2 million. Includes Chicago 
Los Angeles, Philadelphia, Detroit, Boston, San Francisco, Oakland, 
Pittsburgh, St. Louis, Washington, Cleveland and Baltimore. 


*Range from 3% to 1% million. Included are Dallas-Ft. Worth, Minne- 


apolis-St. Paul, Buffalo, Houston, Providence, Seattle-Tacoma, Milwau- 


kee, Cincinnati, Kansas City, Miami, San Diego, Atlanta, New Orleans, 


cast income Retail sales Ratio* 
(in thousands) (in thousands) 14 million ranks by itself. 
Major 
New York? $ 34,078 $18,838,362 .0019 
Next 11 markets* 102,752 46,769,550 .0023 
Next 15 markets* 51,619 20,066,790 .0027 
Metropolitan® 140,662 50,098,440 .0030 
jum? 25,601 7,666,55 i 
Motte eae a es Portland and Denver. 
Small" 121,407 35,322,450 .0036 


Notes to Table I: 


1 Adjusted to include revenue from 


incidental broadcast activities, an 


5 All Metropolitan areas in FCC report except top 27 shown above. 


® Non-Metropolitan areas of 3 or more stations, FCC report. 





* Non-Metropolitan areas, one and two-station markets, FCC report. 
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’ j SYLVANIA HIGH-POWER TUBES 
their 
from QUICK GUIDE TO POPULAR SYLVANIA Pick a tube, any tube—every one’s a winner! Every one’s a 
that Ee rey Hae Seer Sylvania High-Power Tube. They’re wizards at “finessing” 
- TRIODES TETRODES time, stretching out tube life. Sylvania Tube longevity means 
For ey Gn.tete tm. | tee tte be lower tube costs per hour of operation, reduced maintenance 
1 di- Dissipation Freq. Dissipation Freq. time — maximum assurance of on-air continuity. 
etro- (Watts) (Mc) (Watts) (Mc) 
400. 100 | 4-125A. 125 120 Pick a winner from your Sylvania Industrial Tube Distribu- 
ited? 3,000 110 4-250A 250 110 : : . . 
ai 10000 110 | 61e00n 1,000 110 tor. He can deliver from one of the widest lines of high-power 
litan 75,000 110 | 4x500A 500 120 tubes available—tubes for AM, FM, VHF, and UHF. Ask him, 
2,500 60 | 6166 10,000 60 a a pe ‘ ‘ 
t. In 5,000 110 | 7007 10,000 220 too, for your copy of the informative “Sylvania Industrial 
nee — Tubes” booklet. Or, write Electronic Tubes Division, Sylvania 
Electric Products Inc., Dept. 125, 1100 Main Street, Buffalo, N. Y. 
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man, that WSUN RADIO 
is strictly from 


SQUARESVILLE/ 






I mean, man, for me it’s 
nowhere. Like there’s no 
real swingin’, screamin’ 
announcers .. . none of them! 
crazy sirens, gongs and all 
that cool noise. And the - 
music doesn’t come on 
with a crash and really rock 
you. I mean, Dad, if you 
want to be shook . . . like 
really rattled ... don’t 
listen to 


WSU 


BUT... 


If you want to reach the solid, 
| mean the really solid, like 


RADIO 
62 


buyers... 
“SUNNY?” is the 
4 ADULT 
WESTERN 
STATION* 








*LIKE 
WEST FLORIDA, 
MAN ! 


NO. 1 in adult listener- 
ship 24 hours a day! And 
WSUN delivers you the 
\ Tampa-St. Petersburg 

*{ Market at the lowest cost 
per thousand adult 
listeners! 


620 KC 





TAMPA - ST. PETERSBURG 


Natl. Rep: VENARD, RINTOUL & McCONNELL 
S.E. Rep: JAMES S. AYERS 











TABLE Il: EXAMPLES 








Small Market Medium Market Metropolitan Market Major !arket 
Retail sales $15,000,000 $ 70,000,000 $250,000,000 $1,500, 00,009 
Ratio X.0036 X.0035 X.0030 X.0023 
Avg. Best. Income $54,000 $245,000 $570,000 $3,450,000 
Share of Market X100%! X33 1/3%? X21%* X6%t 
Station Share $54,000 $ 81,667 $157,500 $ 207,000 


the others, the home county was used 
as the basis. These are frequently the 
same in the Metropolitan group.” 

His breakdown of the four market 
types (Table I) shows proven averages 
in which the ratio of broadcast revenue 
to metropolitan area home county re- 
tail sales has been compared. 

At this point it’s simple to figure a 
particular market’s share of broadcast 
income by multiplying the ratio for 
market type by its retail sales, Mr. 
Chapman explained. 

“Carrying this one step further,” he 
said, “the individual station income can 
be projected within its market. In the 
case of markets with approximately 
equal facilities an equal share per sta- 
tion can be shown by dividing the mar- 
ket’s total income by number of sta- 
tions.” 

The arithmetic can be adapted to 
markets of unequal stations, too. “Here 
the individual station’s percentage share 
of the market’s total ‘rate hours’ should 
be used,” Mr. Chapman said. “This is 
simply a matter of multiplying the 
hours on the air daily by the station’s 
hourly rate, which can be obtained 
from Standard Rate & Data Services 





The ‘burning’ index 


Forest fires are a real hazard in 
the community which KLTV (TV) 
Tyler, Tex., serves. Last year not 
only forests, but homes, barns and 
other property were destroyed by 
flames. The station has set out to 
do something about it. 

On a daily weathercast, KLTV 
presented a short narrative film pre- 
senting the work of the Texas Forest 
Service which showed how it meas- 
ures and records weather data. The 
film explained the “burning index” 
the Forest Service compiles to indi- 
cate the danger of fires starting, 
spreading and doing damage at a 
given time, as well as the difficulty of 
controlling one then. This index has 
been used since as a regular feature 
of KLTV’s weathercasts to alert the 
citizens. In addition to the burning 
index on the weather reports, the 
station has been active in supporting 
the county’s fire protection and con- 
trol program. 
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Notes to Table II: 

1 Single station. 

2 Three approximately equal facilities. 

8 Share computed on percentage of rate-hours, 
‘Spot Radio Rates and Data.’ Use of 
the station’s own rates once again pro- 
vides a proven yardstick.” 

Examples of this application of the 
formula are shown in Table II. 

“The fact that the ratio increases as 
market size decreases,” Mr. Chapman 
said, “may be accounted for in part by 
less competition. That is, the smaller 
the market, the less likely it is to have 
a tv station or daily newspaper. 

“Generally the experience of media 
brokers has been that a_ purchaser 
bringing in new blood and enthusiasm 
will be on the top side of the average. 
Sound business principles, however, 
rule that only the average should be 
projected in making an estimate.” 


Purdue study claims 
tv is unwholesome 


Most television programming today 
is not a force for good in society. This 
was the result of a survey taken by the 
Purdue U. Opinion Panel for the Meth- 
odist Television, Radio and Film Com- 
mission of the Indiana area. 


Nearly 1,600 Methodist pastors, 
church lay leaders and local presidents 
of Woman’s Society of Christian Serv- 
ice were quizzed on both general and 
religious broadcasting. Participants 
were asked to indicate whether they 
agreed, probably agreed, probably dis- 
agreed, or definitely disagreed with 
about two dozen statements regarding 
broadcasting. 


Almost 38% said that they definitely 
agree that most tv programs today are 
unwholesome influences, while another 
26.5% said they probably agreed. 


New radio rep firm 


A new radio station representative 
to serve stations in markets below the 
top 50 opened for business July 1. It’s 
Spot Time Sales Inc., headed by Wil- 
liam Heaton and located at 38 E. 57th 
St., New York 22. Mr. Heaton was 
Chicago manager and assistant New 
York sales manager of the Daren F. 
McGavren Co. before joining the new 
company as president. Prior to that he 
was with KULA Honolulu, KTTV 
(TV) Los Angeles and Kaiser Alumi- 
num in Chicago. 
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ciel When you are told about railroad “progress” abroad, you are being told only half the story. 
- they In these countries, the Government owns and runs public transportation. Private investment is 
bly dis- discouraged. Government permits only limited competition, or none at all. Patrons get 
d with little or no choice of services and rates. Requests or complaints must thread a maze of officialdom. 
garding In the United States, privately-owned transportation companies must compete steadily 
: to win public favor, survive and prosper. The American idea has produced at reasonable 
efinitely ; ; es 
day are rates the finest transport in all the world’s history. 
another Prime example is the trucking industry, made up of tens of thousands of companies, mostly small, 
ed. family-owned or partnerships. The owners direct the services. A handful of companies, mostly 
larger ones, have issued public shares. More will do so as capital needs expand. 
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in this industry which empioys more people than any other except agriculture. And many millions 
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lowa stations adopt 
single-rate system 


While many New York station rep- 
resentatives were researching their 
answers to N.W. Ayer & Son’s crusade 
to clarify ratecards, at least one of 
them had some action to report last 
week. 

The Tall Corn Radio Sales group, 
represented by Venard, Rintoul & Mc- 
Connell, has adopted the single-rate sys- 
tem, eliminating national, local and 
other rate differentiations. While not 
directly linked to the Ayer crusade, the 
Iowa stations’ move comes at a time 
when L.D. Farnath, the agency’s media 
vice president, is asking for reports 
from representatives giving specific 
station reaction to his demand for fair 
ratecard treatment. 


The single rate accomplishes what 
Mr. Farnath and his agency want: 
equal treatment for all comparable ad- 
vertisers. Widespread adoption of it, 
however, is not realistic to hope for, 
Mr. Farnath has said. Instead, he 
would like to see industry-wide action 
to standardize the various ratecard 
definitions among national, local, retail, 
regional and other classifications of 
business (BROADCASTING, May 30, et 
seq). 

The Tall Corn Radio Sales stations, 


some of which were on the dual na- 
tional-local structure, agreed at their 
last meeting to maintain a single rate. 
The move will mean a slight upward 
revision on some of the stations, Lloyd 
George Venard, president of the repre- 
sentative firm, said. Members of the 
group are KROS Clinton, KSIB Cres- 
ton, KDTH Dubuque, KVFD Fort 
Dodge, KXIC Iowa City, KOKX Keo- 
kuk, KFJB Marshalltown, KSMN Ma- 
son City, KWPC Muscatine, KOEL 
Oelwein, KBOE Oskaloosa and KICD 
Spencer, all Iowa. 

At the same meeting the group 
elected Ben Sanders of KICD, presi- 
dent, Mrs. George Volger of KWPC 
Muscatine, vice president and Glen 
Stanley of KBOE Oscaloosa, secretary. 
The member stations individually owned 
but sold as a group, cover urban and 
rural markets in 78 counties, account- 
ing for 500,000 radio homes, or 65% 
of Iowa’s population. 


KPHO-TV ups power 


KPHO-TV Phoenix, Ariz., will com- 
plete what it terms its “new tower, 
more power” expansion program this 
month with a switch from 17.5 kw to 
100 kw, maximum power authorized 
by the FCC on low band ch. 5. KPHO- 
TV has undertaken the $475,000 proj- 
ect to replace its present tower atop 





A MAJOR 
multi-billion dollar market 


where advertisers are 


wheelin 


in BIG results; where two 


million people spend over 1% billion 
dollars in retail sales annually. 

WTRF -TV activates-folks in the 
Wheeling Market to ‘‘go buy’’! 












IM THE WIRFIV 
MASCOT. AND I WORK foR 
YOU OW PROMOTION 
W' MERCHANDISING! 





WHEELING 7, West Virginia 


Merchandising + Videotape « Equipped for Network Color 


National Rep., George P. Hollingbery Company 
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the Hotel Westward Ho in downtowg 
Phoenix with new equipment on fhe 
peak of South Mountain, 8% 
outside the city. The new facilities j,2 
clude an RCA Victor TT/25/CL trang 9 
mitter and self-supporting Ideco tower 
with RCA 6-bay antenna. The 300) 
foot tower reaches 1770: feet abovg) 
sea level. In addition the station pum 
chased and installed a new RCA tv tape 
recorder in its downtown studios. E 


NAB lauds tv statio 
on co-op promotion 


Cooperative program promotion by” 
all the tv stations in two major markets 
—Chicago and Los Angeles—has 
been commended by the NAB Ty 
Board of Directors. A draft of the reso- 
lution, approved in principle at the 
recent board meeting (BROADCASTING, 
June 20), has been approved. 

The tv directors voiced appreciation 
“on behalf of the industry for the 
leadership and devotion to the common 
cause displayed by these broadcasters 
in this activity and also to Television 
Information Office for assisting in this 
project.” 

TIO was formed last year to provide 
a two-way information bridge between 
tv stations and the public. Clair Mec- 
Collough, Steinman Stations, is chair- 
man of the TIO policy committee with 
Louis Hausman serving as_ director. 
Stations in seven other cities are ex- 
pected to begin publication of coopera- 
tive program bulletins. The plan was 
developed to improve understanding of 
tv’s contributions in informing and 
widening the cultural awareness of the 
public.” 

Cooperating tv stations in Los An- 
geles are KABC-TV, KCOP (TV), 
KHJ-TV, KNXT (TV), KRCA (TY), 
KTLA (TV) and KTTV (TV). Chi- 
cago stations are WBBM-TV, WBKB 
(TV), WGN-TV and WNBQ (TV). 


AB-PT selis its 
Disneyland holdings 


American _Broadcasting-Paramount 
Theatres Inc. has sold its 35% interest 
in Disneyland Park to Walt Disney 
Production and Disneyland Inc. for 
$7.5 million, Leonard H. Goldenson, 
AB-PT president, announced last Thurs- 
day (July 7). 

The stock was sold at the mutually 
agreed fair price of $1,500 per share. 
Disneyland Inc. paid $2,002,500 in cash 
for the stock purchased by it, and 
Walt Disney Productions gave $5.497- 
500 in notes payable equally over 4 
five year period. A subsidiary of AB-PT f 
will continue to operate its concessions > 
in the park. a 
Mr. Goldenson also announced that ¥ 
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YOUR VIEWERS WILL SEE THE DIFFERENCE! 


> Teso- 
it the Top picture: note dark corners (port- 
STING holing), and the white edge effect that 


shows on girl’s fingers and collar. These 
faults can occur when a standard camera 























‘ati 
. é tube is not carefully adjusted for best 
mmon landing and shading patterns. Right: im- 
~astens proved picture with GL-7293 field-mesh 
vial tube installed—same subject, lighting, and 
s. this minimum set-up time. Side to side, top to 
bottom, the quality is high. Both photos 
rowida unretouched, from studio monitor. 
tween j 
r Mc- 
chair- s a 
a New General Electric Field-Mesh Camera Tube 
rector. 
re eX P . 
opera- rT) | 
7 educes Portholing and White “Edge Effects”! 
ing of 
and 
of the 
= can be sure of this: a lot more tuning standard 5820 camera tubes. Furthermore, the 
Te knobs will dial your frequency—and stay there _ new tube in most cases requires less set-up time 
(TV), —once you put General Electric GL-7293’s in __ than the types now being used. 
‘. . . ! . . . ‘ : r 
, S your television cameras! Leadership in picture The price is favorable. You take delivery from 
Vv). quality is mighty good business for you and a General Electric tube distributor who’s close 
ee by, ready to serve you, ready to go. Be first 
Let’s answer one question immediately. The — with the finest . . . it pays! Distributor Sales, 
Ss new General Electric GL-7293 is interchange- Electronic Components Division, General Elec- 
nail _ able, electrically and mechanically, with all —_ tric Company, Owensboro, Kentucky. 
terest 
Disney 
>. for : P 
~aael NEW HIGH-PERFORMANCE GL-7293 .. . with special 
rhe field mesh (arrow) mounted in back of target. This 
design feature, by equalizing the decelerating field 
tually which the scanning beam encounters, causes the beam 
share to strike the target in a more evenly perpendicular 
* cal direction over the whole target area. Gives a ‘‘flatter,’’ 
and more uniform picture, reduces white edge effects, in- 
. 497. creases corner resolution, and helps prevent distortion. 
ver a 
\B-PT | 
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GENERAL @@ ELECTRIC 


312-302 


Far - Reaching ! 





Yep, gonna build a 
motel right here. 





on WCSH-TV 


Besides this fellow, there are 
263 other local and national ad- 
vertisers who know what to ex- 
pect from SIX’s “Far-Reaching 
Effect.” 

If you don’t already know, 
ask your Weed TV man about 
our 6 straight years of surveys. 


WCSH-TV 


NBC for 
PORTLAND 
MAINE 


MAINE BROADCASTING SYSTEM 


WCSH-TV 6, Portland WLBZ-TV 2, Bangor 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Augusta 
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ABC-TV will continue to hold the ex- 
clusive rights to the Walt Disney Pre- 
sents program over its network for the 
1960-61 season. The program will be 
carried in a new time period at 6:30- 
7:30 p.m. on Sunday, starting Sept. 25. 
Mr. Goldenson reported that litigation 
between the companies involving the 
prior tv contract has been terminated. 

It was learned that AB-PT invested 
$500,000 in 1954 for the 35% inter- 
est in Disneyland. 


AB-PT overseas 


prospects under study 


The prospects for AB-PT’s increasing 
its television activities in the Far East 
will be explored by Simon B. Siegel, 
financial vice president, in a four-week 
visit in Australia, Hong Kong and 
Japan starting July 15. AB-PT is the 
parent company of ABC-TV and ABC 
Radio. 

Authorities indicated that AB-PT 
was primarily interested in acquiring 
ownership interests in television sta- 
tions in that area, especially Japan and 
Australia, but that expansion of pro- 
gram activities also would be explored. 
Extension of the distribution of Am-Par 
records into the Far East also will be 
investigated during the trip. 


ANPA plans new unit 
to back newspapers 


American Newspaper Publishers 
Assn. announced last week that plans 
for the ANPA Newspaper Information 
Service, a new unit that will institute a 
broad public relations program for the 
newspaper industry, have been pre- 
pared by an advisory committee of the 
association. Stanford Smith, who be- 
comes ANPA general manager on Aug. 
1, reported that an initial budget of 
$50,000 has been allotted for NIS. 

NIS will function as a department 
of ANPA and will be located in the 
association’s New York office. A full- 
time NIS manager will work under the 
direction of the ANPA general manager. 
Operation by Sept. 1 is planned. The. 
NIS program will have two objectives: 
to create and maintain a better under- 
standing of the daily newspaper and 
its functions in the social and economic 
life of the individual, the community 
and the nation, and second, to cultivate 
the active interest of young people in 
newspaper careers. 


@ Media reports 


They’re KHIP ® With its change from a 
diversified program format that includ- 
ed sports, nostalgic old 78 rpm records, 
witty disc jockeys, show tunes and jazz 





to an all-jazz schedule, KPUP | FM) 
San Francisco has become KHIP | FM), 
With nothing but jazz from 7 a.m. to 
1 a.m., KHIP hopes to capitalize on 
what has been the most popular part of 
its previous programming. Jimmy 
Lhons of the Monterey Jazz Festival 
will conduct a two-hour nightly pro- 
gram and Ralph J. Gleason, author, 
columnist and jazz authority, will be in 
charge of a 60-minute show nightly, 
Live as well as recorded broadcasts are 
planned, with pickups from _ various 
clubs in the Bay Area. 


New San Diego fm ® KPRI-FM San 
Diego signed on the air June 26, the 
eighth fm operation in that city. Law- 
rence Shushan is president and man- 
ager of the new station, which broad- 
casts at 106.5 mc with 25 kw. He has 
stated that the present 16-hour broad- 
cast day will be expanded to 24 hours 
“in the near future.” The format is 
described by Mr. Shushan as “variety 
. . . good listening music, women’s and 
children’s programs, programs featuring 
record albums by top comedians, movie 
and Broadway show albums, light 
classics and dinner music.” The station 
is equipped for stereo broadcasting. 
Offices and studios are at 2850 Fifth 
Ave., San Diego 3. 


News moves ® CBS-TV news bureau, 
New York, now located in the Grand 
Central Bldg., which will be razed, is 
reported to have leased the entire 29th 
floor and a portion of the 28th floor of 
the Graybar Bldg. 


KBS adds 20 ® Keystone Broadcasting 
System announced June 30 it has signed 
20 new affiliates: KBRI Brinkley and 
KBHC Nashville, both Arkansas; KHSJ 
Hemet, Calif.; KGEK Sterling, Colo; 
WQXQ Daytona Beach and WSRA 
Milton, both Florida; WKLE Washing- 
ton, Ga.; KYME Boise, Idaho; WMIC 
St. Helen, Mich.; KEYL Long Prairie, 
Minn.; WXTN Lexington, Miss.; 
KTNC Falls City, Neb.; WBMT Black 
Mountain and. WCNF Weldon, both 
North Carolina; KEYD Oakes, N.D.; 
WWCH Clarion, Pa.; WCAY Cayce- 
Columbia, S.C.; WLIJ Shelbyville, 
Tenn.; KARI Blaine, Wash., and 
WCLG Morgantown, W.Va. 


News internship ® Winners of the 
1960 Westinghouse Broadcasting Co. 
Electronic News Internships have been 
added to the staffs of three WBC sta- 
tions for the summer. The purpose of 
these honors is “to single out potential 
creative manpower from the nation’s 
universities and colleges for future em- 
ployment in one of (WBC’s) 11 sta- 
tions,” according to Paul O’Friel, gen- 
eral manager of WBZ Boston. The in- 
ternes will be supervised and instructed 
by experienced newsmen and will also 
write and edit news. Kenneth Knox of 
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Success story: correspondence school help 


How good are “correspondence 
school” broadcasters? More and more 
station operators are asking this ques- 
tion as graduates of study-by-mail radio- 
tv schools pour into the market each 
year. 

Within the past ten years, more than 
350 tv and radio stations have hired 
graduates of correspondence courses as 
beginning employes. Hired as men-of- 
all-work or gal-Fridays by broadcasters 
hard-pressed for novice help, they have 
advanced to posts as announcers, senior 
cameramen, transmitter and station en- 
gineers, and even directors. 

The best evaluation of the home- 
study graduate as a station employe 
comes from the broadcasters. KLZ-TV 
Denver has stated that a woman grad- 
uate “has been a valuable asset in our 
continuity department.” WDAY Fargo, 
N.D., has hired two, advanced one to 
senior cameraman, the other to sales- 
service manager. 

WREX-TV Rockford, IIl., comment- 
ed, “The length of ‘break-in’ time is a 
good indication of the value of a direc- 
tor’s training and experience.” A home- 
study graduate hired by WREX-TV was 


able to take over directorial duties dur- 
ing his first week with only a few days 
indoctrination. 

Plaudits are heaped upon the gradu- 
ates by most broadcasters who hire 
them. Station operators are finding that 
the correspondence school employes 
often have stronger motivation to suc- 
ceed, come to their jobs informed and 
with the basic tenets of broadcasting 
already in mind. 

The National Home Study Council 
in Washington, D.C., reports that tv 
and radio courses are among the most 
popular offered by correspondence 
schools. Some of the schools provide 
resident training to finish up broadcast- 
ing courses given by mail. Most of 
these have completely equipped radio 
and tv facilities available for training 
purposes. One school, Northwest, has 
three such operations going in Portland, 
Ore., Hollywood and Chicago. 

The best tribute to the “mail order” 
broadcaster, and the schools which train 
them, comes from those station oper- 
ators who have hired one as a beginner, 
then hired others. And this seems to 
be the rule rather than the exception. 





Northwestern U. has joined the WBZ- 
WBZA news staff; Gary Schmedding is 
interne at KDKA Pittsburgh and Tom 
Bryson, both of the U. of Missouri, at 
WPIX (TV) San Francisco. All three 
are journalism students. 


Single card ® WAME Miami has 
adopted a single rate card effective July 
1, The station claims that increasing 
criticism of the industry practice of 
maintaining separate cards for national 
and local advertisers prompted the 
move. In making the announcement, 
General Manager Ted Wilson also stat- 
ed that there will be no triple spotting 
on WAME at any time. 


All-Spanish outlet ®" WHOM New 
York, which has devoted part of its 
broadcast day to Spanish programming 
since 1947, has become the market’s 
first full-time Spanish language station, 
with 18 hours of Spanish programs a 
day (6 a.m.-midnight). 


Perimeter network ® Cliff Johnson, 
Chicago air personality formerly as- 
sociated with several local stations, an- 
nounced the formation of a Chicago- 
land Perimeter Radio Network, de- 
signed to appeal to housewives. Network 
will include WTAQ LaGrange. WEAW 
Evanston and WRMN Elgin, all Illinois, 
and will carry Cliff Johnson women’s 
interview program produced by Marvin 
E. Tench Adv. 
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Moving day in Bangor ® WLBZ 
Bangor, Me., has moved from its 30- 
year-old quarters on Main St. to its 
modern Radio Bldg. on Outer Broad- 
way. The new facility, designed by 
Eaton W. Tarbell & Assoc., houses stu- 
dio, a production center, newsrooms, 
offices and the transmitter. 


Now its 104 ® KVIP-TV Redding- 
Chico, and KVIQ-TV Eureka, both 
California, have signed as _ primary 
affiliates of ABC-TV, bringing the net- 
work’s total to 104. The two stations, 
currently NBC-TV primary affiliates, 
will continue to carry some of NBC’s 
programs after the new ABC-TV con- 
tract becomes effective on Jan. 1, 1961. 


Safety first " The 11 radio stations in 
Baltimore are cooperating in a cam- 
paign to reduce the number of pedes- 
trian traffic deaths. It is planned that a 
total of 67,000 safety announcements 
be broadcast in a one-year period. The 
monetary value of this donated time 
would exceed $250,000. Under this 


schedule each radio station will carry. 


such an announcement each hour of 
the broadcast day. Baltimore advertis- 
ing agencies are cooperating with the 
11 stations with each furnishing a 
minimum of 50 announcements built 
around specific safety problems. 


Crusatle changes name ® The Crusade 
for Freedom, which supports Radio 
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Free Europe beaming programs to coun- 
tries behind the Iron Curtain, will con- 
duct all fund-raising operations from 
now on under the name Radio Free 
Europe Fund, according to W.B. Mur- 
phy, campaign chairman and president 
of Campbell Soup Co. He said the 
change will make it easier for the pub- 
lic to associate the fund with the work 
it does and that the organization’s pur- 
pose remains unchanged. 


Prizewinner ® Warren Doremus, news 
and program director of WHEC Ro- 
chester, was honored by the New York 
State Bar Assn. for the station’s four- 
part series called Pursuit: of Liberty— 
Our Freedom Under Law. The pro- 
gram was produced in cooperation 
with the Monroe County Bar Assn. and 
presented three Rochester lawyers who 
gave their views on how the law guar- 
antees individual civil liberties. This is 
the first year the New York group has 
presented an award specifically for 
radio and tv. , 


Quick relief * Collins Radio Co., Cedar 
Rapids, Iowa, acted swiftly to come to 
the aid of KFSA Fort Smith, Ark., 
when the station was struck by light- 
ning, knocking out all transformers 
and meters. The company dispatched 
a 20V-2 transmitter which arrived the 
day after it was sent. KFSA and Col- 
lins field service engineers installed the 
off-the-shelf transmitter while the sta- 
tion continued to operate with an 
emergency 50 watt transmitter. Four 
days later regular operations were re- 
sumed. 


All-night bandstand ® WRCV Phila- 
delphia has extended its broadcast 
schedule to 24 hours per day, five days 
a week. The plan was activated by 
listener acceptance of the station’s 
“big band music” policy, according to 
Station Manager T.E. Paisley. Tom 
Reddy will be host of the 12:30-5:30 
a.m. show, which will be sponsored by 
Anheuser Busch, maker of Budweiser 
beer, for the five hours. D’Arcy Adv., 
St. Louis, represents Budweiser. 





Radio treks, too 


Coincident with a report from 
the U.S. Census Bureau that near- 
ly two-thirds of the increase in 
the population in the U.S. since 
1950 has been in the suburbs, the 
Radio Advertising Bureau claims 
that “radio currently is running a 
full 72% ahead of newspapers” in 
penetrating U.S. suburban areas. 

RAB bases its claim on a study 
conducted in 10 metropolitan cen- 
ters from coast to coast. The sur- 
vey found that newspapers cover 
78.1% of families in the city 
zone but penetrate less than half 
(48.2) of families in suburbia. 
Radio, the survey points out, 
reaches more than 80% of fami- 
lies, both city and suburban. 
Cities covered in the survey in- 
clude Baltimore, San Francisco- 
Oakland, Miami, Philadelphia, 
Providence, Boston, Buffalo, Chi- 
cago, Detroit and Los Angeles. 











Arizona scholarships ® Four $500 
radio-tv scholarships, two for students 
at the U. of Arizona and two for stu- 
dents at Arizona State U., were pre- 
sented to the presidents of the two uni- 
versities during the spring meeting of 
the Arizona Broadcasters Assn. in 
Tucson. Two of the awards, one to 
each institution, were given by ABA. 
The Metropolitan Phoenix Broadcast- 
ers gave one award to ASU, located in 
its area; the Tucson broadcasters gave 
their award to U. of A. in their city. 


WCCO scholarship * WCCO-TV Min- 
neapolis will award a four-year $1,200 
scholarship to a beginning freshman in 
the field of radio-tv at Minnesota U. 
In making the announcement, F. Van 
Konynenburg, the station’s executive 
vice-president, said this was the first 
scholarship to be used specifically in 
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the School of Journalism and that the 
station plans to award a similar scholar. 
ship annually. 


Revamped ® KITE San Antonio has 
opened new studios in the Calvert 
Bldg., 535 S. Main Ave., Suite 301, 


NAEB going live? ® Possible forma- 
tion of a live radio network for non- 
commercial stations will be explored 
at a seminar to be held by the National 
Assn. of Educational Broadcasters at 
the U. of Wisconsin in Madison July 
17-21. Approximately 45  representa- 
tives of NAEB member stations are 
expected to attend the meeting. Gen- 
eral network operation, including such 
aspects as financing, programming and 
engineering, will be discussed. 


Power boost ® WSYR-FM Syracuse, 
N.Y., plans to boost its power from 10 
kw to 100 kw. Construction is under- 
way. Under the direction of Albert J. 
Eicholzer, WYSR chief engineer, the 
present 84-foot, four-bay antenna is be- 
ing replaced by a 245-foot, eight-bay 
antenna. It is expected that the greater 
power will double the station’s present 
coverage area. The changeover will take 
about three months. 


Newest WANN #® The newest fm out- 
let in the Baltimore-Annapolis-Washing- 
ton area is WANN-FM Annapolis, Md., 
sister station to WANN. Operating on 
107.9 mc with 20 kw power, the new 
station features semi-classical music, 
show tunes, light opera and standards. 
It operates from 5 p.m. to midnight 
daily. 


Fm move ® WXFM (FM) Elmwood 
Park, Ill., announces the move of its 
general offices and some studio facilities 
from that suburb to Chicago’s Fine Arts 
Bldg., 410 S. Michigan Ave. (Tel.: Wa- 
bash 2-1000). 


New Illinois station ® WJRL Rock- 
ford, Ill., a 500 watt daytimer, signed 
on the air June 18. The station op- 
erates on 1150 ke and will serve 11 
counties in northern Illinois and south- 
ern Wisconsin with a population over 
600,000, according to John R. Living- 
ston, president and majority stockholder 
in the licensee, Town & Country Radio 
Inc. WJRL uses a format of good music, 
news and farm coverage. Its policy is 
one rate for national and local ac- 
counts, according to Mr. Livingston. 


WIVY has new studios 


A new home and new remote geaf 
are the latest additions to WIVY 
Jacksonville, Fla. The station has com- 
pleted its move into a new $110,000 
building at 1639 Atlantic Blvd. near 
the downtown section of Jacksonville. 
New equipment for the 1050 kc station 
includes a new 1 kw transmitter. 
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39% GAIN 
Tv revenues rise 
in Great Britain 


Television Press Agency Ltd., Lon- 
don, an associated service of A.C. Neil- 
sen Co. Ltd., has released the May fig- 
ures for British commercial tv which 
show a 39% increase over those of 
May 1959. The information is compiled 
from TPA’s independent monitoring 
service and is calculated from contrac- 
tors’ rate cards excluding agency and 
frequency discounts. The contractors’ 
revenues: 


Contractor 


AR London 
ATV London 
ATV Midland 
ABC Midland 
Granada North 
ABC North 
STV Scotland 
TWW Wales & 
West 
Southern 
Tyne Tees 
Anglia (On air 
October 1959) 
Ulster (On air 
October 1959) 


Total revenue 


May 1959 May 1960 Increase 
£1,054,858 £1,424,067 35% 
570,630 652,595 14% 
541,330 691,150 28% 
289,379 357,270 24% 
888,809 1,305,016 47% 
421,205 521,889 24% 
302,821 394,154 30% 


298,516 
288,919 
229,615 


393,440 
430,320 
332,625 


32% 
49% 
45% 
191,506 


—% 


83,040 
£6,777,072 





£4,886,082 


Radio-tv ads used 
to overcome illiteracy 


For advertising popular consumption 
products, radio and television are 
chiefly used in Venezuela, according to 
J. E. Montgomery, assistant commer- 
cial secretary at the Canadian Embassy 
at Caracas. In a report to the Cana- 
dian government he points out that 
“radio offers the best opportunity of 
reaching the largest possible audience 
and assists in overcoming the illiteracy 
handicap. This is particularly true of 
the interior, where the highest rates of 
illiteracy occur and which is easily 
reached by radio. 

“There are about 45 broadcasting 
stations in Venezuela, of which most 
are independent and exclusively local. 
Three radio networks with six stations 
are in operation throughout the coun- 
try; these stations reach approximately 
250,000 radio sets. All radio broad- 
casts must be made using Venezuelan 
artists and material exclusively. 

“Television is a particularly popular 
medium. Local advertisers have not 
been slow in realizing the advantages 
of putting across their messages through 
a medium that combined both aural 
and visual impact. It has been found 
Particularly useful for consumer goods 
with a widespread appeal. 

“There are seven television stations— 
One government and four commercial 
in Caracas, one in Maracaibo, and one 
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in Valencia. Only one, however, can be 
received in the interior. There are 170,- 
000 tv sets. The programs consist of 
live drama, musical and variety shows, 
plus filmed U.S. programs. The foreign 
programs are dubbed with Spanish 
voices. Both live and filmed commer- 
cials are used. All commercial talent 
must be Venezuelan and licensed.” 

He also pointed out that there are 
a large number of advertising agencies 
in Venezuela, with branch offices. The 
majority charge a 20% gross commis- 
sion, others charge 17.65% on space 
and 15% on production if the billing is 
sufficiently large. 


Authors, CBC talk 


Negotiations for a new contract be- 
tween the Canadian Broadcasting Corp. 
and the Canadian Council of Authors 
and Artists, covering 1,600 actors, sing- 
ers and artists, have stalled. The con- 
tract, which expired last February, had 
been renewed to this month. The union 
claims there have been no increases in 
basic rates for five years. CBC offered 


two per cent increases in three of 12 
categories of performers and substan- 
tial decreases in four others. CBC 
spokesmen stated the corporation was 
prepared to continue negotiations for 
the new contract. 


Canadian BBG under 
fire from Parliament 


The Board of Broadcast Governors 
has been severely criticized in the Cana- 
dian Parliament at Ottawa for recom- 
mending a license for a television sta- 
tion to the Toronto Telegram, evening 
daily newspaper, with strong Conserva- 
tive party leanings. (The Conservative 
party is in power at Ottawa, and many 
of the BBG appointed members are 
Conservatives.) The Telegram has been 
licensed for the second tv station at 
Toronto. 


A Parliamentary Committee on 
Broadcasting has been set up to investi- 
gate the BBG, private broadcasters rep- 
resented by the Canadian Assn. of 
the government’s 
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Population 1,520,100 
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$1,761,169,000 
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Drug Sales $ 40,355,000 
Automotive Sales $ 299,539,000 
General Merchandise $ 148,789,000 
Total Retail Sales $1,286,255,000 
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midnight 7 days a week. 


KNOE-TYV 


Channel 8 
Monroe, Louisiana 


CBS e ABC 
A James A. Noe Station 


Represented by 
H-R Television, Inc. 





Photo: International Paper Company installation in Bastrop, Louisiana, including two of its 
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ducing multiwall bags. 








Canadian Broadcasting Corp. 

Criticism of CBC by opposition party 
members included the government’s ap- 
pointment of Robert L. Dunsmore last 
fall as CBC chairman. The appoint- 
ment was kept a secret for several 
months. CBC’s handling of public af- 
fairs programs was criticized as being 
“gutless.” Opposition members claimed 
CBC’s handling of provincial elections 
and other Canadian political events 
showed the CBC to be “scared stiff” 
following last year’s hearings before 
the Parliamentary Committee on Broad- 
casting. On the other hand, they say, 
CBC gives detailed and frequent cov- 
erage of foreign events. ~ 

Opposition members also _ singled 
out the sale of CKGN-TV North Bay, 
Ont., to Roy Thomson, Toronto, owner 
of a number of radio-tv stations and an 
international newspaper chain. The sale 
has yet to be approved by the BBG. 
Thomson owns CFCH North Bay. 


BBC Tv Centre opens 


The BBC launched its ultra new 
Television Centre in London on June 29 
with its first telecast as the first of seven 
studios under construction became op- 
erational. Calling his $45 million plant 
the largest and best equipped “fac- 
tory” in the world, BBC-TV Direc- 
tor Gerald Beadle said it would pro- 
duce 1,500 program hours a year and 
predicted the BBC would soon be the 
international counterpart in electronic 
programming of Hollywood in film. 
The BBC Television Centre occupies 
a 13-acre site in Shephards Bush, West 
London. Four more studios will be 
opened in the next year and the others 
later. Hugh Carleton Green, director- 
general of the BBC, called the Centre 
opening an important step in the evo- 
lution of public service broadcasting 
and mentioned color tv experiments as 
the latest in a progression that led to 
the BBC’s pioneering role in Eurovision 
and development of cable film trans- 
ocean transmission. 


Two Canada stations 
have British backing 


British television gained its first Ca- 
nadian foothold with a recommenda- 
tion on Tuesday by the Board of 
Broadcast Governors for a second Eng- 
lish language television station at Otta- 
wa and for a television station at Pem- 
broke, Ontario. The Granada Tv Net- 
work, London, England, has minority 
holdings in the new licenses awarded 
at Ottawa to Ernest L. Bushnell and as- 
sociates on ch. 13, and to CHOV Pem- 
broke, on ch. 5. Mr. Bushnell resigned 
as a vice president of the Canadian 
Broadcasting Corp. about a year ago. 
Four other applicants for the Ottawa 
station were turned down. CBC was 
denied a satellite station at Pembroke, 
one hundred miles north of Ottawa. 

CJCH Halifax, N.S., was recom- 
mended for a second Halifax television 
station on ch. 5. The sale of CKGN- 
TV North Bay, Ont., to Mrs. C.E. 
Campbell, Port Credit, Ont., daughter 
of international broadcaster and news- 
paper chain owner Roy Thomson, was 
approved. CKFH Toronto was recom- 
mended for a daytime power boost 
from 5-kw to 10-kw. CKCO-TV Kitch- 
ener, Ont., ch. 13, was recommended 
for maximum power increase to 325- 
kw video and 160-kw audio. 


British writer pact 


An agreement has been reached be- 
tween Great Britain’s Television & 
Screenwriters’ Guild and four of the 
country’s main independent tv pro- 
gramming commercial outlets which 
guarantees a minimum of £200 for a 
one-hour tv script. The agreement is 
the first involving minimum rates for tv 
writers and comes after several years of 
negotiation. The guild’s secretary has 
pointed out that all tv writers are pro- 
tected by the agreement whether or not 
they are members of that union. There 
are additional provisions for royalties 
based on the original selling price when 
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there is an option of reselling abroad, 
which will be paid regardless of whether 
such sale is consummated. BBC is not 
affected by the agreement. 


@ Abroad in brief 


Changing hands ® CKCR Kitchener, 
Ont., 31-year old station with 250 w 
on 1490 kc, owned by the widows of 
its two founders, has been bought by 
J. Irving Zucker, Hamilton, Ont., who 
last year was granted a license for 
CHIQ Hamilton. The transfer was 
sanctioned at a recent meeting of the 
Board of Broadcast Governors. 

CKCR also owned a quarter in- 
terest in CKCO-TV Kitchener. This 
has been sold to Carl Pollock, station 
manager, who had owned a quarter 
interest when the station was founded. 
Pollock now shares equal ownership 
of CKCO-TV with Canadian Famous 
Players Corp., Toronto, which owns 
major interest in CFCM-TV and CKMI- 
TV Quebec City, Que., and in the 
Toronto, Ont., pay-television opera- 
tion. 


Beer boom in Canada ® Liquor and 
beer companies have begun negotia- 
tions with the Canadian Broadcasting 
Corp. over possible fall programs, 
CBC officials at Ottawa announced. 
This follows new regulations for beer 
and liquor advertising recently an- 
nounced by the Ontario government, 
which until now has not permitted any 
such advertising on the air (BROAD- 
CASTING, June 6). Advertising agencies 
as well as a number of breweries have 
approached the CBC on sponsorship 
of fall football radio and television 
broadcasts and other sporting events. 


Rep. change ® CJBC Toronto, Ont., 
has dropped Stovin & Byles Ltd., To- 
ronto, as national representative, and 
will use the Canadian Broadcasting 
Corp. Toronto, commercial depart- 
ment’s staff as its representative. 


Block that rock ® The state-sponsored 
British Broadcasting Corp. and the 
commercial network, Independent Tele- 
vision Authority have come to similar 
conclusions about impending doom for 
rock ‘n’ roll. Two BBC rock programs, 
Drumbeat and Dig This, failed to win 
big audiences and ITA’s Wham! and 
Boy Meets Girl were also unsuccessful. 


Admiral down under ® Admiral In- 
ternational Corp. has completed ar- 
rangements for the manufacture of its 
tv receivers in New Zealand later this 
year. The sets will be produced under 
license by Collier & Beals, Wellington. 
The agreement marks the 10th foreign 
country signed thus far by Admiral for 
its receivers. Collier & Beals has three 
factories in Wellington and makes radio 
receivers and phonographs. 
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Broadcast Advertising 


Charles A. Pooler, senior vp at 
Benton & Bowles, N.Y., appointed 


member of executive committee of Ad- 
vertising 
city. 


Research Foundation, that 


Cecil K. (Mike) 
Carmichael, account 
supervisor at Benton 
& Bowles, N.Y., elec- 
ted vp. Mr. Car- 
michael, who joined 
agency’s publicity de- 
partment in 1947, be- 
came account execu- 
tive in 1956 and 
supervisor in 1958. Prior to joining 
B&B, he was assistant general man- 
ager, NBC owned & operated tv sta- 
tions. 





Mr. CARMICHAEL 


James N. Harvey, vp and creative 
director of Richard K. Manoff Adv., 
N.Y., elected senior vp. 





Mr. PEEBLER Mr. HOUNSHELL 


Charles D. Peebler Jr. and Russell 
E. Hounshell promoted to vps at Bozell 
& Jacobs, Omaha, Neb. Mr. Peebler 
will have charge of business develop- 
ment for agency’s 13 offices. Mr. Houn- 
shell is account executive specializing 
in food advertising. 


Stuart E. Hample, copy supervisor 
at BBDO, N.Y., and W.S. (Si) Mowat, 
Montreal office manager, elected vps. 


Lisle Shoemaker, partner in Tea- 
well & Shoemaker, elected president of 
San Diego Assn. of Advertising agen- 
cies. Orva H. Smith, radio-tv director 
of Phillips-Ramsey Co., elected vp; 
William Neitfield, owner of William 
Neitfield & Assoc., elected secretary. 


Billy James, director of advertising 
for Flamingo Films, N.Y., forms Ads/ 
Infinitum, pr and advertising service, 
located at 369 First Ave., N.Y. 


_ T. Peter Zachek, formerly advertis- 
ing manager of Associates Investment 
Co. to Jim Moran Assoc., New York 
and Hollywood publicity firm. He will 
cover midwest in conjunction with 


Product publicity for Studebaker-Pack- 
ard Corp. 


Anthony C. DePierro, special assist- 
ant to Sam M. Ballard, president, of 
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Geyer, Morey, Madden & Ballard, 
N.Y., appointed vp in charge of media. 


Larry Woolf to Graphic Pictures Inc., 
Chicago as producer-account executive. 
Formerly, he was agency supervisor at 
Dancer-Fitzgerald-Sample. 


James R. Frank- 
enberry, formerly vp 
and account  super- 
visor with Doherty, 
Clifford, Steers & 
Shenfield, N.Y., to 
Fletcher Richards, 
Calkins & Holden, 
that city, in similar 
capacity. 


Mr. 
FRANKENBERRY 


Harry Stoddart, copy supervisor at 
Kenyon & Eckhardt, N.Y., named tv 
group head on Ford Motor Co. account. 


John C. laniri, account executive 
and brand supervisor; Charles Jones, 
account executive, and William S. 
Robinson, account executive and brand 
supervisor, all promoted to account 
supervisors at Leo Burnett Co., Chi- 
cago. Messrs. Ianiri, Jones and Robin- 
son formerly were with Grey Adv., 
Maxon Inc. and Earle Ludgin & Co., 
respectively. 


Dale Dickson, formerly with Wil- 
liam Hart Adler Inc., and Ruth Green, 
previously with Wentzel & Fluge, both 
Chicago, to copywriting staff of R. 
Jack Scott, that city. 


Lawrence R. Mcintosh, executive 
vp and head of Grant Adv. Inc.’s De- 
troit office, has announced resignation. 


Dan Ryan, execu- 
tive director of com- 
mercial production at 
Tatham-Laird, Chica- 
go, and 25-year veter- 
an of advertising, ra- 
dio and theatre fields, 





. A announces _resigna- 

= tion effective Aug. 

Mr. RYAN 15. Mr. Ryan also 
was member of agency’s executive 


committee and strategy planning staff. 
At one time he headed commercial de- 
partment at Dancer-Fitzgerald-Sample, 
supervising Falstaff baseball broadcasts, 
and handled first experimental tv com- 
mercials for General Mills in 1947. 


The Media 


Robert C. Walker, WCHV Char- 
lottesville, elected president of Virginia 
Assn. of Broadcasters, succeeding Tom 
Chrisman, WVEC-AM-TV Hampton- 
Norfolk who becomes member of 
board. N. Wilber Kidd, WAYB 
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Waynesboro, elected vp with Hamil- 





ton Shea, WSVA-AM-TV_ Harrison- 
burg, succeeding Mr. Kidd. 


Elmer O. Wayne, 
formerly general sales 
manager of KFI Los 
Angeles, appointed 
general manager of 
KGO San Francisco. 
Prior to joining KFI, 
Mr. Wayne was vp in 
charge of sales for 
WIR Detroit. 





Mr. WAYNE 


Don L. Pierce, formerly radio-tv 
sales executive and air personality in 
North and South Carolina, joins WNCA 
Siler City, N.C., as general manager. 


John Walker, with Daren F. Mc- 
Gavren Co. Chicago, named manager 
of new St. Louis office. 


John J. Heetland, formerly account 
executive with KFDA Amarillo, Tex., 
to KIXZ, that city, as general man- 
ager, succeeding Ed Routt. 


Frank Merklein, formerly in techni- 
cal operations of NBC-TV, joins Tele- 
vision Bureau of Advertising, N.Y., as 
director of member sales presentations. 
Mr. Merklein will supervise color, 
black & white television tape recorder 
operations. 


Marc Bowman, formerly operations 
manager of KPQ Wenatchee, Wash., 
appointed manager of KGMG-FM 
Portland, Ore., which is slated to go 
on air middle of this month. 


Abe Voron, general manager of 
WQAL-FM Philadelphia, elected to 
third consecutive term as president of 
Communications Assn. of America. 


Richard Jungers, on sales staff of 
WMAQ Chicago, appointed executive 
in NBC Radio Spot Sales Central Div., 
that city. Before joining WMAQ, he 
was on sales staff of WGN Chicago. 
Ed Denten, formerly with Robert East- 
man & Co., station rep., Chicago, to 
WMAQ sales staff. 





Eugene N. Aleinikoff, formerly on 
legal staff of CBS-TV, joins National 
Educational Television and Radio 
Center, N.Y., as director of legal and 
business affairs. 


Tom Hanserd, formerly with 
WKRM Columbia, to WSM Nashville, 
both Tennessee, as operations man- 
ager. 


Lou Tappe becomes sales manager 
of WPNC Plymouth, N.C. C.T. West 
and Jesse Carroll join WPNC as news 
director and  announcer-personality, 
respectively. 


Hugh F. Del Regno, manager of ac- 
counting and budgets at NBC Owned 
Stations and NBC Spot Sales, promoted 
to director of business affairs, that di- 
vision. 


Robert Doherty, formerly with 
KROY Sacramento, to KRAK Stock- 
ton-Sacramento, Calif., as account ex- 
ecutive. 


Hollis M. Seavey, 
formerly radio _net- 
work newsman and 
Washington legislative 
representative, ap- 
pointed member of 
government affairs 
staff of NAB. Ap- 

pointment is part of 
Mr. SEAVEY NAB program to 
widen government relations activities. 
Mr. Seavey has been active in Wash- 
ington since 1946 except for part of 
last year when he owned and operated 
WCUM Cumberland, Md. 


Walter B. McQuillan joins Radio 
Advertising Bureau, N.Y., as national 
account executive. 


Kenneth L. Ross joins KFMB San 
Diego as account executive. 


Val Linder promoted from assistant 
program director to program director 
at WCCO Minneapolis. Wally Olson, 
music director, named assistant pro- 
gram director. 
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Gene King, formerly direcior of 
programming of Radio Liberty, joins 
WCBS New York as director of pro. 
grams. 


John R. Canty, 
acting station and 
commercial manager 
of WCCM Lawrence, 
Mass., appointed sta- 
tion manager of 
WCCM and WGHJ 
(FM), that city. Pre- 
viously, he was news 
director and program 
manager of WCCM. 


Mr. CANTy 


James J. Wychor resigns as general 
manager of WKEE-AM-FM (formerly 
WHTN) Huntington, W.Va. 


Arthur H. Simmers, formerly sales 
manager of WMCK McKeesport, Pa., 
to WOMP Bellaire, Ohio, as general 
manager, succeeding O.C. Halyard, 
named vp and general manager of 
WCMI Ashland, Ky. 


Richard G. Salerno, formerly com- 
mercial manager of KGLU Safford, 
to KCKY Coolidge, both Arizona, as 
general manager. Jim Garchow, air 
personality at KCKY, succeeds Mr. 
Salerno. Both stations are part of Gila 
Broadcasting Network. 


Richard Dreyfuss, formerly with 
KDKA-TV Pittsburgh in various ca- 
pacities, joins WSAZ-TV Huntington, 
W.Va., as program director. Mr. Drey- 
fuss, who joined KDKA-TV in 1950, 
previously was in program department 
of WMAQ Chicago and programming 
liaison manager to CBS-TV New York. 


Welles Hangen, with NBC News in 
Cairo, appointed head of new bureau 
in New Delhi, India. Tom Streithorst, 
formerly in Beirut bureau, succeeds Mr. 
Hangen. In other changes, William 
Boyle moves from New York to Lon- 
don, replacing John Chancellor who 
moves to Moscow to succeed Joseph 
Michaels who returns to New York. 


Lou F. Dennis named program di- 
rector of WATR Waterbury, Conn., 
succeeding Jordan Kaplan. Mr. Den- 
nis earlier (BROADCASTING, July 4) was 
incorrectly identified as Lou F. Daniels. 


John Brookman, formerly sales 
planning and promotion assistant at 
NBC-TV Central Div. network sales, 
to American Dairy Assn. as product 
program director. 


Peter Allen, formerly of WXYZ-TV 
Detroit, joins John Blair & Co., that 
city, as sales executive. 


Arthur King, announcer-producer at 
WEEI Boston, becomes director of 
community and public affairs. Freder- 
ick M. Cusick appointed news director. 
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Joe Roth, moderator of a lively 
noon hour discussion show on 
KWPC Muscatine, Iowa, very likely 
is one of the most influential and im- 
portant men in town. His broadcasts 
—over 2,000—have resulted in 
numerous civic improvements in 


JoE ROTH 
Rambler at work 





He won't be stopped 


Muscatine and the surrounding area. 
He has raised money, spearheaded 
school bond issues, conducted polls, 
and in general has led the fight for 
the will of the people. But Joe Roth 
does not move. He is paralyzed from 
the waist down, a victim of polio. 

Since 1953, when he _ began 
Ramblin’ With Roth, Joe has been 
a tireless public servant through 
broadcast facilities that KWPC has 
built in his living room. 

Ramblin’ With Roth has hosted 
various state and political digni- 
taries—once during a heated Iowa 
gubernatorial battle that Joe pre- 
dicted almost to the exact count. 
Discussions, which pretty much 
highlight Ramblin’ With Roth, “bring 
out the worst on both sides—and 
results,” says Joe, shown in photo 
with station manager George Volger 
(standing) as they discuss a point. 

But broadcasting itself does not 
end Mr. Roth’s job. He is a semi-ac- 
count executive—even has some 
regional accounts. And to top it off, 
Joe is the coordinator of Musca- 
tine’s 24 hour volunteer emergency 
rescue service and is a honorary 
fireman. Many think he’d run a good 
race as mayor. 








David G. Lee, formerly news direc- 
tor at WMSP-TV Minneapolis-St. Paul, 
joins WSUN-AM-TV St. Petersburg, 
Fla., in similar capacity. Irwin Brown 
named assistant news director. George 
E. (Chip) Collins, formerly news di- 
rector of WCLY St. Petersburg, joins 
WSUN-AM-TV_ as__reporter-photog- 
rapher. 


Stanley Bernard, formerly of WBAI 
New York, joins announcing staff of 
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SEE 


HAMILTON-LANDIS 
& ASSOCIATES, INC. 


MEDIA BROKERS 


Washington, D.C., Chicago, 
Dallas, San Francisco 


NATIONWIDE ® NEGOTIATIONS @ 
FINANCING ®@ APPRAISALS 





BROADCASTING, July 11, 1960 


WHLI Hempstead, N.Y. 


Robert W. White, formerly of 
WMCA New York, joins WMGM, that 
city, as supervisor of music. 


Jack Hartig and Mike Wilton join 
WABX-FM Detroit as engineer and 
chief announcer-promotion director, 
respectively. 


Bill Gittler, formerly with WVKO 
Columbus, Ohio, joins WERC Erie, 
Pa., as announcer. Gary Strobel and 
Edwin Meek join WERC as engineers. 


Arthur Fiedler, conductor of Boston 
Pops Orchestra, named “man of the 
year in music” by Better Music Broad- 
casters, nationwide organization com- 
posed of good music stations. 


Frank Sweeney, formerly disc 
jockey at WHOT Youngstown, to 
KYW Cleveland, both Ohio, in similar 
capacity. 


Hal Heller and George Sima, 
formerly of WPOM Pompano, Fia., 
and WHEN-TV Syracuse, N.Y., re- 
spectively, join WBAB Long Island, 
N.Y., as air personalities. 


Jay Barrington, assistant to general 
manager of WDAF Kansas City, re- 
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ceived Sam Casey Award from Kansas 
City Chapter of Society for Advance- 
ment of Management for “significant 
accomplishments in telecasting.” 


Richard A. Keating, manager of 
The Bolling Co.’s Boston office, elected 
president of Broadcast Executive Club 
of Boston. 


Martha Crane, women’s program 
director of WLS Chicago, honored 
with Headliner award of Theta Sigma 
Phi, national women’s journalism 
sorority. 


William H. Galbraith joins staff of 
CBS News in Washington. He had 
been with United Press International. 


Stuart Brent, Chicago book store 
owner and reviewer at WBKB (TV), 
that city, also signed for similar series 
by WLS there. 


Albert Voecks joins KTIV (TV) 
Sioux City, Iowa, as announcer. 


Don Armstrong, formerly of WGMA 
Hollywood, Fla., to WQAM Miami as 
air personality. 


Bill Bernard and Alan Douglas 
join KGBS (formerly KPOP) Los An- 
geles as announcers. Seymour S. Mer- 
rill and Allen Todd named members 
of news staff. 


Connie Balfour joins KUTT Fargo, 
N.D., as air personality. 


Lonny Starr, formerly of WNEW 
New York, joins WBIC Bayshore, 
N.Y., as air personality. 


Johnnie Rowe, formerly air _per- 
sonality at KOBH Hot Springs, S.D., 
to KTLN Denver in similar capacity. 


Dale Adkins, formerly air personal- 
ity at KLIN Lincoln, Neb., to an- 
nouncing staff of WAIK Galesburg. 


Mitchell Lebe, formerly disc jockey 
at WINS New York, joins WBIC Bay 
Shore, Long Island, N.Y., in similar 
capacity. 





Hi neighbor 


Mary Margaret McBride comes 
out of retirement today, July 11, 
to begin broadcasting three times 
a week over WGHQ Kingston, 
N.Y. The hour broadcasts will 
originate from her home in the 
Catskills, where she will interview 
local residents and notables. 

Harry Thayer, WGHQ’s man- 
ager and Martin Stone, president 
of the Herald-Tribune Radio Net- 
work, enlisted the longtime net- 
work radio personality (ABC and 
NBC) and assigned as her as- 
sistant WGHQ staffer Cay Con- 
way, who formerly worked with 
Miss McBride in New York. The 
show is called Your Hudson Val- 
ley Neighbor—Mary Margaret 
McBride. Early guests will in- 
clude Jinx Falkenberg and Tex 
McCrary, Eleanor Roosevelt, 
Gore Vidal and Fannie Hurst. 
Thirteen advertisers have signed 
for the show. 











C. Leslie Golliday, owner and opera- 
tor of WEPM Martinsburg, W.Va., 
elected mayor of Martinsburg. 


Ted J. Simon, formerly air _per- 
sonality at WPBN-TV Traverse City, 
Mich., to WCCW, that city, as pro- 
duction manager. 


Bartley W. Curran promoted from 
staff announcer-air personality to pro- 
duction manager at KGLO-TV Mason 
City, Iowa. 


Bernie Mann, formerly account 
executive at WADO New York, joins 
WPTR Albany, N.Y., in similar ca- 
pacity. 


Programming 


Drummond Drury, with Filmways 
Inc., N.Y., named vp in charge of 
photography. 


Interested in buying or selling Radio and TV Properties? 


When your business is transacted through 
the David Jaret Corp., you are assured of 
reliability and expert service backed by our 
37 years of reputable brokerage. 
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‘and Sciences, founded 


Walter J. Kaufman, formerly map. 
ager of business affairs at Punch Films, 
N.Y., named assistant to president of 
Flamingo Telefilm Sales, that city. 


Alan Barzman, writer for Preberg 
Ltd., Hollywood, resigns. Future plans 
call for completion of screen play and 
numerous free lance assignments. 


Edward J. Bro- 
man, vp of regional 
sales at Ziv-UA, Chi- 
cago, named vp in 
charge of Chicago 
sales department. Ray 
McGuire, formerly 
manager of North 
Central Div., Chi- 
cago, promoted to 
regional sales manager. Don Brogdon, 
previously division. sales manager, 
South Central Div., Dallas, named syn- 
dication sales manager, headquartering 
in N.Y. Jack Puler, spot sales manager, 
succeeds Mr. Brogdon as division man- 
ager, Dallas. Robert Reis, formerly ac- 
count executive, spot sales manager, 
chosen sales manager, Chicago. Mich- 
ael Kievman, spot sales manager, Chi- 
cago, named sales manager, Cincinnati, 


Mr. BROMAN 


James Orchard, formerly sales ex- 
ecutive at CBS Films, joins Lux-Brill 
Productions, N.Y., as account super- 
visor and director of client service. 


Jack Elliott, formerly national cre- 
ative director for W.B. Doner Co., De- 
troit, resigns to form own organiza- 
tion, Jack Elliott Productions Ltd. with 
offices in New York, Detroit, Las Vegas 
and Paris. New company will produce 
radio and tv commercials and _ indus- 
trial motion pictures. Address: 35 W. 
53rd St., New York, N.Y. Telephone: 
Circle 6-2274. 


Henry S. White, 
director of program 
procurement, Screen 
Gems, N.Y., named 
national sales man- 
ager. Mr. White, 
president of N.Y. 
Chapter of Academy ~~“ 
of Television Arts Mr. WHITE 
World Video Inc., in 1947. William 
Russell signs to direct first 10 episodes 
of Dennis The Menace and several 
stanzas of My Sister Eileen. William 
Sackheim to direct new hour-long 
Dan Raven, slated for NBC this fall. 
Matthew Rapf, producer of Two Faces 
West, becomes writer on all 39 epi 
sodes. 


Howard Rodman signs with Herbert 
B. Leonard as story consultant in cre 
ation of new material for The Naked 
City and Route 66, new hour-long tV 
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series to be seen on ABC-TV and 
CBS-TV, respectively, this fall. 


Henry G. Saperstein, packager of 
All-Star Golf, Championship Bowling, 
Ding Dong School and other tv pro- 
grams, becomes president of UPA Pic- 
tures, succeeding Stephen Bosustow, 
founder of UPA, who becomes board 
chairman and relinquishes active man- 
agement of company, which he will 
now serve as consultant. Peter Demet, 
Chicago packager (Major League Base- 
ball Presents and National Pro Foot- 
ball) becomes vice chairman of UPA, 
in which he and Mr. Saperstein have 
purchased controlling interest. 


Alice Young, formerly story editor 
of Perry Mason series for CBS-TV, 
named to similar position on new hour- 
long Michael Shayne series which 
debuts this fall. 


Equipment & Eng’ring 


Royal Little elected president of Tex- 
tron Electronics, N.Y., succeeding 
George W. Miller who becomes presi- 
dent and chief administrative officer 
of parent Textron Inc. Joseph B. Col- 
linson elected vp and treasurer, and 
Charles K. Mills named vp and as- 
sistant to president. 


W. Walter Watts, group executive 
vp, at RCA, N.Y., assigned executive 
responsibility over Home Instruments 
of RCA Victor Distributing Corp. 


Gerald F. Rester and Frank Gon- 
ales Jr. appointed eastern and south- 
western regional sales manager, re- 
spectively, for video products division 
of Ampex Corp., Redwood City, Calif. 


Ralph B. Knapp Jr. named manager 
of operations for Raytheon Co.’s dis- 
tributor products division, Westwood, 
Mass. He formerly was eastern zone 
manager. 


William H. Cotton, formerly man- 
ager of systems department at Fleisch- 
mann Mfg. Div., Standard Brands, 
N.Y., joins Reeves Soundcraft Corp., 
Danbury, Conn., as secretary-treasurer. 


Paul Wilson joins Crown Interna- 
tional, Elkhart, Ind. (tape recorders), 
as industrial and commercial repre- 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS p 
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sentative for Michigan, Ohio, West 
Virginia and western Pennsylvania. 


International 


Harold G. Burley, representative of 
CHCH-TV Hamilton, Ont., at Toronto, 
to commercial manager of CHCH-TV, 
succeeding J, Ray Peters, named man- 
ager of CHAN-TV Vancouver, B.C. 


Jack Dawson appointed program di- 
rector of CFRB Toronto. Bill Baker 
named director of operations. 


Louis Leclerc named program man- 
ager of CFCM-TV Quebec City. J.P. 
Riopel appointed publicity manager of 
CFCM-TV and CKMI-TV, there, and 
George Lovett becomes program man- 
ager of CKMI-TV. 


Roy Partidge, radio-tv director of 
Brooks Adv., Toronto, to copy chief of 
D’Arcy Adv. Agency, that city. 


William Tierney with National 
Broadcast Sales, Ltd., Toronto, station 
rep, to Radio & Television Sales, there. 


Jack Weatherwax, manager of 
CHEX Peterborough, Ont., elected 
president Peterborough Sales and Ad- 
vertising Club. Bill Williamson, 
CHEX, elected club’s bulletin editor, 
and Keith Packer, CHEX-TV, elected 
director. 


Irene Fowler, secretary to manager 
of CJOB Winnipeg, Man., elected 
president of Women’s Sales and Adver- 
tising Club of Winnipeg. 


Donald F. McLean, formerly farm 
director of CFAC Calgary, Allta., 
named farm service director of CJAY- 
TV Winnipeg, Man. 


P.D. (Doug) Scanlan, formerly with 
Northern Broadcasting Group, joins 
Broadcast Div. of A.C. Nielsen Co. of 
Canada Ltd. 


Government 


Walter Boehm, business analyst and 
program technician with U.S. Dept. 
of Commerce in Philadelphia, appoint- 
ed minority staff member of Senate 
Freedom of Information (watchdog) 
Subcommittee. 


Deaths 


Walter Sterne Davis, 63, records 
officer with FCC for 23 years, died 
July 1 after short illness. He joined 
commission in 1938 and worked in ad- 
ministrative posts until appointment 
last year as supervisory management 
analysis officer. 


Emmett R. O'Connell, 61, executive 
vp and director of Pepsi-Cola Co., died 
July 6 in New York Hospital following 
brief illness. 





ONE OF THE WORLD'S 
DISTINGUISHED RESTAURANTS 


ee 
575 Park Avenue at 63rd St 
NEW YORK 
LUNCHEON 
” COCKTAILS 
DINNER 
SUNDAY BRUNCH 
Open sé 


ven days a week 
BANQUETS & PARTIES 
(Oi d-Telh an @r-1gel-Minlelalele-s6) 


For Reservations: Michel 


TEmpleton 8-6490 


reel good 
listening! 
SCOTCH 


* BRAND 


tp \ re r 
ee 


For answers to your tape problems, see 
your 3M representative or write: 3M Com- 


pany, Dept. MBX-50, St. Paul 6, Minn. 
Mimmssora Mitaime ano acme — & 


“SCOTCH” is a registered trademark of the 3M Co., St. Paul 6, Minn. 











FANFARE 





Chance of a lifetime 


Sports Network Inc. and Videotape 
Productions of New York did a turn 
at selling the salesmen. They caught 
prospects at a relaxed moment during 
the all-day outing of the Sales Execu- 
tives Club of New York. Between ses- 
sions of golf and other games, mem- 
bers participated in another form of 
play. They made believe they were do- 
ing commercials before Sports Net- 
work-Videotape Productions cameras, 
the former company providing remote 
crews and the other personnel. 

As salesmen pitched their products 
before a live audience of colleagues, 
others in an adjoining bar area watched 
on monitors. The tape was played back 
after each spiel. Announcer Rex Mar- 
shall, more accustomed to appearing in 
front of cameras for Esso, Gleem, Reyn- 
olds Aluminum and other products, was 
content to act as m.c. for the Sales Ex- 
ecutives’ show and let talent take its 
chances on the closed-circuit. 

Although the feature was _pro- 
grammed just before dinner, it lasted 45 
minutes and drew a house of 850. 
Pitchmen in the programmers’ presenta- 
tion included John W. Hubbell, mer- 
chandising-advertising vice president of 
Simmons Mattress Co.; Robert S. Lar- 
kin, chain store sales director, Philip 
Morris Inc.; Col. Edward P. F. Eagan 
(Olympic Committee) of the law firm 
Fennelly, Eagan, Nager & Lage; W. A. 
Garrett, AT&T market engineering and 
Robert M. Graham, field sales manager 
of Indian Head Mills Inc. 


WINS’ key to happiness 


WINS New York is promoting apart- 
ments in the new Park West Village 
there with a contest that calls for lis- 
teners to send their old keys to the 
station, one of which will be good for 
a year’s lease to one of the develop- 
ment’s apartments. The winner of the 





“Keys to Happiness” contest will be 
named Aug. 7, when all the keys re- 
ceived by WINS, tagged with the 
sender’s name, will be spread on the 
ground in front of the apartment proj- 
ect’s rental office. A 20-story crane, 
manned by five blindfolded steeple- 
jacks, will dip into the pile to pick the 
winner. 


A Creole style wake 


KFMB-FM San Diego celebrated a 
switch in format rather lugubriously by 
holding a Creole wake, complete with 
Dixieland band. The last rites were for 
a jazz format; at the end of the funeral, 
the station’s “Golden Girl” descended 
from a helicopter to usher in the new 
“golden sound of refined musical fare,” 
according to KFMB-FM. Over 200 San 
Diego ad agency and press people at- 
tended, with some of the agencies fall- 
ing into the spirit of the occasion by 
sending funeral sprays. Each “mourner” 
was supplied with his own jug and a 
black armband at the Mission Valley 
Inn. The funeral oration in the Mission 
Hills was delivered by Deacon Jack 
Keiner, the station manager. There- 
upon the “spirit of the deceased,” a 
helium balloon with wings, ascended 
heavenward and the Golden Girl ap- 
peared on the scene. 


A sure thing 


Storer Broadcasting Co. changed the 
call of its Los Angeles station from 
KPOP to KGBS—at 5 p.m., June 29. 
At the same time, the station increased 
its power to 50 kw and changed its 
program format to “the sound of music 
over the city of angels” (show tunes of 
the Jerome Kern, Rogers and Hammer- 
stein variety plus subdued swing). The 
change was accompanied by all of the 
usual promotion activities, including a 
cocktail party for advertisers and agen- 
cy executives held under a gaily striped 








——., 


marquee pitched alongside the KGBS 
offices and studios. 

But KGBS added a piece of flack. 
ery not to be found in the average 
glossary of promotional gimmicks. Op 
June 28, John J. (Chick) Kelly, director 
of advertising and promotion for KGBS, 
notified each Southern California radio 
editor or columnist that on June 30, 
Hollywood Park racetrack was running 
the “KGBS Special.” “We are purchas- 
ing a $2 win ticket for you on post posi- 
tion Number — in the sixth race. As 
soon as the horses have been assigned 
post positions, we will wire you the 
name of your horse. Should your horse 
win, you will be mailed a check for the 
amount of your winnings; should he 
lose, you will be mailed a $2 win ticket 
that can go right into your wastebasket. 
Should your entry be scratched, we'll 
mail you the $2 and you live to bet an- 
other day.” 

On July 1, BroapcasTiNnc’s Holly- 
wood editor received one of the losing 
tickets with a letter listing the winners 
and losers and hoping “this doesn’t start 
you off on a sinful life.” 


Trans-Canada radio trip 


Daily ten-minute broadcasts for a 
month are being heard on the Trans- 
Canada Network from a trio of Cana- 
dian Broadcasting Corp. commentators 
and engineers making a trip across 
Canada on the new Trans-Canada High- 
way, which is nearing completion. The 
trio started out on June 28 from St. 
John’s, Nfld. for the nearly 5,000-mile 
transcontinental trip to end July 28 at 
Victoria, B.C. They are traveling ina 
1960 Chevrolet Impala (General Mo- 
tors of Canada, Oshawa, Ont., is spon- 
soring the programs) and are carrying 
300 pounds of broadcast tape record- 
ing equipment and baggage. 

The Trans-Canada Highway, the first 
all-paved road across Canada, has been 
a decade in the building, and has al- 
ready cost $900 million. The CBC trio 
will travel about 170 miles a day and 
do their broadcasts from a different 
city each day. 


‘Millionaire’ for a day 


Checks made out for $1 million each 
were sent to advertisers and prospec- 
tive advertisers by KXLR Little Rock, 
Ark. None of them were signed, but a 
letter explained how some listener 
would become a millionaire for one 
day. He would be entitled to 5% in- 
terest on the millon for one day (about 
$136) as well as to a chauffeur and 
Cadillac, a butler or maid, a_ baby 
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Radio fan mail changes with the 
phases of the moon. In unsolicited 
requests, listeners most often write 
asking money or offering marriage. 

These were some of the trends 
noted at a symposium on fan mail 
in New York by the manufacturer 
of Eveready batteries as part of Ever- 
eady’s “Portable Radio Month” pro- 
motion for the area. Representatives 
came from stations and networks to 
be toasted as “unsung heroines” 
(there were two heroes, too) and to 
exchange fanmail trade talk at a 
luncheon meeting June 28. Cartoon- 
ist Roger Price, presided. 

Eveready also took the opportunity 
to introduce Miss Portable Radio of 








What the fans write 


1960, Teddi Thurman of NBC’s 
Monitor. It was the local climax of 
an annual promotion that Eveready 
stages in some 20 markets around 
the country. 

In addition to money and mar- 
riage, radio fans most often write for 
pictures of air personalities, to ask 
for silence or for a radio job, 
Eveready’s guests replied to a poll. 
This is discounting serious response 
to radio offers. 

Fan mail expediters offered these 
as samples from their collections of 
“weird” requests: A listener had 
twins and wanted to know what to 
do. One wanted Beethoven to write 
a 10th symphony. Another wanted 


Indonesian cricket scores on news 
programs. And when a station of- 
fered copies of El Greco’s picture, 
“A View from Toledo,” one listener, 
already familiar with Toledo, asked 
to have instead “A View from Cleve- 
land.” 

As for the psychological side of 
fan mail, one station staffer said 
families of sick listeners sometimes 
are contacted with suggestions for 
medical help. Another mail jockey 
generalized that writers most bitter- 
ly critical of talent often are the 
most faithful listeners. Inmates of a 
jail wrote NBC to proclaim Monitor 
the “convicts sputnik, our only 
escape.” 








sitter and a night on the town for two. 

The lavish one-day accommodations 
were to go to the first listener who 
could identify all elements of a com- 
posite commercial made up of 10 dif- 
ferent commercials broadcast by KXLR 
during a specific two-day period. The 
station’s letter pointed out to the ad- 
vertiser that everyone would be listen- 
ing to all commercials very carefully 
during that period. 


gw Drumbeats 


Crown Chicago winners ® The win- 
ning team of the Crown Stations’ Treas- 
ure Hunt (BROADCASTING, June 27) for 
Chicago agency buyers included Lin- 
coln Bumba, Leo Burnett Co.; Dale 
Arvidson, Grubb Adv.; Larry Claypool, 
J. Walter Thompson Co.; Elliott John- 
son, McCann-Erickson, and Francine 
Goldfine, Arthur Meyerhoff Assoc. Men 
buyers all won RCA color tv sets, while 
Miss Goldfine won a Volkswagen auto- 
mobile. 


Swap ® KFWB Los Angeles has of- 
fered the schoolchildren in its area new 
pencils for old. The station announced 
that if a child contributed the old pen- 
cils he had used in school this year so 
they could be sent to friendly countries 
where there are shortages of pencils, it 
would send brand new KFWB pencils 
to replace the old ones before school 
begins in the fall. In one week, 15,000 
old pencils were received. 


Royal room service ® WBAL-TV 
Baltimore made a housewife’s dream 
come true when she was served break- 
fast in bed (by an air personality). The 
lady had expressed her wish on the 
One O'Clock Show on an opinion 
panel. She said she preferred luxury 
hotels to rustic lodges because there 
one could have breakfast in bed—a 





treat she said she had never enjoyed. 
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Bob Jones, m.c. of the show, arranged 
for a caterer to prepare the breakfast 
of her choice. On the appointed day 
the lady’s house was thronged by 
friends and well-wishers as she partook 
of the lavish meal in regal fashion. 


Appreciation ® Early this year pro- 
fessional artists from WCCO-TV Min- 
neapolis presented art students of the 
Minneapolis School of Art with ex- 
amples of some of the problems which 
station artists work on—trade ads, bro- 
chures and IDs. The students tried their 


hands at the work and the professionals 
were agreeably surprised. WCCO-TV 
adapted one brochure layout and com- 
mended many of the others. As a ges- 
ture of appreciation the station pre- 
sented the school with a Bolex movie 
camera and Zoomar lens, while express- 
ing hope there would be future inter- 
play between station and classroom. 


Guessing game ® A Philadelphia ad- 
vertising executive’s accurate guess of 
1,699,149 persons won the “South 
Florida Census Contest’ sponsored by 
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WTVJ (TV) Miami. Elmer Jaspan, 
vice president for radio-tv, Bauer & 
Tripp, who was awarded a vacation 
trip for two to Miami Beach, topped the 
more than 900 contest entries when he 
came up with the exact figure released 
as the official census population of the 
area. WITVJ (TV), which aimed its 
census contest among some 2,500 na- 
tional agency and client personnel, had 
asked them to guess the combined 
population total for the 12 counties in 
the station’s coverage area. The new 
figure reportedly represents a 109% 
increase over the 1950 census figure of 
815,299. 


On the track ® WNBC-AM-TV New 
York has sent a switch engine desk 
piece to timebuyers and clients through- 
out the country with a note stating: 
“You're on the right track when you 
switch to NBC—WNBC-TV §$ and 
WNBC Radio . . . Happy railroading— 
and broadcasting.” The switch engine 
model has the stations’ call letters im- 
printed and is intended to serve as a 
reminder to timebuyers and clients. 


Boat race ® Six Seattle radio stations 
were represented by 12  two-oared 
boats manned by disc jockeys in a 200- 


yard race on Lake Washington recent- 
ly. Dave Robinson, program manager 
of KOMO, was first under the wire and 
promptly claimed a world’s rowboat 
speed record for the course. He was 
awarded an ornated gold hand, com- 
plete with blisters—the Blistered Palm 
Trophy. The race was part of the Fam- 
ily Boating Festival sponsored by local 
civic organizations, which have prom- 
ised to make the “thrilling” event an 
annual affair. Other radio stations com- 
peting were KAYO, KING, KJR, KOL 
and KVI. 


‘Copter capture ™ WSB Atlanta was 
able to help capture an escaped prisoner 
in less than five minutes with the aid 
of its traffic helicopter. During a 
routine morning run (7-9 a.m.), the 
‘copter patrol (newsman Ted High- 
tower and Louis Pendergast of the At- 
lanta Police Dept.) heard a police 
broadcast of a city prisoner who 
jumped a work detail truck. Rushing 
to the scene, the "copter spotted the 
suspect about a mile from the dragnet 
and notified the authorities who picked 
him up. 


KELP’s jumpathon ® KELP Ei Paso, 
Tex., in an unusual stunt to promote 
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the opening of a new trampoline center 
in that city, staged a jumpathon among 
its disc jockeys. Results: Three succes. 
sive world jumping records and a crowd 
of more than 2,000 persons, assuring 
the officials of the trampoline center 
a successful opening. Dick Spangler, 
KELP disc jockey, in 2 hours and 17 
minutes jumped 13,169 times for which 
KELP is claiming the world record, 
Spangler also is said to have set an 
underwater broadcasting record. when 
he was a disc jockey in Hawaii. 


Triple threat = WEAV-AM-FM Piatts- 
burgh, N.Y., sponsored a contest for 
baseball-minded boys in the fourth 
through eighth grades with a day at 
Cooperstown’s Hall of Fame to the 
winner. The contest, run in conjuction 
with WEAV’s annual broadcast of the 
Hall of Fame ball game, required the 
entrant to write an essay stating which 
ballplayer active today he _ thought 
would be elected to the shrine and why. 
On the day of the game, the winner at- 
tened ceremonies at the Hall of Fame 
and met many immortals of the sport. 
He was the station’s guest at a banquet 
and in the afternoon watched the 
game between the Cleveland Indians 
and the Chicago Cubs. 











Station Authorizations, Applications 


As Compiled by BROADCASTING 


June 30 through July 6. Includes data on new stations, changes in existing 
stations, ownership changes, hearing cases, rules & standards changes and 
routine roundup. 


Abbreviations: 


DA—directional antenna. cp—construction 
permit. ERP—effective radiated power. vhf 
—very high frequency. uhf—ultra high fre- 
quency. ant.—antenna. aur.—aural. vis.— 
visual. kw—kilowatts. w—watts. mc—mega- 
cycles. D—day. N—night. LS—local sunset. 
mod.—modification. trans.—transmitter, unl. 
—unlimited hours. kc—kilocycles. SCA— 
subsidiary communications authorization. 
SSA—special service authorization —STA— 
special temporary authorization. SH—speci- 
fied hours. *—educational. Ann. Announced. 


New Tv Stations 


APPLICATION 

*San Antonio, Tex.—Southwest Texas 
Area Educational Tv Council, vhf ch. 9 (186- 
192 mc); ERP 316 kw vis., 158 kw aur.; ant. 
height above average terrain 966 ft., above 
round 830 ft. Estimated construction cost 
.235, first year operating cost $76,803 
revenue $78,000. P.O. address % Radio-Tv, 
U. of Texas, Box 8038, Austin, Tex. Studio 
location 1031 Navarro St., San Antonio, Tex. 
Trans. location Texas Farm Rd 306, north of 
New Braunfels, Tex. Geographic coordinates 
29° 50’ 12” N. Lat., 98° 07’ 02” W. Long. Trans. 
RCA TT-25BH, ant. TW-15A9. Legal coun- 
sel Cohn and Marks, Washington, D.C. Con- 


EDWIN TORNBERG 
& COMPANY, INC. 


NEGOTIATORS FOR THE PURCHASE AND 
SALE OF RADIO AND TELEVISION STATIONS 


EVALUATIONS 
FINANCIAL ADVISERS 





sultin 
Tex. 


engineer A. Earl Callum Jr., Dallas, 
on-profit, educational. Ann. July 1, 


New Am Stations 


APPLICATIONS 


Americus, Ga.—John T. Williams, 1250 ke, 
w D. P.O. address 834 W. Solomon St., 
gaa. Ga. ae Se gab ob) cost $14,- 
, first year operating cos ,000, revenue 
$35,000. Mr. Williams is 50% owner of WHIE 
Griffin, Ga. Ann. June 29. 
Casey, Iil—Paul Dean Ford, 800 kc, 250 
w D. P.O. address 4341 South Righth St. 
Terre Haute, Ind. Estimated construction 
cost $3,220, first year operating cost $25,000, 
revenue $30,000. Mr. Ford is employe of 
WMFT Terre Haute, Ind. Ann. July 1. 
East Syracuse, N.Y.—Wide Water Bcestg. 
Co., 1540 ke, 1 kw D. P.O. address 210 Con- 
cord Pl., Fayetteville, N.Y. Estimated con- 
struction cost $35,646, first year operating 
cost $83,000, revenue $90,000. Principals in- 
clude Claude A. Parton, Albert R. Webb, 
30% each, and others. Mr. Parton has been 
employe of various Syracuse stations. Mr. 
Sen ib = employe of WNDR Syracuse. Ann. 
e 29. 


Existing Am Stations 


APPLICATIONS 


KHOT Madera, Calif.—cC to increase 
power from 500 w to 1 kw, change from DA 
to non-DA and make changes in trans. 
eet (1250 kc). Ann. June 29. 

CV Redding, Calif—Cp to increase 
power from 1 kw to 5 kw, change studio lo- 
cation change from DA-1 to DA-2, install 
new trans. (600 kc). Ann. June 29. 

WVJS Ownesboro, Ky.—Cp to increase 
daytime power from 1 to 5 kw, make 
changes in DA system (DA-1 to DA-2) 
changes in ground system, and install new 
trans. (1420 kc). Ann. June 29. 

KEEE Nacogdoches, Tex. Cp to increase 
daytime power from 250 w to 1 kw and in- 
stall new trans. (1230 kc). Ann. July 1. 


CALL LETTERS ASSIGNED 


OP. 
alton Beach, Fla—Smith 
anged from WFBS. 
Gunnison, Colo.—Gunnison Bcstg. 


oO. 
WPGA Perry, Ga.—Radi A ed 
from WBBN.” po en 
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SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING July 6 


ON AIR cP TOTAL APPLICATIONS 
Lic. Cos. Not on air For new stations 
AM 3,443 45 89 839 
FM 706 35 163 142 
TV 473 61 76 110 


OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING July 6 


VHF UHF TV 
Commercial 453 79 532 
Non-commercial 35 12 -47 


COMMERCIAL STATION BOXSCORE 
As reported by FCC through May 31, 1960 


Licensed (all on air) 

CPs on air (new stations) 

CPs not on air (new stations) 

Total authorized stations 

Applications for new stations (not In hearing) 
Applications for new stations (in hearing) 
Total applications for new stations 
Applications for major changes (not In hearing) 
Applications for major changes (in hearing) 
Total applications for major changes 

Licenses deleted 

CPs deleted 


licenses. 





1 There are, in addition, ten tv stations which are no longer on the air, but retain their 


*There are, in addition, 38 tv cp-holders which were on the air at one time but are no 
longer in operation and one which has not started operation. 


AM FM TV 
3,423 661 472" 
56 66 58? 

86 163 74 

3,565 890 652 

634 80 43 

197 44 64 

831 124 107 

661 ag 37 

219 11 17 
880 55 54 

0 0 0 

0 0 0 











KREB Shreveport, La.—Radio Shreveport 
Inc. Changed from KENT 

KCLU Rolla, Mo Rolla Bestrs. 

WPEG Winston-Salem, N.C.—Reisenweav- 
er Communications. 

KRVC Ashland, Ore.—Faith Tabernacle 


Inc. 
ial Tazewell, Tenn.—Claiborne Bestg. 


WODI Vinton, Va.—WYTI In 
WT™ Tomah, Wis. ~ Tomah-Mauston 
Bestg. Co. Changed from WTOJ. 


New Fm Stations 
APPLICATIONS 


*San Francisco, Calif—U. of San Fran- 
cisco, 90.1 mec, 1.39 2 or” P.O. address % Rev. 
FJ. Spieler, S.J., U. of San Francisco, San 
Francisco, Calif. Estimated construction cost 
$1,250, first year operating cost $1,000. Non- 
commercial, educational. Ann. June 29. 

*San Mateo, Calif.—San Mateo Junior Col- 
lege, 90.9 mc, .273 kw. P.O. address Peninsula 
and Delaware, San Mateo, Calif. Estimated 
construction cost $37,000, first year operating 
cost $5,000. Non-commercial, educationa 
Ann. June 

*Pella, Ilowa—Central U. of Iow 
01 kw P.O. address 814 Peace, a 
Estimated construction cost $3,592, first year 
operating cost —s Non-commercial, edu- 
cational. Ann. uly i 

*Grand Rapids, Mich ——Regents of U. of 
Mich., 104.1 mc, 110 kw P.O. address 504 S. 
State *St., Ann Arbor, Mich. Estmated con- 
struction’ cost $59,515, first year os 
cost $18,000. Non-commercial, educationa 
Ann. June 29. 

Dover, N.J.—Drexel Hill Assoc., 103.1 mc, 
1 kw P.O. address Convent Station, NJ. 
Estimated construction cost $20,083, first year 
Operating cost $28,184, revenue $30,576. Sole 
owner, Peter L. ——, owns sound record- 
ing studio. Ann, July 1 

rion, Va.—Mountain Empire Bestg. 
Corp., 93.9 mc, 3.7 kw P.O. address Park 
Blvd., Box 470, Marion, Va. Estimated con- 
struction cost $22,661, ‘first Vax od operating 

st $6,000, revenue e $6,000. Principals include 
Pauline Collins, 57%, Robert C. Wolf- 
enden, 18%, Leon 7 BeVille, 14.57%, and 
others. Applicant |i 4 - sireeee of WMEV 

ion, a. ° 

Shorewood, Wis. teicet Lakes Bc 

bc 1003 me, .25 kw P.O. address 3514 
Oakland Ave., Milwaukee, Wis. Estimated 
construction cost $14,170, first year operating 
cost $36,000, revenue $42, 4 ———_ 
clude Harvey J. Kitz and Harold R. urphy, 
ual partners. Mr. Kitz is in printing. 

Doe has interests in WIGM Medfo: + ed 

a: Green Bay, both Wisconsin. Ann. 
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89.1 mc, 
a, Iowa. 


1960 


CALL LETTERS ASSIGNED 
KXJK-FM __ Forrest City, Ark.—Forrest 
City Bestg. Co. 
c es San Luis Obispo, Calif.—John 


an. 
KSC (FM) West Covina, Calif.—Pacific- 
South Bestg. Co. Changed from KDWC 
WIRA-FM Fort Pierce, Fla.—Indian River 


Bestg. Co. 
WsT (FM) St. Petersburg, Fla.—Donald 


Crawford. 
KBFI (FM) Boise, Idaho—Good Music 
— 

M Richmond, Ind. — Central 
Bestg. Co: 


‘orp. 

KCMB-FM Wichita, Kan.—James F. Kra- 
mer 

WKAY-FM Glawgow, Ky.—Glasgow Bestg. 


oO. 
WKOF (FM) Hopkinsville, Ky.—Penny- 
rile Bestg. Co. Changed from OA-FM. 
WQTI (FM) Detroit, Mich—560 Bestg. 


(FM) Grand Rapids, Mich.—Ot- 


‘MK 
tawa BBG HEM) De 
WB ackson, Mich.—Booth Bestg. 
Co. ag K... Waix (FM). 

KOLL (F 


yh eee City, Mo.—Radio Sta- 
tion KBKC I 


*KTSR (FM) Kansas City, Mo.—Nazarene 
OWTSB-FM Seminary Rad ° Corp. 
Lumberton, N.C.— Robeson 


Me FM Statesville, N.C. — Iredell 
WAVER Dayton, Ohio—WAVI Bestg. 
orp. 
*WDUB (FM) Granville, Ohio—Denison 
KIOO (FM) Oklahoma City, Okla—Nan- 
mar _ Inc. - 
WPCA-FM Philadel — Pa.—Young Peo- 
ple’s Church of Air 
.— -FM Greenville, S.C.—Bob Jones 
KPSD (FM) Dallas, Tex.—Prowell-Stroud 
10. 
KITY (FM) San Antonio, Tex ig eeenton 


Bestg. = Changed from KONO-F 
Milwaukee, Wis a 


Co 


Ownership Changes 
APPLICATIONS 

KAIR Tucson, m... .—Seeks transfer of 
control of KAIR Bestg. Co. from Jerome K. 
McCauley and Andrew J. Griffith, equal 

Tinta to Josephine Griffith and Andrew 

> Lee for $30,000. Miss 

Grittith is’ si r of Andrew J. Griffith and 
has no business interests. _ -€4 J 

KDOL Mojave, Calif—Seeks assignment 
of cp from Mojave Bestrs. to Forrest W. 
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EQUIPPING A RADIO STATION ? 


Get More Coverage 
With The RCA 
BTA-IR 1000-WATT 
AM Transmitter ° 


The ability of the BTA-1R 1000- 
watt AM transmitter to achieve 
and maintain a higher average 
level of modulation assures more 
program coverage. Simplified tun- 
ing, ease of installation, built-in 
provisions for remote control, and 
low operating cost make the RCA 
Type BTA-1R your best trans- 
mitter buy. 


Color styling adds harmony to 
station decor—a choice of red or 
umber gray. Whatever your equip- 
ment needs—SEE RCA FIRST! 


tion and descriptive literature to 
RCA, Dept. JB-22, Building 15-1, 
Camden, New Jersey. 


RADIO CORPORATION 
of AMERICA 
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99.957 


ACCURATE SPEED 


WIT ee 


TURNTABLES 





Fast acceleration and 99.95% perfect speed 
regulation of Collins Turntables assure you 
of highest fidelity — the closest possible re- 
production of the live performance in the 
recording studio. The accuracy of Collins 
Turntables is due to precision machining 
and a rim-driving, neoprene idler wheel, 
which does not affect the speed of the turn- 
tables even after years of normal wear. 


Collins TT-400 and TT-200 Turntables are spe- 
cially designed for radio broadcast use. They are 
available in four models: 12” or 16”, with syn- 
chronous or four pole motors. 


These dependable turntables are mounted 
on a strong, cast aluminum base. They 
feature a simplicity of design which re- 
quires only three moving parts in the drive 
mechanism. There is no complicated link- 
age system to break down or add to wow 
and flutter. 


Collins rim-driven turntables provide the 
fastest possible acceleration. For example, 
at 33-1/3 rpm, the 16” turntable comes to 
full speed in 1/10th of a revolution; the 
12” turntable attains full speed in 1/16th 
of a revolution. 


Write for complete literature on Collins 
Turntables; compare specifications and 
quality with any other turntable on the 
market; see why the best seller label is 
Collins. 





COLLINS RADIO COMPANY 
CEDAR RAPIDS e DALLAS e BURBANK 
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Ogan and Alta I. Ogan for $5,500. Alta Ogan, 
80% owner, is employe of food chain, For- 
rest Ogan, 20% owner, is employe of KISN 
Po. ‘Ore. Ann. June 

WLM (FM) Fort Lauderdale, Fla.—Seeks 
assignment of license from Harold H. Hem- 
inger to Findlay Pub g Co. for $50,000. 
Findlay is group headed by R.L. Heminger, 
president, and is licensee of WFIN-AM-FM 
oe, Ohio, and owner of White River 

Bestg. Co., licensee of WCSI Columbus, Ind. 
Ann. June 29. 

WJOB Hammond, Ind.—Seeks transfer of 
control of South Shore Bestg. Co. from 
David Smerline, Julian Colby, 25% each, and 
others, to Julian Colby, 50%, and others, for 
$27,000. Ann. July 1. 

WITB (TV) Bowling Green, Ky.—Seeks 
assignment of license from George A. Brown 
dr. to Argus Bestg. Co. ———— to corporate 
ownership with no financial consideration 
involved. Ann. June 29. 

WTYM East Longmeadow, Mass.—Seeks 
assignment of license from Springfield 

. Co. to Stanley Ulanoff for $140,000. 
Principals are Stanley Ulanoff, 30.11%, 
George Friedman, 15.05%, and 18 others. Mr. 
Ulanoff is in wholesale packaging materials. 
Mr. Friedman owns retail liquor store. Ann. 
June 29. 

KLOS Albuquerque, N.M.—Seeks transfer 
of control of B&M Bestrs. Inc. from E. 
Boyd Whitney, 60%, and George Oliver, 
40% to ~~ + Oliver, sole owner, for $45,- 
000. Ann. Ju 

WZIP Cincianatl, Ohio—Seeks transfer of 
control of Greater Cincinnati dio Inc. 
from Edward D. Skotch, Donald Balsamo 
and Monte Fassnacht, 333 14% each, to Carl 
H. Lindner, Robert D. Lindner and Richard 
E. Lindner, 3345% each, for $183,000. Pur- 
chasers are in dairy business. Ann. June 23. 

WCHI Chillicothe, Ohio—Seeks a 
of license from Chillicothe Bestg. to 
Court House Bestg. Co. for 300,600." » 
chasers are W. N. Nungesser, 57.36%, Wil- 
liam Kingsbury, 19.73%, and others. Court 
House Bestg. has interests in WCHO Wash- 
ington Court House and WKOV Wellston, 
both Ohio. Ann. June 29. 

WSRW Hillsboro, Ohio—Seeks transfer of 
control of Highland Bestg. Co. from Tom 
Archibald and estate of Mack Sauer, equal 
partners, to Tom Archibald as sole owner 
upon election of surviving partner to take 
business of parties under Ohio law. Ann. 
June 29. 

KWCO Chickasha, Okla.—Seeks assign- 
ment of license from Washita Valley Bestg. 
Co. to Bayard C. Auchincloss for $150,000. 
Mr. Auchincloss is teacher in private high 
school. Ann. July 1. 

KAGO Klamath Falls, Ore.—Seeks transfer 
of control of Gibson Radio Inc. from Riley 
Gibson, 52%, Marco Hanan, 18%, Douglas 
Anderson and George McConnell, 15% each, 
to Klamath Bestg. Co. for $202,000. Principals 
include A. J. Krisik, 42%, Theodore J. Wolf, 
28%, and others. Messrs. Krisik and Wolf 
have interest in KFIV Modesto and KFAX 
San Francisco, both California. Mr. Krisik 
is also 50% owner of KGYW Vallejo, Calif. 
Ann. July 1. 

WCRK Morristown, Tenn.—Seeks transfer 
of control of Cherokee Bestg. Corp. from 
W. E. Hodges, H. S. Walters, and estate of 
W. J. Barron, 33143% each, to Messrs. Hodges 
and Walters, equal partners, for $55,000. 
Ann. June 29. 

WAR L-AM- FM Arlington, Va.—Seeks as- 
signment of peceste from Northern Virginia 
Bestrs. Inc. to U. S. Transdynamics Corp. 
for $287,000 — $75,750 for agreement not 
to compete. Real pocuery is sold to R & M 
Land Corp. for $1 urchaser is Arthur 
A. Arun el, | ag and stockholder in 
= & M Land Corp. Mr. Arundel has interest 

n WEER Warrenton, Va., was formerly em- 
a of CBS and ‘UPI Washington news 
ureaus. Ann. June 28. 

WILA Danville, Va.—Seeks assignment of 
license from Eastern Bestg. Corp. to Baron 
Bestg. Corp. for 000. Purchasers are 
Raiph J. Baron, 60%, and Judith Baron, 
40%. Mr. Baron : teat of WBMD Balti- 
more, Md. Ann. a 1, 

WKOW-AM-TV adison, Wis.—Seeks as- 
signment of licenses from Monona Bcs 
Co. to Midcontinent Bestg. Co. for ag > 
Midcontinent, group headed by N. L. Bent- 
son, president, itself and thro h_ subsidi- 
aries, is licensee of KDLO- Florence, 
KELO-AM-TV Sioux Falls, all South Da- 
kota; WLOL-AM-FM Minneapolis, Minn.; 
KSO Des Moines, Iowa. Ann. June 29. 


Hearing Cases 
INITIAL DECISIONS 

Hearing Examiner J. D. Bond issued 
initial decision looking toward granting ap- 
oa of Kingsport Bestg. Co., to cpenge 
‘acilities of station WKPT ngsport Tenn., 
from 1400 kc, 250 w, unl., to 1 ke, 10 ew, 
D, and denying application of John 
Rogers for new am station to operate = 
; : 1 kw, D, in Bristol, Tenn. Ann. 
uly 5. 


s seoeeeng Examiner Isadore A. Honig ig. 
sued initial decision aoe toward grant. 
ing applications of W nc., to increage 
daytime power of station WORD te 
burg. S.C., from 1 kw to 5 kw, DA, 

ng operation on 910 ke, 1 kw-N with 
bm change of DA; KTM Bestg. Co., for new 
am. station to operate on 910 ke, 500 w, 
in North Charleston, S.C.; and denying ap. 
plication of WJIV Inc., to increase Power 
of station WJIV Savannah, Ga., from 1 kw 
to 5 “. 2 amen operation on 900 ke, D, 
Ann. July 5 

gw Hearing “Examiner Annie Neal Hunt 
issued initial decision looking toward grant. 
ing applications of Don M. Lidenton for new 
am station to operate on 1340 kc, 250 yw, 
unl, in Poplar Bluff, Mo.; Phoenix Co. to 
change facilities of station KAAB Hot 
Springs. a. from 1350 kc, 500 w-N, 1 kw. 

-N, to 1340 kc, 250 w-N, 500 w-Ls, 
using nondirectional rooftop antenna at 
different site; White River Valley Becstrs, 
Inc., to increase daytime —— of station 
KBTA Batesville, Ark., from 250 w to 1 kw, 
continuing operation ‘on 1340 ke, 250 wn. 
and —s my og of Cecil W. Roberts 
and Jane for new am station 
to o — on 1340 kc, 250 w, unl, in Poplar 
Bluff, Mo. Ann. July 5. 

e Hearing Examiner Walther W. Guen- 
ther issued initial decision looking toward 
granting application of Coast Ventura Co. 
to change trans. site of station KVEN-FM 
Ventura, Calif., to 6 miles northwest of 
Ventura, increase ERP from 12 kw to 386 
kw, and ant. height from minus 180 ft. to 
1,285 ft., continuing operation on 100.7 me, 
Ann. July 6. 


OTHER ACTIONS 


gw Commission on June 30 directed prepar- 
ation of document looking toward granting 
application of Clifford C. Harris for new am 
station to operate on 1440 kc, 1 kw, D, in 
Oswego, N.Y., and denying competing ap- 
lication of Standard Becstg. Corp. for sim- 
llar facility with 500 w. Oct. 7, 1959 initial 
decision looked toward this action. Ann, 
July 1 

gw Commission on June 30 directed prepar- 
ation of document looking toward granting 
application of Nick J. Chaconas for new 
am station _to operate on 1150 kc, 1 kw-D, 
500 w-N, DA, in Gaithersburg, Md., and 
denying mutually exclusive applications by 
Tri-County Bestg. Co., Laurel, Md., and 
TCA Bestg. Corp., College Park, Md. Aug. 
12, 1959 initial decision looked this action, 
Ann. July 1. 

g Commission on June 30 directed prepar- 
ation of document looking toward denying 
application of WMAX Inc., to_ increase 
power of station WMAX, Grand Rapids, 
Mich., from 1 kw to 5 kw, continuing oper- 
ation on 1480 kc, D. Feb. 4, 1960 initial 
_—e looked toward this action. Ann. 
u x 

ry Yupon request + 4 Storer Bestg. Co. 
commission on June extended to July 19 
time for reply comments in rulemaking 
proposal to amend Part 17. Ann. June 30. 

ew By notice of proposed rulemaking, 
commission invites comments by July 
to proposals to make Bakersfield, Calif, 
all-uhf, similar to proposals of March 5 
looking toward deintermixture of adjoining 
Fresno tv market in San Joaquin Valley. 
Bakersfield is presently assigned chs. 10 
ena se" 17 (KLYD-TV), (KBAK- 
TV) and (KBFL, not operating). 

Geenatiens for ch. 10 are: (1) Delete 
ch. 10 at this time, reserving for future 
decision alternative "possible uses for that 
channel. (2) Reserve Ch. 10 at Bakersfield 
for noncommercial educational use. (3) Re- 
oust n ch, 10 to either Santa Barbara, Santa 

a, Lompoc-Santa Maria (on hyphe- 
nated basis), or San Luis Obispo. 

Alternative possibilities for addition of 
two uhf channels at Bakersfield ee (1) 
Assigning ch. 23 and either ch. 50 or 51 to 
Bakersfield. This would require C4 %.. 
= of ch. 45 for ch. 37 at Delano. (2) As- 

ing chs. 45 and 51 to Bakersfield. 

eassignment of channels under_consid- 
eration would require consent of Mexican 
Government and, at appropriate time, com- 
mission will institute procedures to ‘obtain 
necessary consent. 

At same time, commission issued order 
to KERO-TV to show cause by July 27 
why, in event rulemaking is alelaed, its 
license should not be modified to specify 
y ee on ch. or ch. 45 instead of 

10. Comr. Cross issued dissenting state- 
ment. Ann. June 23. 

a By memorandum opinion and order 
and notice of proposed em com- 

mission — comments a 22 sy 
we sals by WHP Inc. ( -TV c 

WDTV ch. 7. = 

Harrisburg, a., to assign lower 
Is to that city. Although there 
S... less basis now than formerly for 
Penerdine lower uhf channels as preferable 
to higher uhf channels, commission feels, 
in view of fact that WTPA operates on 
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JANSKY & BAILEY INC. 


Offices and Laboratories 


1339 Wisconsin Ave., N. W. 
Washington, D. C. FEderal 3-4800 


Member AFCCE 


JAMES C. McNARY 
Consulting Engineer 
National Press Bidg., 

Wash. 4, D. C. 

Telephone District 7-1205 

Member AFCCE 


—Established 1926— 


PAUL GODLEY CO. 
Upper Montclair, N. J. 
Pilgrim 6-3000 
Laboratories, Great Notch, N. J. 
Member AFCCE 


GEORGE C DAVIS 


CONSULTING ENGINEERS 
RADIO & TELEVISION 


527 Munsey Bidg. 
STerling 3-0111 
Washington 4, D. C. 
Member AFCCE 











Commercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 


INTERNATIONAL BLDG. DI. 7-1319 
WASHINGTON, D. C. 


Pp. 0. BOX 7037 JACKSON 5302 
KANSAS CITY, MO. 


Member AFCCE 








RUSSELL P. MAY 
711 14th St., N. W. Sheraton Bidg. 
Washington 5, D.C. REpublic 7-3984 
Member AFCCE 


A. D. Ring & Associates 


3@ Years’ Experience in Radio 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFCCE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 
930 Warner Bldg. Nationa! 8-7757 
Washington 4, D. C. 
Member AFCCE 








L. H. Carr & Associates 
Consulting 
Radio & Television 
Engineers 
Washington 6, D. C. Fort Evans 
1000 Conn. Ave. Leesburg, Va. 
Member AFCCE 








GUY C. HUTCHESON 

P.O. Box 32 CRestview 4-8721 
1100 W. Abram 

ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 
1405 G St., N. W. 


Republic 7-6646 
Washington 5, D. C. 


Member AFCCE 


KEAR & KENNEDY 

1302 18th St., N. W. Hudson 3-9000 

WASHINGTON 6, D. C. 
Member AFCCE 








LYNNE C. SMEBY 
CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
OLiver 2-8520 


Lohnes & Culver 
Munsey Building _ District 7-8215 
Washington 4, D. C. 
Member AFCCE 








A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 
DALLAS 9, TEXAS 
Fleetwood 7-8447 


Member AFCCE 








GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
ee ey a 
1 = Eye St., 

Washington, D: c. 
Executive 3-1230 Executive 3-5851 
Member AFCCE 














WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 
Associates 
George M. Sklom, Robert A. Jones 


19 E. Quincy St. eid 7-2401 
Riversi l. 


(A Chicago ‘tel 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, California 
Diamond 2-5208 


JOHN B. HEFFELFINGER 
8401 Cherry St. Hiland 4-7010 


KANSAS CITY, MISSOURI 


JULES COHEN 


Consulting Electronic Engineer 
617 Albee Bidg. Executive 3-4616 
1426 G St., N. W. 
Washington 5, D. C. 
Member AFCCE 








CARL E. SMITH 
CONSULTING RADIO ENGINEERS 
8200 Snowville Road 
Brecksville, Ohio 
(a Cleveland Suburb) 

Tel: JAckson 6-4386 P. O. Box 82 


Member AFCCE 


J. G. ROUNTREE 
CONSULTING ENGINEER 
P.O. Box 9044 
Austin 17, Texas 
Glendale 2-3073 








VIR N. JAMES 
SPECIALTY 
DIRECTIONAL ANTENNAS 
232 S. Jasmine St. DExter 3-5562 
Denver 22, Colorado 


JOHN H. MULLANEY 
Consulting Radio Engineers 
2000 P St., N. W. 
Washingten 6, D. C. 
Columbia 5-4666 
Member AFCCE 

















Service Directory 

















A. E. Towne Assocs., Inc. 


TELEVISION and RADIO 
ENGINEERING CONSULTANTS 


PETE JOHNSON 
Consulting am-fm-tv Engineers 








COMMERCIAL RADIO 


MONITORING CO. 
103 S. Market St. 2- 
Lee’s Summit, 
Phone Kansas City, ene 1-2338 


MEASURING SERVICE 

SPECIALISTS FOR AM-FM-TV 
445 brag Ave., 
Cambridge 38, Mass. 

Phone TRowbridge 6-2810 


420 Taylor St. Applications—Field Engineering 
San Francisco 2, Calif. Suite 601 Kanawha Hotel Bldg. 
PR. 5-3100 Charlesten, W. Va. Dickens 2-6281 
aoa CAMBRIDGE CRYSTALS MERL SAXON NUGENT SHARP 
PRECISION FREQUENCY CONSULTING RADIO ENGINEER Consslting Radic Engineer 
AM-FM-TV 809-11 Warner Building 


622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NEptune 4-9558 


Washington 4, D.C. 
District 7-4443 


Associate Member 
Institute of Radio Engineers 








CAPITOL RADIO 
ENGINEERING INSTITUTE 


Accredited Technical Institute Curricula 
3224 16th St., N. W. 
gr sr 10, D. C. 


Seattice! Broadcast, TY Electronics 
ce neering. on study and saateonee 








course. irite For Free Catalog, Spec- 
ify cour 





FREQUENCY 
MEASUREMENT 
AM-FM-TV 
WLAX Electronics Service, Inc. 


P.O. Box 1211, Lakeland, Florida 
Mutual 2-3145 3-3819 


M. R. KARIG & ASSOCS. 
BROADCAST CONSULTANTS 


Engineering Applications 
Management Programming 
les 
eG. _~ 248 
Saratogo Springs, ym i 

















Saratoga ings 4300 


JOHN H. BATTISON 
AND ASSOCIATES 
Consulting Engineers AM-FM 
SPECIALTY TV 


209A LaSalle Building 
1028 Connecticut Ave., N.W. 








behets 5-7 6, D. C 
RE 7-0458 
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ch. 27 in Harrisburg, WLYH-TV on ch. 15 
in Lebanon, and SBA-TV on ch. 43 in 
York, public may be convenienced by hav- 

uhf reception on channels located to- 
gether in this area. d 

WHP-TV proposes deletion of ch. 55 and 
addition of ch. 21 in Harrisburg, and WDTV 
would add ch. 33 to that city’s present chs. 
27, 55 and 71. Proposals also involve fol- 
lowing uhf assignment shifts: Delete ch. 
21 from Lancaster and add either ch. 55 or 
ch. 33; substitute ch. 48 for ch. 40 in Dover, 
Del., and ch. 40 for ch. 48 in Wildwood, 
N.J.; delete ch. 33 from Reading, Pa.; sub- 
stitute ch. 66 for ch. 18 in Baltimore, where 
unused educational reservation could be 
shifted from ch. *24 to ch. *66 so that per- 
mittee WTLF could go from ch. 18 to ch. 
24 (instead of to ch. 66); substitute *69 for 
*48 for educational use in State College, 
Pa.; and either substitute ch. 73 for ch. 36 
in Williamsport, Pa., or substitute ch. 26 for 
ch. 36 in that city and ch. 60 for ch. 26 in 
Shinglehouse, Pa. 

Comments to these proposals should also 

(1) whether ch. 21 or ch. 33, or 
both, ould be assigned to Harrisburg; 
(2) if ch. 33 is to be removed from | 
what could be used to replace it and, if 
none is available, whether public interest 
would be served by assignment of only 
one channel at that city, and (3) in case of 
permittees supporting or opposing any of 
channel assignment changes, what use they 
would make of channels they seek to get 
or retain, including specific details as to 
post and proposed construction and opera- 

on of their facilities. 

Certain petitions seeking changes in vhf 
assignments at Harrisburg and Lancaster 
are still pending before commission, in- 
cluding requests to shift ch. 12 from Wil- 
mington to Harrisburg and ch. 8 from Lan- 
caster to Altoona-Johnstown and either 
m or Atlantic City. 
WHP-TV petition for 
immediate modification of its license to 
specify ch. 21 instead of ch. 55. However, 
orders to show cause why their operations 
should not be modified were issued to: 


Peoples Bestg. Co. to specify ch. 33 or ch. 
55 instead of ch. 21 for W -TV in Lan- 
caster; WGAL Inc., to ag ES 26 or ch. 
73 instead of ch. 36 for K-TV Wil- 


liamsport, and United Bestg. Co. of Eastern 
Maryland Inc., to specify ch. 66 or ch. 24 
instead of ch. 18 for in Baltimore. 


All submissions must be filed in writing. 
Ann. June 23. 


Designated for hearing applications of 
olla Bestg. Co. for renewal of license of 
stations KCKY Coolidge, CLF n, 
KGLU Safford, KVNC Winslow, and KZOW 
and KWJB-FM Globe, all Arizona, on is- 
sues —s to unauthorized control and 
other operational and technical violations. 
Ann. June 23. 





Routine Roundup 


ACTIONS ON MOTIONS 
By Commissioner T.A.M. Craven 

gw Granted petition by Broadcast Bureau 
and extended to July 11 time to respond to 
petition by Taft Bcstg. Co., Houston, Tex., 
for reconsideration and grant without hear- 
ing, or mod. of issues, in proceeding on its 
am application and that of M-L Radio Inc. 
(KMLW) Marlin, Tex. Action July 1. P 

@ Granted petition by Minnesota Radio 
Co. and extended to July 25 time to file 
exceptions to initial decision in proceeding 
on its application for new am station in 
Hopkins-Edina, Minn., et al. Action July 5. 

a Granted petition by Eastern Connecti- 
cut Bestg. Co. (WICH) Norwich, Conn., and 
extended to July 15 time to file replies to 
Ss in proceeding on am application 
of Suburban Bestg. Co., (WVIP) Mount 
Kisco, N.Y. Action July 5. ? 

gw Continued without date hearing sched- 
uled to resume on July 5 in proceeding on 
applications of Consolidated Bestg. Indus- 
tries for new am station in Natick, Mass., 
et al. Action July 5. 


By Acting Chief Hearing Examiner 
Jay A. Kyle 

fp Renntes petitions by Hugh M. McBeath, 
WACO Radio Co., and Radio Bestrs. Inc., 
and dismissed without prejudice their appli- 
cations for new am stations to operate on 
940 ke, 250 w, D, in Waco, Tex., and _ re- 
tained in hearing status application of Bel- 
ton Bestrs. Inc., for am facilities in Belton, 
Tex. Actions June 30. 

g Continued without date hearing sched- 
uled for July 6 in proceeding on applica- 
tions of Floyd Bell and Belton Bestrs. Inc., 
for am facilities in Texarkana and Belton, 
both Texas. Action July 1. 

gw Scheduled hearing for Sept. 19 in pro- 
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SPECIALISTS IN FM BROADCAST EQUIPMENT 


HIGH 
POWER 


PMs 


ALL POWERS — 10W TO SOKW 


ITA FM transmitters are ‘“‘power 
misers''—waste less power—give 
more watts per dollar. They are 
easier to run—require no nevtral- 
izing—save you costly floor space 
too. Is it any wonder that ITA 
leads in FM sales? Let ITA help 


you in FM. 
50% 
of all new 
FM installations 


are 


ITA* 


*Based on analysis 
of latest FCC data 
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ceeding on applications of Gila Bestg. Co 


es 


for renewal of licenses of stations KCKy 
Coolidge, KCLF Clifton, KGLU Safford 
KVNC Winslow, KZOW Globe and KWJB5. 
FM Globe, all Arizona. Action June 29, 

gw Designated Hearing Examiner H. Gif. 
ford Irion to preside in further proceedi 


on applications of Radio Associates Inc, 
and X Bestg. Co., for new tv stations 
to operate on ch. 13 in Biloxi, Miss —vice 
J.D. Bond, Esq. Action June 28. 

w Scheduled hearings in following pro. 
ceedings on the dates shown: Sept. 20: am 
applications of A.S. Riviere, Barnesville, 
and Radio Georgia, Thomaston, Ga., fm 
ag ae of Elizabeth G. Coughlan and 

orth Suburban Radio Inc., Highland Park, 
Ill.; Sept. 22: am applications of Clackamas 
(KGON) Oregon City, Ore.; Sept. 
26: Hopkinsville Bestg. Co., (WHOP) Hop. 
kinsville, Ky.; Sept. 27: San Angelo, Tex., ty 
ch. 3 proceeding. Action June 29. 

By Hearing Examiner J.D. Bond 


@ Pursuant to determinations made on 
record at further hearing on am applica- 
tions of Cookeville Bcstg. Co., Cookeville, 
Tenn., et al., continued to date to be fixed 
by subsequent order further hearing upon 
applications in group 1. Action June 28. 

w Certified to commission for appropriate 
action records in following proceedings; 
New Orleans, La., tv ch. 12 proceeding; 
am a of High Fidelity Stations 
Inc. (KPAP) Redding, Calif.; Northeast 
Radio Inc. (WCAP) Lowell, Mass.; Ralph J. 
Silkwood, Klamath Falls, Ore.; Waco dio 
Co., Waco, Tex., et al. Action June 30. 

m Certified records to commission for ap- 
propriate action in following proceedings; 
am applications of Cookeville Bestg. Co, 
Cookeville, Tenn., et_al; am application of 
Pioneer Bcstg. Co. (KNOW) Austin, Tex,; 
am applications of Shenandoah Life Stations 
Inc. (WSLS) Roanoke, and Edwin R. Fisch- 
er, Winchester, Va. Action June 30 

By Hearing Examiner Basil P. Cooper 


mw Scheduled prehearing conference for 
July 8 in proceeding on application of Rex 
O. Stevenson for new am station in Ojai, 
Calif. Action June 28. 

sw Granted petition by Broadcast Bureau 
and extended from June 24 to July 1 date 
for filing proposed findings of fact and 
conclusions in proceeding on fm applica- 
tions of Eastern States Bcstg. Corp. (WSNJ- 
FM) Bridgeton, N.J., et al. Action June 29. 

a Granted petitions by Boyertown Bestg. 
Co., Boyertown, Pa., and Dinkson Corp., 
Hammonton, N.J., and extended from July 
1 to July 6 date for exchanging lay exhibits 
and from July 8 to July 13. date for ex- 
changing engineering exhibits in proceeding 
on their am applications and that of Bran- 
— Bestg. Corp., Media, Pa. Action 
une 30. 


By Hearing Examiner Charles J. Frederick 

mw Granted petition by Fairview Bestrs. 
for leave to amend its aT for am 
facilities in Rensselaer, N.Y., to reflect mer- 
ger agreement with other applicants in con- 
solidated poccoeing—aentore L. Hirschberg 


and Gera: . McGuire, Cohoes-Waterviiet, 
N.Y. Action June 29. 
a Granted petition by Tucson Tv Ine. 


: cson, Ariz., and extended to 
July 12 time to file replies to oppositions 
of Broadcast Bureau and applicants to its 
two petitions for review of rulings of ex- 
aminer in proqueting. on . ow of 
Alvarado Tv Co., (KVOA-TV) and Old 
Pueblo Bestg. Co. (KOLD-TV) Tucson, 
Ariz. Action June 29. 

gw Scheduled. prehearing conference for 
July 20 in proceeding on applications of 
Elizabeth G. Coughlan and North Suburban 
Radio Inc., for fm facilities in Highland 
Park, Ill. Action July 1. 
By Hearing Examiner Walther W. Guenther 

gw Received in evidence Revised Exhibit 
4 of WMFJ Inc. (WMFJ) Daytona Beach, 
Fla., closed record, and directed applicants 
to submit not later than Aug. 8 proposed 
findings and conclusions of law and reply 
findings not later than Aug. 18 in proceed- 
ing on am applications of Hartsville Bestg. 
Co. (WHSC) Hartsville, S. C., et al. Action 
June 28. 

gw Dismissed as moot petition by Medford 
Bestrs. Inc. (KDOV) Medford, Ore., for 
leave to amend its am application which 
is consolidated for hearing. Action June 29. 
By Hearing Examiner David I. Kraushaar 

mw For reasons reflected in transcript of 
June 30 hearing session, continued hearing 
to a 13 at 2 p.m., and ordered that parties 
shall be prepared at resumption of hearing 
to present all matters deemed by them to 
be necessary so that record may be closed 
no later than July 15 in proceeding on 
applications of Creek County Bestg. Co. 
for am facilities in Sapulpa, Okla., et al. 
Action June 30. 


By Hearing Examiner Jay A. Kyle 
w Pursuant to June 27 hearing, scheduled 
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er hearing for Sept. 7 on order to 
es H. McDonald, trustee, permittee 
of tv station WTVW (ch. 7) Evansville, 
Ind., to show cause wit authorization for 
station WTVW Evansville, should not 
modified to say! operation on ch. 31 

in lieu of ch. 7. Action June 28. 

g Pursuant to June 29 prehearing confer- 
ence, scheduled further prehearing confer- 
ence for Feb. 24, 1961, in proceeding on 
applications of Chronicle Publishing Co. 
‘kRO -TV) and American Broadcasting- 
Paramount Theatres Inc. (KGO-TV San 
Francisco, Calif. Action June 29. 

By Hearing Examiner Forest L. McClenning 
Formalized prehearing conference pro- 
cequral agreements in proceeding on appli- 
cations of Simon Geller and Associated En- 
terprises for new am stations in Gloucester 
pon Brockton, Mass.; continued hearing 
from July 22 to Sept. 7. Action June 27. 

g Received into evidence Crittenden 
County Bestg. Co., West Memphis, Ark., 
exhibit No. 7-A in proceeding on its am 
application and Newport Bestg. Co., West 
ifimphis, Ark. Action June 29. 


By Hearing Examiner Herbert Sharfman 
On request by applicant and without 
objection by Broadcast Bureau, continued 
rehearing conference from July 14 to Jul 
in proceeding on application of Mar 
Twain Bestg. Co. for renewal of license of 
am station KHMO Hannibal, Mo. Action 
June_ 29. : 
gOn request of Wilmer E. Huffman, 
Pratt, Kans., and without objecton by other 
parties, rescheduled dates previously set in 
proceeding as follows: final exchange of 
engineering and lay exhibits—July 6 to Aug. 
8; notification of witnesses—July 14 to Aug. 
17, hearing from July 21 to Sept. 14. Action 
30. 

pe request of Mid-America Bestrs. Inc. 
(ROBY) San Francisco, Calif., and without 
objection by other rties, continued pre- 
hearing conference from July 7 to July 22 
in weceeding on am applications of KOBY 
ma that of Robert L. Lippert, Fresno, 
Calif. Action July 1. 


BROADCAST ACTIONS 
by Broadcast Bureau 


KWIV Douglas, Wyo.—Granted authority 
to sign-off at p.m., MST, for period 
through Sept. 30, except for special events 
when station may operate to licensed sign- 
off time. 


Actions of July 1 


KNOE Monroe, La.—Granted assignment 
of licenses and cp and license to KNOE Inc. 

K76BB Honohina, Hawaii—Granted license 
for tv translator station. 

g Granted licenses for following am _sta- 
tions: KOUR Independence, Iowa; KOHI St. 
Helens, Ore.; KASE Austin, Tex.; KARI 
Blaine, Wash. . 

KUBO San Antonio, Tex.—Granted license 
ares installation new trans. as aux. 


ns. 

KAIR Tucson, Ariz.—Granted license cov- 

ering installation of new trans. - 

Cleveland, Ohio—Granted license 
covering installation new trans. as alternate 
main trans. . 

KGDN Edmonds, Wash.—Granted license 

covering increase in power, change ant.- 

. and studio locations, changes in ant. 
and ground systems, and installation new 
trans. and remote control operation. 

KSEL Lubbock, Tex.—Granted license cov~ 
ering increase in daytime wer, change 
from DA-N to DA-2, installation of new 
trans. for daytime use (2 main trans.). 

KHOB Hobbs, N.M.—Granted license cov- 
ering change in facilities, ant.-trans. and 
studio location, installation of new trans. 
and changes in ant. and ground systems. 

KUDi Great Falls, Mont.—Granted license 
covering increase in daytime power and in- 

ation of new trans. 

WELY Ely, Minn.—Granted license cover- 
ing increase in daytime power and installa- 
tion of new trans. 

KGLA (FM) Los Angeles, Calif—Granted 
cp to increase ant. height to 3,100 ft., change 
oe rane. location; remote control permit- 


WBUF (FM) Buffalo, N.Y.—Granted ep 
to install new ant. and make changes in ant. 


m. 
K76BB Honohina, Hawaii—Granted mod. 
of cp to specify remote control point. 
KMET Paradise, Calif—Granted mod, of 
ep to remove om ecing Som ant. system. 
WCOC-TV Meridian, iss—Waived sec. 
3.613 (a) and (b) of rules and granted mod. 
of cp to change ERP to vis. 21.1 kw, aur. 
11.3 kw, change t trans., make changes in 
7 ment and change studio location. 
OP-FM Binghamton, N.Y.—Granted 
Mod. of cp to decrease ERP to 33 , 
ge type ant. and make changes in ant. 


m. 
K72BB, K80AS, K76AV/ Texhoma, Tex.— 
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Granted mod. of cps to change ERP to 1566 
w, add principal community Guymon, Okla., 
change trans. apparatus and change in ant. 
system. 


gw Following stations were granted exten- 
sions of completion dates as shown: WOI 
Ames, Iowa to Sept. 24; WHRW Bowling 
Green, Ohio to Oct. 15; WNTE Naugatuck, 
Conn. to Dec. 21; WFBG Altoona, Pa. to 
Sept. 28 and WCOC-TV Meridian, Miss. to 
Dec. 30. 

Actions of June 30 

WCHU Champaign, Ill—Granted assign- 
ment of licenses to Plains Tv Corp.; without 
prejudice to whatever action commission 
may deem warranted as result of _ final 
determinations reached by commission in 
connection with its pending inquiry into 
compliance by broadcast licensees with sec. 
317 of Communications Act, and related 
matters. 


_g Granted licenses for following fm _sta- 
tions: KOSE-FM Osceola, Ark.; KNOF St. 
Paul, Minn.; ERP 750 w; KHIQ Sacramento, 
Calif.; ERP 17.3 kw; KGFM Edmonds, Wash.; 
KHBR-FM Hillsboro, Tex.; KBBM Hayward, 
Calif.; WAMV-FM East St. Louis, IIL; 
KOGM-FM Tulsa, Okla. 

KMFM (FM) Corpus Christi, Tex.—Grant- 
ed license covering change of ant. and 
studio location; increase ERP to 10 kw, ant. 
height 290 ft., installation of new ant. and 
remote control operation. 

WITI-TV Milwaukee, Wis.—Granted mod. 
of license to decrease ERP to 50 kw (main 
trans. & ant.); without prejudice to what- 
ever action commission may deem warrant- 
ed as result of any final determinations 
reached by commission in connection with 
its pending inquiry into compliance by 
broadcast licensees with sec. 317 of Com- 
munications Act, and related matters. 

WOC-FM Davenport, Ilowa—Granted cp to 
increase ERP to 43 kw; ant. height to 860 
ft.; change trans. location; install new type 
ant. and make changes in ant. system; re- 
mote control permitted. 

KTVW (TV) Tacoma, Wash.—Granted cp 
to change ERP to vis. 214 DA, aur. 120 DA; 
change type trans.; modify ant. to DA sys- 
tem and make other equipment changes; 
ant. 780 ft.; without prejudice to whatever 
action commission may deem warranted 
as result of any final determinations reached 
by commission in connection with its pend- 
ing inquiry into compliance by broadcast 
licensees with sec. 317 of Communications 
Act, and related matters. 

WTTG (TV) Washington, D.C.—Granted 
cp to maintain auxiliary ant. incorporated 
in STA as auxiliary ant. at main trans. site; 
without prejudice to whatever action com- 
mission may deem warranted as result of 
any final determinations reached by com- 
mission in connection with its pending in- 
quiry into compliance by broadcast licensees 
with sec. 317 of Communications Act, and 
related matters. 

WTTG (TV) Washington, D.C.—Granted 
cp to install alternate main trans. (main 
trans. & ant. & alt. main) without 
prejudice to whatever action commis- 
sion may deem warranted as result of 
any final determinations reached by com- 
mission in connection with its pending in- 
quiry into compliance by broadcast licensees 
with sec. 317 of Communications Act, and 
related matters. 

WRC-TV Washington, D.C.—Granted cp to 
incorporate precise frequency control unit 
as part of present trans. (main trans. & 
ant. & aux. trans. ant.); without prej- 
udice to such action as commission may 
deem warranted as result of its final deter- 
and recommendations set forth in report 
minations with respect to: (1) conclusions 
and recommendations set forth in report 
of network study staff; (2) related studies 
and inquiries now being considered or con- 
ducted by commission; and (3) pending 
anti-trust matters; and without prejudice to 
whatever action commission may deem war- 
ranted as result of any final determinations 
reached by commission in connection with 
its pending inquiry into compliance by 
broadcast licensees with sec. 317 of Com- 
munications Act, and related matters. 

KDKA-TV Pittsburgh, Pa.—Granted cp to 
maintain former part of old main ant. in- 
corporated as auxiliary ant. (composite) 
near main trans. site (aux. ant. aux. 
trans.); without prejudice to whatever ac- 
tion commission may deem warranted as 
result of any final determination reached 
by commission in connection with its pend- 
ing inquiry into compliance by broadcast 
licensees with sec. 317 of Communications 
Act, and related matters. 

KLYD-FM_ Bakersfield, Calif.—Granted 
mod, of cp to change ant.-trans. location, 
studio location, type ant., type trans., in- 
crease ERP to 3.2 kw, and decrease ant. 
height to 430 ft. 


Continued on page 111 
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RADIO 


Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





Help Wanted—Management 


Announcers 


Announcers 





California Here You Come! Join the Cali- 
fornia Gold Rush of the Golden Sixties! 
Here’s your big chance to make the move 
to sunny California. We’re building a brand 
new station (the second) in a lifornia 
market that is really booming with a gigan- 
tic military installation. We need a manager, 
a sales mamager, and sales staff. We'll pay 
top salaries .. . you'll have excellent op- 
portunities for advancement with our ex- 
panding station group. You can name your 
own deal as manager or sales manager if 
you are worth $750.00 per month guarantee 
plus some form of profit-sharing. Apply in 
detail (Cocteding photograph) to Box 986A, 
BROADCAS' G. All replies treated with 
strictest confidence. 


Station manager for Michigan station—im- 
mediate ye ticket, announcing ex- 

rience. Must have business and st di- 
rection abilities. Good salary and bonus on 
ross for the right man. Send resume Box 
47B, BROADCASTING. 


Complete staff for new station opening soon 
in southeast. Manager, salesman, announc- 
ers, engineer. Want experienced men will- 
ing to work hard and take part in small 
community activities. Good opportunity for 
sober, dependable persons. Write Box 203B, 
BROADCASTING. 











Our station is number one in three station 
market. We are proud of this property. The 
man we choose as manager must have ex- 
perience and excellent qualifications. Sen 

full details. Box 226B, BROADCASTING. 


Sales 


Permanent career in radio sales at prestige 
adult a 1 station for solid, creative sales- 
man experience, initiative and desire 
to make money. Southern coastal medium 
market; well rounded economy. Account 

with excellent tential. Write Box 
812A, BROADCASTING. 











Salesman for S.C. station in good market 
must be hustler interested in eventual 
management opportunity. $100.00 weekly 
pias centive mus. Furnish detailed in- 
ormation as to experience, age, education 
and photo. Box A, BROADCASTING. 





Our men are earning $150-$250 weekly and 
os managers $12,000-$15,000 annually. 
Conducting community promotions-cash 
award contests now in New York, Penna., 
and New England. Write Box 138B, BROAD- 
CASTING. 





Salesman—Mid-Atlantic top rated fulltimer 
(not a juke box operation) desires salesman 
who can sell at rate card. Mail resume and 
financial requirements to Box 163B, BROAD- 
CASTING. 





Chain station in southwest needs good, en- 
ergetic salesman. Far better than average 
draw and commission. Chances for advance- 
ment to manager excellent. Box 196B, 
BROADCASTING. 





Are you ready to step up in sales work? 
Here is an oO rtunity. Texas. Box 253B 
BROADCAS G. 





eaporance required. Topnotch salesman. 
$7,500.00 p= opportunity. Must be a self 
startin ustler. Al M. Farber, Manager, 
KXGI, Fort Madison, Iowa. 





Proven high earnings available with Madi- 
isconsin’s easiest 


Tease to am tdeal lly for your taniie Phe 
c or ur A one 
William R. Walker, WISM Radio. - 





Midwest placement! Write Walker, Broad- 
cast Division, 83 So. 7th St., Minneapolis 
2, Minnesota for application. 


Announcer-chief engineer for 1 kw small 
town daytimer . . . Good engineering job 
and fair announcing required. $100.00 week- 
ly plus free hospital insurance for man 
and family. Send complete details in reply. 
Bex 908A, BROADCASTING. 


Immediate opening announcer. Experience 
peceeeee. Apply DN, Aberdeen, South 
akota. 


WAYE, Baltimore, needs staff announcer 
with 1st phone or pd experience. 








Wanted to hire: A combo man with first 
class ticket. Emphasis on announcing. Send 
particulars to Box 940A, BROADCASTING. 


Experienced, versatile announcer wanted for 
southwest Virginia market. Must have good 
sense of tight production. 40 hours, $70. Box 
117B, BROADCASTING. 


Experienced morning, man for western New 
York community. xcellent future with 
multi-station group. Solid adult _program- 
ming. Send THIG and resume. Box 132B, 
BROADCAS G. 


Experienced announcer-salesman with first- 

class ticket by am-fm station in southern 

California, state’s 4th largest market. Run 

own board, sell. If you’re good, name your 
rice. Send returnable tape, resume, pic. 
ox 134B, BROADCASTING. ‘ 


Announcer—first phone engineer for 250 
watt New Hampshire daytimer going on 
the air mid-July. Major emphasis on an- 
nouncing. Send details to Box 145B, BROAD- 
CASTING. 


Are you ready for pd? Bright, fast-paced 
music and news station in medium midwest 
market. Send oxpentes tape, poate and 
resume to Box 1 , BROADCASTING. 




















Kentucky staff: Permanent position open 
mid-August. Adult music, tight format, 
Must be experienced. News delivery im- 
portant. Salary open. Send resume and 
earnings. No tapes. WBLG, Box 1417, Lexing- 
ton, Kentucky. 





Immediate opening in suburban Detroit 
station for intelligent, enthusiast dj. 2 years 
commercial experience. Strong on produc- 
tion. Call or rush tape to WBRB, M 
Clemens, Michigan. 





Central Pennsylvania daytimer will have 
an August 7 opening for a competent staff 
announcer. Send tape and other data to 
Station Manager, WCPA, Clearfield, Penn- 
sylvania. 





Announcer-engineer, experience 
quired. Must have goo 
Rural station near Wallops Island, Virginia, 
If intere send audition tape or call 
Brooks Russell, WESR, Tasley, Virginia. 


Announcer with Ist class ticket, immediate 
opening. Send resume, tape. WJUD, 
Johns, chigan. 


not re 
speaking. voice, 











Women—Opportunity to earn extra money 
by recording for good local accounts. Send 
audition. Box 10513, Tampa 9, Florida. 





Experienced announcer with first phone; 
experienced announcer-commercial man- 
ager; experienced announcer. Location is 


large city in Louisiana. Big opportunity to 
right persons. Box 175B, BROADCASTING. 
I diate openi for experienced radio 


announcer for adult —— in Michigan. 
Send tape and resume to Box 177B, BRO - 











CASTING 
Deejay for modern radio format. with per- 
sonality. Versatile—some news 


. Boston. 
Tape, resume. Box 180B, BROADCASTING. 





Northern California 5kw, formula, wants a 
nighttimer who can swing, ticket preferred. 
Sala open. Air check required. Replies 
confidential. Box 212B, BROADCASTING. 





Immediate job at top rated adult station in 
Pittsburgh suburban area, for announcer 
with minimum 142 years commercial experi- 
ence. Must be available for personal inter- 
view. Good starting salary, regular raises. 
Send tape with resume. Box 217B, BROAD- 
CASTING. 


Tremendous ps grt pe J for ee. versa- 
tile, experienced staff man at 50 kw station 
in Southwest. Send tape, resume and recent 
picture to Box 237B, BROADCASTING. 








Opportunity for married staff announcer. 
Send resume. Texas. Network station, Box 
254B, BROADCASTING. 





Want 3 mature, experienced staff announc- 

ers. No deejays. Personal integrity required. 

Can be lifetime for best men. Top listening, 

top prestige, sophisticated good-music sta- 

=. Tape and resume. KASE. Austin, 
‘exas. 





KBUD, Athens, Texas seeking experienced 
announcer. 





Needed immediately—announcer with first 
phone. Permanent ee. Brand new sta- 
tion on air by ugust. Send tape and 
resume, Henry Phipps, 835, Alta Vista, Bar- 
stow, California. 





Opening for staff announcer. Promising be- 
ginners should air mail tape, resume and 
photograph. Also opens for announcer 
with first class ticket. Raloh L. Hooks, The 
Dixie Stations, Box 46, DeRidder, Louisiana. 








Give your ratings a shot in the arm with 
Professional Services’ exclusive D-J comedy 
material—written for radio—send for cur- 
rent selection. . . . just $2.98—Professional 
Services, Box 5815, Baltimore 8, Maryland. 


Midwest placement! Write Walker, Broad- 
cast Division, 83 So. 7th St., Minneapolis 2, 
Minnesota, for application. 








Announcers losing jobs? Lack that profes- 
sional sound? Audition e not a polished 
. . . Showcase? New York School of An- 
amen, 160 West 73rd Street, NYC, SU 


-6938. 








Technical 
Engineer for Washington, D.C. area station. 
Some experience required. Box 854A, 
BROADCASTING. 





Florida station needs real engineer. Main- 
tenance, construction in challenging posi- 
tion with opportunity for extra money for 
part-time announcing if desired. No drifters 
or cranks considered. Box 137B, BROAD- 
CASTING. 





Chief engineer. Must be experienced. Know 
maintenance, top rated station 1000 watt full 
time. Automation. Good pay. Texas. al! de- 
7 first letter. Box 256B, BROADCAST- 





Have immediate opening for announcer with 
first phone. Single station, adult market 
located in heart of vacation wonderland. 
Excellent working conditions, side benefits. 
Send resume. Ta and photo to Jack Hin- 
man, KPRK Radio, Livingston, Montana. 


Maryland independent needs experienced 
engineer with first phone for am fm opera- 
on with remote and mobile equipment. 
Reply in full giving background experience. 
references and salarv requirements. Box 
188B, BROADCASTING. 
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Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





2a Technical 


Management 


Announcers 








Engineer-announcer, or engineer-salesman. 
Sala open. Write General Manager, 
KAGE, Winona, Minnesota. 








wanted, engineer-announcer morning wake- 
up, sales, progressive and successful ly nd 
music station. Good base salary and num- 
ber of good commissionable accounts. Con- 
tact WAFC, Staunton, Virginia. 








WAYE, Baltimore, needs staff announcer 
with Ist phone or pd experience. 





suburban Chicago. Must be experienced. 1 
kw am going to 5 kw; 36 kw fm going to 
180 kw and multiplex. Write or call with 
complete details including salary require- 
ments. Immediate opening. Wheeler, WEAW, 
Evanston, Illinois, UN 4-7600. 


Need first phone engineer with or without 
experience, with or without announcing ex- 
perience. Contact WSYB, Rutland, Vt. 





Chief engineer experienced in high power 
directional and fm. Progressive, expanding 
organization. Not a swivel chair job. Major 
upper midwest city. Open now. Call collect. 
John Davis, Riverside, Illinois, HI 7-2402. 








Midwest placement! Write Walker, Broad- 
cast Division, 83 So. 7th St., Minneapolis 
2, Minnesota for application. 








promotion, announcing, music, copy writing, 
etc. Box 221B, BROADCASTING. 








News director radio and tv network affiliate. 

Multiple ownership. Work with top-rated 
rsonnel. Send pic and full details. Box 
iB, BROADCASTING. 





Do you want to live in northern California 
and work in radio or tv? Write Don Telford, 
KIEM-TV, Box 1011, Eureka, California. 





Beautiful college city. 25,000 population. We 
are seeking a young family man, interested 
in good living and well oriented in radio, 
to be our program director and morning 
versonality. Our’s is a 5 kw, twenty year 
vid, intelligently programmed station that’s 
etting better and better. You'll join a 
appy, professional team that’s going places. 
You'll live well, you’ll make money, your 
family will love this growing, attractive 
community. Send resume, references, pic- 
ture, and tape to: J.T. Snowden, Jr., Man- 
a WGTC Radio, G:ecenville, North Caro- 
ina. 





Experienced reporter-writer for newsroom 
of outstanding 50 kw clear channel. No air 
work. Good pay based on experience and 
ability. Company benefits. Contact Lincoln 
— News Director, WHAM, Rochester, 





Commercial manager 5 kw seeks relocation 
in northeast due to sale of station. Sixteen 
years’ experience—six tv sales, ten radio 
sales, management. Proven Cay | = 
employer references. Familiar New England 
markets. Mature, married, reliable. Box 
200B, BROADCASTING. 








Station manager—13 years’ experience in all 
phases of radio. Presently employed in 
small market with net profit up and ex- 
penses down. A stable, enthusiastic adminis- 
trator currently selling, programming and 
announcing. Would prefer Tennessee or 
southeastern coastal states, with oppor- 
tunity for profit-sharing or part-ownership. 
34, married, one child, no drinking. Present 
employers know of this advertisement and 
will supply excellent references. Box 204B, 
BROADCASTING. 





General manager—Tops in sales, program- 
ming and promotion. Specialty is building 
up run down property. Presently director 
oF small chain of medium market stations 
that’s for sale. Doubled original value in 
two years by tripling billing and getti 
#1 ratings. Finest references national an 
statewide. Western states only. Box 207B, 
BROADCASTING. 


Small station owners ... I want to learn 
management. Young, ten year background, 
family. Box 243B, BROADCASTING. 








10 years experience. From combo—to engi- 
neer—to chief and production—to_ manager 
of #1 station in first 100 markets. Box 245B, 
BROADCASTING. 





Sales 


Salesman—former radio newsman. desires 
position in sales in Minnesota or Wisconsin. 
College, vet, 26, married. Available August 
5. Box 122B, BROADCASTING. 








Experienced announcer D.J. 4 years, mar- 
ried. Would like to settle. GR 7-2391 or 
= Re ay Herb Anderson, 47 West 28th 
ey ve be 





Announcers 





Attention! ‘Good music-news-sports sta- 
tion”—5 years announcing experience, col- 
lege graduate. Available immediately. Box 
954A, BROADCASTING. 


Experienced announcer, young, married, 
have car and list phone, non-maintenance. 
Tight production and enthusiasm are my 
keynotes. Box 215B, BROADCASTING. 





Major market jock, announcer, news re- 
writer and reporter with pd and music pro- 
gramming experience desires spot with pro- 
motion minded station seeking services of 
real pro. Minimum starting salary of $150 
weekly. Box 216B, BROADCASTING. 


Announcer—pd with country-western lean- 
ings. DJ, sales, news, musician. Many years 
experience. Relaxed radio only. Employed. 
Box 223B, BROADCASTING. 


Outstanding personality wants to break into 
major market. Finest references. Consist- 
ently top rated. Will become major talent 
in your city. Married, reliable, personable. 
Presently employed. Box 224B, ROAD- 
CASTING. 











Sports, pd and announcer—play-by-play, 7 
years experience, college graduate, 26, fam- 
= Excellent character and references. Em- 
ployed. Box 228B, BROADCASTING. 


Announcer-engineer, first phone, 10 years 
experience. Presently manager in Rocky 
Mountain, desire announcer, or pd, Califor- 
nia, Arizona, Nevada, with desert region 
preferred. Authoritative news and commer- 
cials. Box 232B, BROADCASTING. 


Recent college graduate, two years educa- 
tional radio engineering and announcing, 
desires start in any phase of radio. Willing 
to locate anywhere in East. Box 234B, 
BROADCASTING. 











Country and western disc jockey, well sea- 
soned, good ad lib, good on promotion and 
personal appearances, now in major market, 
desires more opportunity, preferably in 
Western half of U.S. Box 236B, BROAD- 
CASTING. 





Young, married, experienced combo, pres- 
ently employed, seeks position with pro- 
gressive midwest station. $100 minimum. 
Box 239B, BROADCASTING. 


Southland: Eight years, solid radio, with 
references from every employer. Knows 
standard and formula radio. News and 
Music. Veteran with college. Best of back- 
ground. Box 241B, BROADCASTING. 








Announcer, dj experienced. Tight format. 
Want to settle. Married. Not a prima donna. 
Box 992A, BROADCASTING. 


First ph Ann , tight production, 
4 years experience. Married, want to settle. 
Not a floater. Box 993A, BROADCASTING. 


Announcer, experienced, vet, married, tight 
format, willing to work, not a floater. Box 
995A, BROADCASTING. 














Experienced continuity writer. Adult music 

tion. Good production library, latest 

equipment. Advancement opportunities. Re- 

— Manager, WRTA, Altoona, Pennsyl- 
a. 





Program director, educational station. Must 
know something of language and serious 
music, radio production, programming 
duties. College graduate required, time to 
work on graduate degree given. Starting 
$400 month. Kenneth Wright, WUOT, Uni- 
versity of Tennessee, Knoxville, Tennessee. 


RADIO 


Situations Wanted—Management 











Outstanding twenty year record in sales, 
general operations and management. Avail- 
on immediately. Box 879A, BROAD- 


+ 





Very successful small station manager (ten 
years) had to try the city. Still very suc- 
cessful as big station sales manager. Longs 
for small town and small station. Midwest 
or midsouth. Box 195B, BROADCASTING. 


Successful manager presently employed 
wants to move up. 11 years experience sales, 
news, announcer. $150 p= week minimum 
4 bonus plan, Box 218B, BROADCAST- 














Am qualified—can manage—proven success 
Tecord—-looking for permanency. Box 233B, 
BROADCASTING. 


__ 


Major or medium market adult operation 
looking fcr ——— dj? Box 121B, 
BROADCASTING. 


Salesman-announcer. Experienced. Excellent 
radio voice. First class licence. Ohio. Box 
127B, BROADCASTING. 








Veteran announcer available August ist as 


program director. Indiana, Ohio, Pennsyl- 
vania. Make your best offer. Box 244B, 
BROADCASTING. 





Modern pd-dj, top market, top ratings. 
—— on request. Box 248B, BROAD- 
CASTING. . 


Top notch top 40 man. 3 years experience. 
Age 25. Married. Hard worker, aggressive. 
crac, sound. Box 255B, BROADCAST- 








Permanent position in medium market for 
qualified sportscaster -staffman. Consider 
radio-tv. Employed, 28, married, college. 
Larry Myers, 1202 Harrison, Canon City, 
Colorado. 





Radio school, college graduate, 24, experi- 
enced, prefer Philadelphia or California. 
Box 197B, BROADCASTING. 


Morning man. Deep voice. Experienced. 302 
West Union St., Telephone HE 7-4199, Mor- 
ganton, No. Car. 








Announcer—college graduate. Strong on 
news, commercials, dj. Tapes, references at 
request. Will travel. Box 198B, ROAD- 
CASTING. 


Good, versatile announcer. Production wise. 
Available immediately. $125.00. Tom Ed- 
wards, 6733 Placid Place, Telephone TWeed 
1-3837. Cincinnati, Ohio. 





Dynamic, young, married ‘top rock jock’ 
with four years news. Storz mobile news 
experienced. Box 199B, BROADCASTING. 


Announcer—dj. New commercial delight. 
Excellent voice. Stable, beginner. Box 208B, 
BROADCASTING. 


Experienced dj; news and sports. Adult, 
rofessional, versatile, ambitious. Box 209B, 
ROADCASTING. 


Dreaming of a castle in the air? Your sta- 
tion can have a Kastle on the air. Best 
offer A me. Write for tape. Box 210B, 
BRO. ASTING. 


Gal announcer. Thoroughly trained radio/tv. 
commercial delivery, pleasing voice 
resent. Can assume Gal Friday duties. 
ersatile background. Tape available. Box 
211B, BROADCASTING. 














Announcers, newscasters, experienced. 
Good voices. Tight boardmen. Contact New 
York School of Announcing and Speech, 
160 West 73rd St., NYC. 


DJ’s experienced. Good ad lib personalities. 
Fast board. Good sell. Contact New York 
School of Announcing and Speech, 160 West 
73rd St., NYC. 


Experienced play-by-play sportscaster with 
6 years’ radio experience. Primarily sports. 
Family man. Holder of B.A. Degree. Experi- 
enced in broadcasting professional baseball, 
Semee, racing and golf. College football, 
basketball, and track. High school football, 
baseball and basketball. presets sports 
director of metropolitan station. Supervise 
all writing and airing of sports activity. 
Management aware of this ad. Write Wil- 
liam Schellhammer, 212 Commerce Building, 
Erie, Pennsylvania. 
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Situations Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





Situations Wanted—(Cont’'d) 





Announcers 


Technical 


Production-Programming, Oth ne 





Announcer—experionced. 
a Caton Ave., 


Negro disc jockey, looking for Ay" Dick 
Wilson, 101 W. 143rd St., cS. 4180. 


Technical 


David Lipman, 
Brooklyn 26, N.Y., BU 








Engineer wanted with qualifications for 
supervisory duties. Pioneer basic ma 4 
network station in oe south. ~~ 
ge s first class radio-telephone —— | 

studio, vtr and transmitter e rience. 
Excellent working conditions wi insur- 
ance, vacations and holidays. Send full 
resume with picture to Box 962A, BROAD- 
CASTING 





he eer with one year of transmitter ex- 

ence would like to relocate in upper 
iawert near rc City, Iowa. Box 
BROADCASTING 


Wanted—Engineer with first ticket for mid- 


western all uhf market. Experience pre- 
ferred, but not necessary. Box 131B, 
BROADCASTING. 





First phone. Ne ogee with sales ability. De- 
sire to learn and advance in Negro market. 
Sale eae. St Single. Reliable. Box 238B, BROAD- 





Engineer: qualified to design. Build or su- 
pervise radio, television or microwave in- 
stallations, now field engineer for nationally 
known co tant, is seeking SE aOAD that 
requires little traveling. Box 

CASTING. 





Chief engineer ten years experience includ- 
ing 10 directional—-installation—main- 
tenance—studio production. Multiple station 
responsibility. Box 246B, BROADCASTING. 


Engineer—wants return to broadcast engi- 
neering as chief. Over 17 years combined 
electronics ea. 8 years in broadcast 
§ as chief) plus 9 years mobile communica- 
tions main pense. Reliable. Box 249B, 
BROADCASTIN' 


ist phone, eight years e 
television. peace’ 
eration. "South only. P. 

town, Ga. 








rience radio and 
directional op- 
OQ. Box 241, Cedar- 





Overseas (Far-East only), radiotelegraph. 
2-way, operation or maintenance — 
e 29. First phone, second radiotele a. 

Strohmeyer, Box 2131, Kansas City, 





Field engineer—ticket, travel, know-how. 
W. MacTammany, 11 8th St., Scotland 
Neck, N.C., Valley 6-3231—Now! 





Production-Programming, Others 





uantity of quality programming with 
pe OE rodustion available for the 
discerning station interested in ideals, re- 
sults and commercially profitable sound, 
without sacrificing good te taste. 13 years ex- 
perience — college grad. — currently P.D. 
metro market. Box B, BROADCASTING. 





Program director available Ohio sta- 
tions only. Box 242B, BROADCASTING. 


TELEVISION 








Help Wanted—Management 





Administrative assistant president of 
Broad Counpany, Multiple ownership. 
Must have experience in corporate and a 
————o affairs and integrity must be 


reproach. Send full details. Box 
BROA DCASTING. 





Sales 





Sales representative. State capital vhf in 
the southeast seeks euperianes local sales 
representative. Sales promotion background 


considered. Productive account list avail- 
able. Station owned by _ long-established 
com leasant 


working conditi — 
= full resume, including photo 
OADCASTING. 








California medium market needs good, prac- 
tical experienced television engineers, both 
studio and transmitter. Must be excellent 
operator television control board, projectors, 
switcher, microwave, etc. Also "need alert, 
experienced transmitter man. Both men 
should be good on maintenance, mechanical 
work, and electrician. Reply Box 191B, 
BROADCASTING. 


Assistant chief engineer Gulf Coast vhf. 

Thorough studio maintenance background. 
resume, picture and salary. Jerry 

Smith, C.E., Box 840, Corpus Christi, 








Texas. 





Production-Programming, Others 





Newsman wanted. Must be able to gather, 
write and present the news. Salary open. 
Contact Reeve Owen, WTVC, Chattanooga, 
Tennessee. 





Situations Wanted—Management 


General manager. 5 years tv management. 
Top sales direction. Saleable program crea- 
tion excellent. Presently employed. Box 
219B, BROADCASTING. 


Sales 











Executive-type salesman with sixteen years’ 
experience—six tv sales, ten radio sales, 
management available due to sale of sta- 
tion. Past commission earnings well ove 
average but primarily interested in so 
rmanent connection. Northeast preferred. 
ature, married, reliable. Excellent refer- 
ences. Box 201B, BROADCASTING. 





Announcers 





Announcer . . . Excellent commercial and 
news delivery - wants opportunity to 
earn in larger market .. 8 years in small 
market radio and tv .. now in upper 
midwest . ae move anywhere .. . 35 

. family ma . . sober best refer- 
ences. Plense w: weite Box 229B, BROADCAST- 





TV-announcer desires work in a western 
state. Prefer booth job. 3 years experience 
in leading market. Young, enthusiastic, am- 
bitious. Box 247B, BROADCASTING. 





Technical 





Engineer: grates to design. Build or su- 
pervise radio, television or microwave in- 
stallations, now field engineer for nationally 
known consultant, is seeking a position that 
requires little traveling. Box iB, BROAD- 
CASTING. 


7 years radio announcing, sales, pi ogram. 
ming, ownership, 1 year tv news . vem 
like tv ~ amming-announcing in 
rt gle, sober! Box 250B, BROAD 





Airing, writing, editing, gathering news. 

metropolitan market. Six years radio-tel. 
vision. Ready to step up. Former resident 
A ieex Philadelphia area. Box 252B, BROAD. 





News director, 7 years experience all ‘phases 
radio-tv news; family man, 27. Cu rrently 
ary hod major market. Box 257B, BROAD. 





————=_. 


FOR SALE 
Equipment 


Gates dynamote portable remote am 
mo new—$250. Box 166B, B BROADCAST 





as 











| om oo tape reco! Baw 4 ~ transistor 
-spee: ape —— er. 
BROADCASTIN or = 


Multiplex receivers—12 Bogen 
Bogen (RM2A), 2 Browning (XR-100 
pr a one Teletronix (MX11A). All about 
—= year old and now in use and operat. 

ing. Available about July 15th. We're “going 

of the backerenne music b 

Total cost to us was $2400. Will ve at 25%, 
MG or $1,750. Write “Box 190B, BROADCAST. 








2 each Auricon Pro 1200 Cameras—with 
magazine, and 1 inch lens, with var. den. 
give. Price $2,750.00 each. 1 each 16mm 
allon Film Tape Recorder. Like new, 
$750.00. Box 222B, BROADCASTING. 


Tape re yoasetons, fy Fy Ky "si006 


each 31080 Seled Radio — Ki 
P.O. Box 966, Delano, Californi — 








12 slimline base light fixtures #TV664G. Ex- 
cellent condition. Transformer box #TV- 

G5 included. $100 each. KHOU-TV, Box 
11, Houston, Texas. 





Gates model 31B console, Gates model 250-C 
transmitter, Gates type CB-4 control desk. 
Recently removed from service, in fair con- 
dition. First reasonable offer takes. Radio 
Station KIMP, Mt. Pleasant, Texas. 





One Mole-Richardson microphone — boom 
come with perambulator. Like new— 
1,000.00 Good used automatic film cleaner 
and conditioner, Neuvator model No. CL-16 
made oT ag ade. Contact Jim Sims, Sta- 
tion WAPA-TV, San Juan, Puerto Rico. 





Microwave tower—75 foot, self-supporting, 
three bolted sections. 12 foot base, 8 foot 
top. Sturdy platform, guard rail, ladder. 
Inquire Engineering Dept. WAVE, Inc., 7235 
South Floyd, Louisville, Kentucky. 





Collins 21A 5 kw transmitter maintained in 
— condition. Now available. Examine 

er operating conditions. Excellent Le: 
ity. Tens years old. Price $4,500. Terms. Ad- 
dress Radio Station WISE, 75 Scenic High- 
way, Asheville, N.C. 








Graduating interns, technical and produc- 
tion, trained in modern fully equipped 
studios by commercial minded instructors, 
now available. Contact Intern Supervisor, 
WTHS Miami. 





Production-Programming, Others 





Immediate ee for ex 
salesman in regional 
Liberal commission end. Cc 

tial for t man. Send resume and photo 
to Sales 
Iowa. 


rienced Lo 





Wanted: Salesman for 


essive local tv 
radio or tv e 


ence es ac- 


, = on 
ee ac ABC lg ee: le, = 
-Midnight ratings. Ni er who 

es to make 5 .~¢ Send photo and 
Colee, , 621. Main 


Beckground i ve; 


Excellent television newsman and personal- 
ity. 13 years’ radio tv experience. 
Presently, emahored as station manager in 
small radio market. Former tv experience 
consisted of news and 144 hour mo 

show across the board. 3%, married, no 
d ng. Present ompmavers know of this 
advertisement and ly excellent 
references. Box 205B, BROA CASTING. 





20 years experience in radio/television, in- 
cluding management. Creative progra 

my forte. See ae proues directorshi 
ay operation. Box 220B, BROADC. 








A 1000 watt Collins transmitter in operating 
condition. Will sell reasonable. Radio Sta- 
tion WMOZ, Post Office Box 228, Mobile, 
Alabama. 





One Raytheon three channel remote with 
power supply, model RR 30, good conditio 
in use at present. One Raytheon cone 
board, model RC-11 with _—s supply, has 
pra ‘put x. good condit by competent 

eer. o Gates CBll turntables, just 
pn MD overhauled by qualified repair 
firm. Still in crates, new idlers, felt, switch- 
es, springs, and include 1 mii and 2.5 
stylus ae = with arms), 1 Travis tapak 
duplex peed newscaster, vari-track. 

Geod workin ng” condition, The entire gro’ orn 
posed for $ or sold separately. 
crate, you y shipping charges. WWNS, 
Statesboro, Georgia. 





Tape recorders, stereo: Ampex 350-2, $1100.00 
(list $1900.00); Berland 33, $550.00 (list 
ot). M. Bates, 3200-16th St., NW, 


shington, D.C. (Decatur 2-6400, ext. 619). 
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FOR SALE 





Equipment—(Cont’d) 





Dehydrators, automatic and & complete, ria rigid 
coaxial transmission line, wi 
hardware. Write for es Sierra AW 
Electric Cable Company, }l Middle Harbor 
Road, Oakland 20, Ca tn. 





into fm power cheap. 10 kw Western 
or tric transmitter 506 B-2, with brand 
new Gates exciter, new piubes throughout. 
GE 8 bay_antenna BY 8 Make offer. L.E. 
Latham, Box 77, Atlanta’ *Ga., DR 8-8808. 


{Tv Video monitors. 8 Mc., metal cabinets 
starting at $199.00. 30 different models 8” 
thru a Miratel, Inc., 1080 Dionne St., St. 
Paul, Minn. 


Video monitors. Closed circuit and broad- 
cast, Foto Video ew ee Inc., Cedar 
Grove, New Jersey, CE 9-6100. 


Anything in broadcasting field from a the 
to a tower sold or bought. Electrofind, 
Fifth Avenue, N.Y.C. 


Ampex 300 1%” 7 

& 7 chassis oe. 

Reeves 16mm $6000 mag 

$1,500. ‘gobin, 39-44 49th St., 
Tl 8-9516 


Schafer automatic program equipment. Used 
less than one year. Manufacturer’s tg oot 
tee 4 years. $8,000.00. Call Olean, N.Y. 20161 


General Precision Laboratory 16mm _ kine- 
scope recorder, model PA-303 with Maurer 
sound of film system and utilizing elec- 
tronic shutter. For further information 
contact the Director of Purchasing, Uni- 
versity of Missouri, Columbia, Missouri. 


Two 270-foot heavy-duty Fisher guyed 
towers available by October Ist. W. D’Orr 
Cozzens, Intermountain Network, 146 South 
Main Street, Salt Lake City, Utah. 


WANTED TO BUY 
Stations 
Want station in northeast city over 100,000 
population. To 150M up to 40M down. Prin- 
cipal. Box 100B, BROADCASTING. 


Want Broadcast Station—Western—qualified 
individual—Principals. Box 231B, BROAD- 
CASTING. 














ook recorders, 2 decks 
Daven 12a —_ .00. 
system 


Lic. 4, N.Y. 


























Texas operator wants second station within 
200 miles of Dallas. Top full-time preferred 
but will consider smaller. Our No. 0882. 
Indiana Corporation wants 250-1000 watt 
Hy time, non-directional one-market town 
M, or will buy permit and build. 
4 No. 0862. Indiana wee will buy an- 
other; New England, N.Y., Pa., Ind., 3100M 
S cash or down payment on larger. oa 
-: —— May Brothers, Binghamton, New 
or’ 





WANTED TO BUY 


Equipment 








350 to 400 foot guyed triangular tower cap- 
able of supporting 14,000 pound six-layer 
mnel 2 su tage tv antenna. Write, 
stating locatio condition, manufacturer, 
and price. Box "3308, BROADCASTING. 





Western Electric 702A oscillator unit, com- 
we in good working condition. Contact: 
Hawkins, Chief es. 


East” Lexington St., Baltimore 3 , Maryland. 





Wanted: Used am modulation monitor, am 
frequency monitor, audio console. Price 
Georgi be 0 ee aie Holley, WOKS, Columbus, 





Western Electric 506B-2 transmitter, 10 kw 
—for standby rig. State hours, condition, 

and spare parts. Also BMTA monitor. 
Gateway Broadcasting Corp., 11600 Tesson 
Ferry Road, St. Louis 23, Missouri. 








INSTRUCTIONS 


— 


FCC first phone license preparation by 
Correspondence or in resident c 
Grantham Schools are oe in Hollywood. 
Seattle, Kansas City and Washington. Write 

our free 40-page brochure. Grantham 
Schoo! of ——— cs, vanes Gillham Road, 
Kansas City 9, Missouri 
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INSTRUCTIONS—(Cont’d) 








Since 1946. The original course for FCC Ist 
phone license, 5 6 weeks. Reservations 


req olling aa for classes starting 
August 31, October 26, 1960. January 
4, 1961. For information, references and 


reservations write William B. Ogden, Radio 
Operational Enginee Schorr 1150 West 
Olive Avenue, Burba California. 





INSTRUCTIONS—(Cont’d) 





Announcing, programming, etc. Twelve 
week intensive, Bractical *.. Brand 
new console, turntables, and the works. 

ns School of Broadcasting, 2603 Inwood 
Road. Dallas 35, Texas. 





FCC license in six weeks. Classes 9 a.m. to 
< p.m. five days a week. Tuition $300. We 
have no failures. The Pathfinder Method, 
510 16th St., Oakland, California. 





MISCELLANEOUS 





Be prepared. First phone in 6 weeks. Guar- 

anteed instruction. Elkins Radio License 
School of Atlanta, 1139 Spring St., N.W., 
Atlanta, Georgia. 


Funniest one-liners ever created. Produced 
for your show or sta- 

ao, a for sample 
tapes! Box 732A, TING. 





ee aa soles eae ae eee eae Seen ie er eS pe ent ea ee ree en a eee ae eee 


ISSUE DATE(s) 


YOUR HANDY CLASSIFIED AD ORDER FORM 





C] TF (until forbid) 
RATES 


C Situations Wanted—20¢ per word—$2.00 minimum (Payment in advance) 

(J Help Wanted—-25¢ per word—$2.00 minimum 

(1 Display ads $20.00 per inch—STATIONS FOR SALE advertising require display space 
(CO All other classifications 30¢ per word—$4.00 minimum 





SITUATIONS WANTED 
(1 management 

CI sales 

(C announcers 

(C) technical 

(C production-programming 


DISPLAY SPACE 0 1 in. 


(No charge for blind box number) 
Indicate whether Radio or TV 0 Radio OO Tv 
HELP WANTED FOR SALE 
(1 management C0 equipment z 
C] sales 
(] announcers WANTED TO BUY 
( technical . 
[] production-programming C) stations 

[] equipment 


0) 2 in. 


ADDITIONAL CATEGORIES 
[] Instructions 

(] Business Opportunity 
C1 Miscellaneous 


0 3 in. D 4 in. (0 other 





COPY 


(If larger space is needed, please attach separate copy) 





NAME 


BROADCASTING MAGAZINE, 1735 DeSales St., N.W., Washington 6, D.C. 





COMPANY 





ADDRESS 





Remittance enclosed $ 
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FOR SALE 


—.., 


RADIO 





—.. 


Help Wanted 


























~~ 


SOUTHWEST DESERT AREA 


5 kw daytimer grossing $80,000. 
real buy at $105,000 with 
$29,000 down and a long payout. 


Box 178B, BROADCASTING 


POPPI 














FLORIDA RADIO STATION 


Medium market. #1 rating, sold 


solid. 


Box 206B, BROADCASTING 














> 1K 

































































An unusual opportunity for an accept- 
able buyer to acquire ownership of a 
prestige California property with a 
history of high billings and ownership 
earnings for the very low down pay- 
ment of $25,000. 


Box 179B, RROADCASTING. 











SOUTHERN CALIFORNIA FULLTIME y 




































































tic BK 

Ga. Single 250w $45M terms 
Va. Single lkw-D 80M terms 
Cal. Single 250w 68M 15 dn 
Miss. Single 250w 39M 15 dn 
Ill. Single Daytimer 95M 29% 
La. Single Regional 53M terms 
Tenn. Single Fulltime 55M cash 
Fla. Small Fulltime 55M terms 
W.Va. = Small Local 40M 10 dn 
Fla. Medium Regional 175M terms 
Cal. Medium lkw-D 70M 29% 
Fla. Medium Regional 230M 29% 
Cal. Metro Daytimer 175M terms 
Fla. Large Regional 185M 29% 
East Major 5kw 350M terms 
And Others 

PAUL H. 


CHAPMAN COMPANY 


INCORPORATED 
MEDIA BROKERS 
Atlanta Indianapolis Los Angeles 
Nashville New York San Antonio 
San Francisco Seattle Troy, O. 
Please Address: 
1182 W. Peachtree, Atlanta 9, Ga. 











Rocky Mt. 
Mt. Day regional $40,000—South- 
west fulltime $115,000—South me- 
dium, day $97,500—Texas single re- 
gional day $47,500—South medium 
Fulltime $125,000—South Major day 
regional $95,000—Midwest medium 
fulltime. Money-maker. $150,000 
Incl. valuable real estate—South- 
west Fulltime regional. Big profits. 
$210,000—Southwest Major, day re- 
gional. $225,000—West Coast pow- 
er, medium market. $350,000— 
South single. $40,000—Texas single, 
day regional $100,000. PATT Mc- 
DONALD, Box 9266, Austin, Texas. 
GL. 3-8080, or Jack Koste, 60 E. 
42nd., N 17, NY. MU. 2-4813. 


Fulltime $63,000—Rocky 








aaa 











NORMAN & NORMAN 


Brokers Consultants 


RADIO-TELEVISION STATIONS 


Wide Service 


Approisers 


Nation 
Ex xperienced Broadcasters 


Negotiations 


Davenport, lowa 


ntidential 


Security Bldg 
































on GUNZENDORFER emcee 


NORTHWEST. $95,000 with 29% down. 
= a watt fulltimer in 2 station mar- 
et. 

* + * 
CALIFORNIA. $17,500 down. $300 a 
month payout for a fulltimer in 
northern city of 15,000 people. Owner 
must sell. Full price. 
CALIFORNIA. Southern’ area. $125,- 
000 for a 1000 watt fulltimer in one 
station community of 12,500 people. 
CALIFORNIA. 506 watt daytimer. A 
earner in growing area. Asking $150,- 
000. 29% down. 10 year payout. 


WILT GUNZENDORFER 
AND ASSOCIATES 
Cyueh, ta Los Angaies, California 


Phone tates = 2- sre 


, AoE 








pS TATIONS FOR SALE—— 


WEST NORTH CENTRAL. Daytimer. Do- 
ing $12,000 a month. Asking $150,000 
with 29% down. 


WEST NORTH CENTRAL. Daytimer. Do- 
ing $6,000 a month. Asking $100,000 
with 29% down. 


NORTHWEST. Daytimer. Near large 
market. $70,000. Low down. 
CALIFORNIA. Full time. Top market. 


Asking $225,000 with 29% down. 
SOUTHWEST. Top 100 Markets. Full 
time. Asking $275,000 with 29% down. 


ROCKY MOUNTAIN. Full time. Ex- 
clusive. Average $80,000 annual gross 
for last 5 years. Asking $90,000 with 
29%. 


JACK L. STOLL & ASSOCS. 
Suite 600-601 
6381 Hollywood Blvd. 
Los Angeles 28, Calif. 
HO. 4-7279 














EMPLOYMENT SERVICE 


MISCELLANEOUS 



















STEP UP TO A BETTER 
JOB THE EASY WAY!! 
ony announcers and o- — found 
to 
ye yp A. rad eal j ugh pro- 


TOP JOB ‘PLACEMENTS 
IN THE SOUTHEAST 
Free registration — Conf. Service 
Professional Placement 

458 Peachtree 


JA 5-4841 Atlanta, Ga. 








Radio Remote Control and 
Multiplex Systems 
F 


or 
STUDIO TRANSMITTER LINKS 


John A. Moseley Associates 


Box 3192 Woodland 7-1469 
Santa Barbara, California 





Production-Programming, Othe:s 











references, and 
General Manager, 
Rouge, Louisiana. 


NEWS DIRECT OR 





I diate per due to ill. 
ness present News Director. Must h ave 
thorough news and broadcasting back. 


ground. Good air man with authoritative 
voice. Good salary plus car allowance and 
other earnings for right man. Not inter- 
ested in itinerants or alcoholics. This sta- 
tion has finest reputation for news broad- 
casting. Please send qualifications, 
/ to Mort Silverman, 

JBO, Box 496, Baton 




















Situations Wanted—Technical 
Sasa aa eaaaaenaunaaq 
' TOP-NOTCH i 
i NETWORK ENGINEER 
i With supervisory experience, col- J 
H lege degree, seeks administrative i 
I position. 

g Box 213B, BROADCASTING ! 
TELEVISION 
Help Wanted—Management 





=, 


|) Gece eit tetanic loca ariinact tac «taal Sila 


SCSESVAESERSSSVECSSSESVSS6SS SS 


READY TO MOVE UP! 


Top-notch Operations Manager 
(assistant General Manager) pres- 
ently employed in “first fifty” east- 
ern market, ready for a larger sta- 
tion or station Managership in 
medium market. Eighteen years 
experience producing commercial 
results. Consistently outstanding 
ratings, comprehensive budgeting 
know-how and top national pro- 
gramming awards high-light the 
resume you must see if “making 
this product right” means profit to 
you. 


Write Box 251B, 
BROADCASTING. 





FOR SALE 


SREB SSBSSSBSBSSESSESBBBBBSBBBeSBBeeees 





Equipment 








Cartridge Tape Equipment 
NOW IN 150 STATIONS 


For descriptive material, write 


BROADCAST ELECTRONICS, Inc. 


8800 Brookville Rd., Silver Spring, Md. 
or 
contact your VISUAL ELECTRONICS man 











wre Se Se Sea a ad ad add dh 


POPP PODD DDD 





NEW 


Low cost modulator-oscillator. Convert 
color or monochrome receivers to video 
monitors. Low differential phase, wide 
frequency response, constant time delay. 


$49.50. Write: TELSON ELECTRONIC 
PRODUCTS, INC., Rapid City, South 
Dakota. 
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Continued from page 105 


WLOB-FM Portland, Me.—Granted mod. 
of cp to change type trans. and reduce ERP 
to 3 kw; condition. 

American Bestg.-Paramount Theatres Inc. 
New York, N.Y.—Granted extension of per- 
mit to supply tv programs broadcast in 
US. over tv stations licensed to American 
Bestg.-Paramount Theatres Inc. to Canadian 
tv stations CBFT and CBMT, both Montreal, 

uebec; CBLT Toronto, Ontario, CKCO-TV 

tchener, Ontario, CBUT Vancouver, 
British Columbia, et al., for broadcast by 
these stations in Canada. Program material 
may be delivered via microwave relay fa- 
cilities, operated by common carriers, air 
or rail express. Authority herein granted 
is for period beginning 3 a.m., EST, Feb. 1, 
1960 and ending Feb. 1, 1961; and for re- 
newal of permit to locate, maintain, and/or 
use studios or apparatus at 7 W 66th St., 
New York 23, N.Y. and other points through- 
out U.S. under control of American Bcs g.- 
Paramount Theatres Inc., for purpose of ob- 
taining or producing tv programs consisting 
of musical, dramatic, educational and en- 
tertainment material, to be transmitted or 
delivered by film or tv recordings by various 
methods or by electrical energy for trans- 
mission by cable and/or other means to tv 
station TV Tijuana, Mexico for period 
ending April 29, 1961; without prejudice to 
whatever action commission may deem war- 
ranted as result of any final determinations 
reached by commission in connection with 
its orgy | inquiry into compliance by 
broadcast licensees with sec. 317 of Com- 
munications Act, and related matters. 

KASL Newcastle, Wyo.—Granted authori- 
ty to operate Saturday between hours of 
6 am. and 6 p.m only except for special 
events for period ending Oct. 2. 

KWPR Claremore, Okla.—Remote control 
permitted. 

WDVL Vineland, N.J.—Granted authority 
to operate from sign-on at 9 a.m. to sign- 
off at 5 p.m. for period Geeums Oct..31. 

WKRS Waukegan, Ill.—Granted authority 
to sign-off at 7 Ee. CDT, for period July 
1 through Aug. 31. 

g Following stations were granted exten- 
sions of completion dates as shown: KLYD- 

Bakersfield, Calif. to December 31; 
WRBS (FM) Baltimore, Md. to September 
30; KVOR-FM Colorado Springs, Colo. to 
September 1; WIBC-FM Indianapolis, Ind. 
to December 11, and KFRC-FM San Fran- 
cisco, Calif. to October 15. , 


Actions of June 29 
KQAQ Austin, Minn.—Granted license for 
am station and specify studio location. 
KVIL Highland Park, Tex.—Granted li- 
cense for am station. 
*KPPS-FM Parsons, Kans.—Granted li- 
cense for noncommercial educational fm 


station. 
-*KBYU (FM) Provo, Utah—Granted li- 
cense for noncommercial educational fm 


station. 

KWIX (FM) St. Louis, Mo.—Granted li- 
cense for fm _ station. 

KJLM (FM) San Diego, Calif.—Granted 
license to operate with fm ant. side-mount- 
ed on a 160 ft. tower with ERP of 4.5 kw. 

KOWB Laramie, Wyo.—Granted license 
covering changes in facilities, ant.-trans. 
and studio location, installation of DA N-D 
(DA-2), make changes in ground system and 
installation new trans. 

KFAR Fairbanks, Alaska—Granted license 
covering installation trans. for auxiliary 


“a toy 
*KCPS (FM) Tacoma, Wash.—Granted li- 





WANTED TO BUY 





Equipment 
SOG DIGG OVI 
WANTED 


One radio BHF mobile unit, 
ready to go, and one television 
mobile unit. Must be in first class 
condition. What have you to offer? 


Box 214B, BROADCASTING 























WANTED TO BUY 
Two Houston’ Fearless Camera 
Cranes: Type BT. Describe condi- 
tion, where located, and cost. 
CHARLES MICHELSON, INC. 
45 West 45th St., New York 
Plaza 7-0695. 











_—_ 
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cense covering increase in ERP and ant. 
height, installation new ant. and change of 
ant.-trans. and studio locations. 

KPLC Lake Charles, La.—Granted license 
covering installation of new trans. 

KBIQ (FM) Los Angeles, Calif.—Granted 
licenses to use previously licensed main 
trans. as auxiliary; and increase in ERP, 
change type trans., changes in ant. system 
and specify type trans. 

KEFM (FM) Oklahoma City, Okla.— 
Granted license covering change in ERP, 
ant.-trans. and studio locations. 

KAYO Seattle, Wash.—Granted license 
covering installation new trans. at main 
trans. location as auxili trans. 

WABJ Adrian, Mich. ranted cp to in- 
stall old main trans. (composite) as auxil- 
iary trans. 

WK St. Louis, Mo.—Granted cp to in- 
stall new alternate main trans. (present lo- 
cation of main trans.), employing DA. (DA- 


N). 

WMTW-FM Mt. Washington, N.H.—Grant- 
ed mod. of SCA to change sub-carrier fre- 
quency from 67 kc to 41 kc. 

KULA Honolulu, Hawaii—Remote con- 
trol permitted. 


Actions of June 28 


KICY Nome, Alaska—Granted license for 
am station and specify trans. 

w Granted licenses for following fm sta- 
tions: WNOB Cleveland, Ohio; KPUP San 
Francisco, Calif.; KELT MHarlingen, Tex.; 
KSBW-FM Salinas, Calif.; KSTL-FM St. 
Louis, Mo.; KSPL-FM Diboll, Tex.; KREX- 
a \ anes Junction, Colo.; KLSN Seattle, 


ash. 

WMVA Martinsville, Va.—Granted license 
covering increase daytime power and instal- 
lation of new trans. 

WKEY Covington, Va.—Granted license 
covering increase in daytime power and 
installation of new trans. 

WINA Charlottesville, Va.—Granted li- 
cense covering increase in daytime power 
and installation of new trans.; condition. 

WHGR Houghton Lake, Mich.—Granted li- 
cense covering change in hours of operation, 
installation of DA for nighttime use; and 
make changes in DA and ground system. 

KYCA Prescott, Ariz.—Granted license 
covering increase in daytime power and in- 
stallation of new trans. 

LER Orofino, Idaho—Granted 
covering installation of new trans. 

KNEV (FM) Reno, Nev.—Granted license 
covering increase in ERP and make changes 
in trans. equipment. 

KMCS (FM) Seattle, Wash.—Granted li- 
cense covering installation of new trans. 

KUO Minneapolis, Minn.—Granted li- 
cense covering installation of new trans. 

KISW (FM) Seattle, Wash.—Granted li- 
cense covering increase in ERP and instal- 
lation of new trans. 

KLVL Pasadena, Texas—Granted license 
covering installation of new trans. as alter- 
nate main trans. 

WBAL-FM Baltimore, Md.—Granted li- 
cense covering decrease in ERP, increase 
in ant. height, change type trans., change 
ant.-trans. and studio locations and make 
changes in ant. system. 

KWLM Willmar, Minn.—Granted license 
covering installation of new trans. and make 
changes in trans. equipment. 

WN Pensacola, Fla.—Granted license 
covering change in ant.-trans. location and 
make changes in ant. and ground system. 

WHGR oughton Lake, Mich.—Granted 
license to use presently licensed auxiliary 
trans. on 1290 ke, 1 kw, DA-N, for auxil- 
iary purposes only. 

WMIX- Mt. Vernon, Ill.—Granted li- 
cense covering increase in ERP and instal- 
lation of new trans. 

WTMJ-FM Milwaukee, Wis.—Granted li- 
cense covering change in frequency, in- 
crease in ERP and ant. height. 

WIKY-FM Evansville, Ind.—Granted li- 
cense covering change in ERP, change type 
trans., changes in ant. system and remote 
control operation. 

WNEP (TV) Scranton, Pa.—Granted cp to 
install auxiliary trans. at main trans. site. 

KABC Los Angeles, Calif.—Granted cps to 
install new type trans.; and install new 
auxiliary trans. 

WAPI-TV Birmingham, Ala.—Granted cp 
to install auxiliary trans. and auxiliary ant. 
system at location of present main trans. 
and ant. 

KFBC Cheyenne, Wyo.—Granted cp to in- 
stall aur. auxiliary trans. to be used with 
existing main vis. trans. 


Actions of June 27 
WFTG London, Ky.—Granted transfer of 
control from Elmo Mills to Elmo and John 
P. (a famil: oup) through sale of 
stock by Elmo Mills Herman G. and John 
B. Dotson. 


KRCW (FM) Santa Barbara, Calif.—Grant- 
ed assignment of licenses and SCA to Chan- 
nel Bestg. Co. 

WKGN Knoxville, Tenn.—Granted relin- 


license 





quishment of negative control by Abe D. 
Waldauer through sale of treasury stock to 
Donel Lynch, George P. Mooney and D.F. 
Prince and corporate reorganization. 

WHLO Akron, Ohio—Granted assignment 
of license to Radio Akron Inc. 

WREA East Palatka, Fla.—Granted license 
for am station. 

w Granted licenses for following fm sta- 
tions: WQRS- Detroit, Mich.; antenna 
280 ft.; WMIL-FM Milwaukee, Wis.; anten- 
na 245 ft.; WRN Mount Kisco, N.Y.; 
WTTV-FM Bloomington, Ind. ERP 37.2 kw. 
_WFHR Wisconsin Rapids, Wis.—Granted 
license covering change in facilities, install- 
ation of DA-N, make changes in ant. and 
a system and installation new trans. 
2 main trans.). 

WLDY Ladysmith, Wis.—Granted license 
covering increase in daytime power and 
installation of new trans. - 

WJPD Ishpeming, Mich.—Granted license 
covering increase in daytime power. 

WNAV Annapolis, Md.—Granted license 
covering increase in daytime power and 
installation of new trans. 

WGNY Newburgh, N.Y.—Granted license 
covering change ant.-trans. location, type 
trans. and make homage = 4 in ant. system. 

Hot Springs, rk.—Granted license 
covering installation of new trans., ant. and 
ground system for auxiliary purposes. i 

WGTO Cypress Gardens, Fla.—Granted 
license covering installation of old main 
trans. as alternate main trans. 

WKIS-FM Orlando, Fla.—Granted license 
covering decrease in P. ‘ 

WTEL Philadelphia, Pa.—Granted license 
a | type trans. 

wGco Valdosta, Ga.—Granted 
installation of new trans. 
FM) Princeton, N.J.—Granted li- 
cense covering change in frequency, in- 
crease ERP, decrease ant. height and in- 
stallation of new trans. and ant. 

KFAB-FM Omaha, Neb.—Granted cp to 
increase ERP to 115 kw and install new 
type trans.; remote control permitted. 

WFGM-F Fitchburg, ass. — Granted 
mod. of cp to change type ant. ; 

WTTT Arlington, Fla. ranted authority 
to remain silent for riod of sixty days. 

KOLR Sterling, Colo.—Granted change of 
remote control authority. 

gw Following stations were granted exten- 
sions of completion dates as shown: UL 
Scituate, Mass. to September 30; WDTM 
(FM) Detroit, Mich. to November 15: 
*KERA-TV Dallas, Tex. to September 15; 
KTAG-TV Lake Charles, La. to January 9, 
1961; KSWO-TV Lawton, Okla. to July 29. 


Action of June 24 


WOIA Saline, Mich.—Granted authority to 
sign-off at 6:30 p.m. for period ending 
August 31. 


license 
coverin; 


Action of June 15 


WWCO Waterbury, Conn.—Granted acqui- 
sition of positive control by Herbert Bloom- 
berg through corporate reorganization and 
sale of stock by Murray Grossman and 
Herbert Saxe to Ruth R. Goddard. 


Action of June 2 


*WIRQ Rochester, N.Y.—Granted license 
for noncommercial educational fm station. 


PETITION FOR RULEMAKING 


National Assoc. of Educational Bcstrs., 
Urbana, Ill.—Requests that Sub-part C. of 
rules relating to non-commercial education- 
al fm broadcast stations, be amended to au- 
thorize establishment of subsidiary services 
by such stations on multiplex basis, as fol- 
lows: (a) An fm broadcast licensee or per- 
mittee authorized under this sub-part may 
apply for (SCA) to provide limited types 
of subsidiary services on multiplex basis. 
Permissible uses must fall within one or 
both of following categories: (1) Transmis- 
sion of in-school educational programs: (2) 
Transmission of programs which are of 
broadcast nature, but which are of interest 
primarily to limited segments of public 
wishing to subscribe thereto. Illustrative 
services include: background music; de- 
tailed weather forecasting; special time sig- 
nals; and other material of broadcast nature 
expressly designed and intended for any 
public groups engaged in any lawful activity. 
(3) Transmission of signals which are di- 
rectly related to operation of fm broadcast 
stations; for example: relaying of broadcast 
material to other and standard broadcast 
stations; remote cueing and order circuits; 
remote control telemetering functions as- 
seciated with authorized STL operation, and 
similar uses. (4) Transmission of informa- 
tion for use in connection wth govern- 
mental activities. (b) — i for SCA 
shall be submitted on C Form 318. Ap- 
plicant for SCA shall specify particular 
nature or purpose of proposed use. 

Further requests that proceedings be ex- 

anded to include stereophonic broadcasts 
a noncommercial educational stations on 
multiplex basis. Ann. July 1. 
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It has been found that those who develop obesity in 
childhood appear to have more of a dietary problem 
than those who develop obesity in the adult years. As a 
service to those advising about the obese child, a basic 
cereal and milk breakfast is worth consideration. /ts fat 
content of 10.9 gm. provides 20 per cent of the total 


A moderate 
low-fat 
well-balanced 
breakfast for 
children 10-12 


years of age 


calories, thus it is moderately low in fat. It is well 
balanced as shown in the chart below. The Iowa Break- 
fast Studies demonstrated that children of about this age 
have better grades and attitudes at school when they eat 
a well-balanced basic cereal and milk breakfast each 
morning. 


Recommended Daily Dietary Allowances* and the Nutritional Contribution of a Basic Cereal 


and Milk Moderate Low-Fat Breakfast 


Menu: Orange Juice—4 0z.; 


Cereal, dry weight—I oz.; 

Whole Milk—4 oz.; Sugar—I teaspoon; 
Toast (white, enriched)—2 slices ; 
Butter—5 gm. (about I teaspoon); 
Nonfat Milk—8& oz. 





Nutrients Calories Protein Calcium 


Vitamin Niacin Ascorbic 


Iron A Thiamine Riboflavin equiv. Acid 





Totals supplied by 

Basic Breakfast 503 
Recommended ee 
Allowances—Children, 1 

12 Years (36 kg.—79 Ib. gg 2500 
Percentage Contributed 

by Basic Breakfast 20.1% 


20.9 gm. 


70 gm. 
29.8% 


1,2 gm. 
44.3% 


0.532 gm. 2.7 mg. 


12mg. 4500 1U. 
22.5% 


S88 1.U. 0.46 mg. 0.80 mg. 7.36 mg. 65,5 mg. 


1,8 mg. 17 mg. 75 mg. 


444%, 43.3% 


1.3 mg. 


35.4% 


13.1% 87.3% 





Cereal Institute, Inc.: Breakfast Source Book. 

Chicago: Cereal Institute, Inc., 1959. 

Food & Nutrition Bd.: Recommended Dietary Allowances, ed 1958. 
Natl. Acad. Sci. —Natl, Research Council Publication 589, 195: 

Watt, B. K., and Merrill, A. L.: Composition of Foods—Raw, 

Processed, Prepared. U.S.D.A, ‘Agriculture Handbook No. 8, "1950. 


*The allowance levels are intended to cover individual variations 
among most normal persons as they live in the United States under 
usual environmental stresses. Calorie allowances apply to 
individuals usually engaged in ev anys. physical activity. For 
office workers or others in ys ti they are excessive, 
Adjustments must be made for variations in body size, age, 
physical activity, and environmental temperature. 





CEREAL INSTITUTE, INC. 
135 South La Salle Street, Chicago 3 


A research and educational endeavor devoted to the betterment of national nutrition 
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OUR RESPECTS TO... 
William Kirkwood McDaniel 


Bill McDaniel is in a radiant mood 
these days—Because NBC Radio is back 
in the black after eight long, lean years 
(BROADCASTING, June 20). 

it was a high point of Mr. McDaniel’s 
career several weeks ago when the net- 
work announced proudly that it was 
operating profitably for the first half of 
1960 and the future was even brighter. 
As vice president in charge of NBC 
Radio, Mr. McDaniel is understandably 
jubilant about the network’s new place 
in the sun. 

Bill McDaniel’s association with NBC 
has been pleasant on several scores. He 
started there in 1938 as a page and last 
March was named the top executive of 
the radio network. Perhaps even closer 
to his heart, he met Jean Caulkins on a 
blind date on the second floor of NBC’s 
offices in New York. And they have 
been married for 21 years. 

Hard Work, but Fun ® Mr. McDan- 
iel, trim and young-looking, remembers 
those early days of his business life as 
“full of hard work but lots of fun.” 
Among his friends then “working their 
way up” were Tom McFadden and Bill 
Davidson, now NBC vice presidents; 
Monty Miller, a Young & Rubicam vice 
president; Herb Boas, executive vice 
president of the Budd Co.; Tony Fail- 
lace, an independent tv producer, and 
singer Gordon MacRae. 

He’s a “clean desk” executive and 
believes in staff conferences (“those are 
things I learned while I was in the 
Navy”). Colleagues say he is “even- 
tempered, forceful but tactful and quiet- 
ly energetic.” He is said to be a combi- 
nation of a “homebody and a business 


He likes to lunch frequently with top 
executives of leading corporations, and 
has an extensive first-name acquaintance 
with company officials. He flies fre- 
quently on business, adding: “Though 
I'm supposed to be an administrator, I 
cannot imagine myself not trying to 
sell. I'll always be a salesman.” 

William Kirkwood McDaniel was 
born in Scarsdale, N.Y., on June 18, 
1918. He attended Scarsdale High and 
went to Duke U. for three years. In the 
summer of 1938, itching to go to work, 
he spent several months pounding the 
hot pavements of New York. Jobs were 

Scarce, and it wasn’t until the fall 
that NBC notified him that he could 
_ a job as a page there—if he wanted 

Branded ® Mr. McDaniel acknowl- 

edges that he had no burning desire to 
me a broadcaster. He wanted a 


BROADCASTING, July 11, 1960 


job—one that was stimulating and 
showed future promise. Young Mr. Mc- 
Daniel soon displayed the qualities of a 
man with a future—resourcefulness, 
courtesy and brisk efficiency. He was 
promoted to guide. One day an impor- 
tant visitor was so impressed with the 
manner Mr. McDaniel conducted a tour 
of the NBC studios that he was moved 
to write a “fan letter” to the young 
guide’s superior. Robert Saudek, then 
vice president of sales for NBC’s Blue 
Network, noted that Mr. McDaniel was 
a youngster to watch. In 1940 Mr. Sau- 
dek recommended Mr. McDaniel for a 
sales post with the Scripps-Howard 
Radio Corp. in Memphis; he landed the 
job and his career in radio was in orbit. 

He remained with Scripps-Howard 
until he went to Hollywood as an ac- 
count executive for KMPC in 1941. In 
succession followed a string of progres- 
sively better posts: account executive 
and then sales manager for KECA-TV 
Hollywood, 1948-51; manager of ABC’s 
western division network sales depart- 
ment, 1951-52; western division man- 
ager of NBC Radio Spot Sales, 1952- 
53; sales manager of KNBC San Fran- 
cisco, 1953-54; general manager, 
KNBC, 1954-56; vice president in 
charge of sales for NBC Radio, 1956- 
60; vice president in charge of NBC 
Radio, effective last March. 

Mr. McDaniel’s association with net- 
work radio spanned an era in which the 
medium was king throughout the 1940s; 
then slid downward as tv ruled the roost. 


NBC Ranvio’s McCDANIEL 
An ‘image’ for co-existence 


Today, the silver lining is shining 
through the clouds. Mr. McDaniel is 
confident that radio can flourish in the 
future—certainly not on the grandiose 
scale of the past—but on a level that 
can pay its way and return a margin of 
profit. 

Individuality = He points to a trend 
in network radio programming: “In the 
past, all radio networks have broadcast 
basically the same types of program- 
ming—soap operas, quiz shows, mystery 
dramas and music programs. In 1960, 
for the first time in radio history, each 
network is beginning to create a dis- 
tinctive image. At NBC, the accent is 
on news—the Emphasis segments, sports 
and weekend Monitor, and the Image 
series of authoritative documentaries 
on important issues.” 

Mr. McDaniel is confident that NBC 
finally has devised a formula that en- 
ables the medium to co-exist with tv. 
He credits the radio network’s im- 
proved billing picture to the new pro- 
gram concept, higher percentage of 
station clearances for network time 
(ranging between 95% and 98%), ad- . 
vertiser acceptance of the new policy 
and “more realistic” price structures (a 
general increase in participation an- 
nouncements has been implemented 
over the past few months). He is par- 
ticularly proud that in recent weeks, 
NBC Radio has signed contracts with 
15 advertisers new to network radio: 
these include E.I. Du Pont de Nemours, 
Metropolitan Life Insurance Co., Union 
Carbide Corp., Champion Spark Plugs, 
General Insurance Co., Guardian Main- 
tenance Div. of General Motors, Fed- 
ders Corp. and Sinclair Refining Co. 

During World War II, Mr. McDaniel 
had a distinguished career with the 
U.S. Navy. He participated in four 
landings with the U.S. Marines, and 
also served on the staff of Rear Admiral 
Calvin Burgin, commander of escort 
carriers of the Seventh Fleet in the 
Pacific. He served for more than four 
years and was released as a lieutenant 
commander in 1945. 

The family home is in Pelham Manor, 
N.Y., where Mr. and Mrs. McDaniel 
live with their two children—Ann 18 
and Lee 16. He is a member of the 
Radio & Television Executives Society, 
the Broadcast Pioneers and the Press & 
Union League Club in San Francisco. 

His youthful appearance can be a 
testimonial to his interest in athletics. 
He is an avid golfer and enthusiastic 
hunter, and works out regularly at the 
New York Athletic Club. 
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EDITORIALS 








Enough for trouble 


| nw FCC will have to operate a skimpier detective bureau 
than it wanted. Congress has given it only $150,000, 
half of the amount the agency requested. 

Still, $150,000 can buy a lot of trouble for broadcasters. 
Having made so strong a pitch for the money, the FCC will 
have to show next year that the money was well spent. The 
staff members of the new Complaints & Compliance Divi- 
sion will be aware that their jobs depend upon the record 
of the cases they turn up. 

In such circumstances there is a danger of extremes. 
The temptation will be strong to make big cases out of little 
ones, to magnify wrongs as a means of magnifying their 
disclosures and corrections. It would take an act of excep- 
tional courage for the FCC to admit a year from now that 
it had blown $150,000 in a useless search for serious ir- 
regularities in radio and television. 

The formation of the Complaints & Compliance Division 
is symptomatic of a general attitude that now dominates 
the FCC. The attitude is founded on the vague assumption 
of something-ought-to-be-done although nobody is quite 
sure what it is that something ought to be done about. Is it 
television quiz rigging that the FCC is trying to correct, or 
payola or objectionable advertising? All these things have 
already been brought under control by existing laws and 
enforcement procedures. 

Yet the FCC, or, rather, the present FCC leadership, 
persists in suggesting that irregularities are vicious and 
widespread. The trend is toward sterner rules and sterner 
enforcement, applied in haste as though an emergency 
existed. The sirens are screaming and the squad cars are 
rushing through the streets on the possibility they may 
somewhere run across an urchin stealing milk bottles. 

The next few months will be difficult for broadcasters. 
Some stations will undoubtedly be visited by the Fearless 
Fosdicks of the FCC’s new gumshoe branch. Others will 
be obliged to submit detailed replies to letters of inquiry 
like those that have already been sent to some 600 stations 
that are suspected of somehow violating the new, if still 
unclarified, standards for license renewal. 

Broadcasters must meet their difficulties with confidence. 
They must not be terrified into acceding to unreasonable 
FCC demands. They must first set a course of action which 
they are willing to defend and then defend it vigorously 
if it is questioned. 

The cops have been reinforced and are on the prowl, but 
there is no reason for respectable citizens to run for cover. 


They’re off 


ype biggest and most critical audience in history will ob- 
serve broadcast coverage of the political conventions and 
of the ensuing presidential campaign. 

Biggest because of international and domestic tensions 
and because more people are interested in politics and the 
personalities involved. Most critical because radio and tele- 
vision have been singled out these past three years for cruel 
and unusual punishment at the hands of politicians goaded 
by broadcasting’s competitors and by reform elements. 

Coverage plans of the tv and radio networks—and of 
many independent stations—have been months in the mak- 
ing. They are the most comprehensive and expensive ever. 
The broadcast corps covering the conventions will be larger 
than the press corps. Four years ago the networks estimated 
their accrued losses for convention coverage alone at in 
excess of $5 million. The figure included pre-emption 
charges and production costs not made up by revenue ob- 
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tained from sponsorship of tv-radio coverage, which jp 
1956 amounted to $14.5 million. 

It is too early to predict the loss this year. All of the 
chips are bigger—more stations, more networks, more pr. 
emptions of prime time, and higher staff and facilities ove. 
heads. But costs will be greater because normal budgeting hy 
been jettisoned in the all-out effort to surpass anything eye 
undertaken. And the income, proportionately, may be ley 
because of difficulties encountered by all networks excep 
CBS in pre-selling packaged coverage. 

Convention coverage should be more efficient and should 
have greater audience appeal than four years ago. Gavel. 
to-gavel coverage is a relic of the past. Programming for 
this week’s Democratic convention in Los Angeles and for 
the GOP convention in Chicago two weeks later has been 
tailored for the broadcast audiences, and with a particular 
eye for television. The candidates are interested in exposure 
to the millions that constitute the electorate and not the few 
thousand faces in the convention halls. 

Blueprinting of the Democratic convention has been ip 
the capable hands of J. Leonard Reinsch, executive director 
of the Cox Stations. A broadcaster of wide experience, he 
has geared the scheduling, to the extent that it can be 
charted, for maximum broadcast coverage without the dis 
ruptions of the past occasioned by gavel-to-gavel sessions, 

GOP planning is following a similar pattern. Because 
Vice President Nixon appears to be a first-ballot, shoo-in, 
there isn’t the same degree of excitement. Mr. Nixon has 
demonstrated an awareness of the importance of broadcast 
coverage and is adept before camera and microphone. His 
organization, including such personages as Herbert Klein, 
his news secretary, and Ted Rogers, front-rank Hollywood 
producer, is in a position to move over to GOP national 
committee assignments once the convention is concluded. 

In this presidential year broadcasters take on their most 
critical assignment. They cannot expect kudos, except from 
the winners. A Senate “watchdog” committee will sniff and 
monitor and count minutes. The FCC is under mandate to 
report to Congress by next February on “fairness.” 

To a greater degree than ever before the 1960 conven 
tions and elections are programmed for television and radio, 
Electronic journalism will emerge a winner too by doing an 
honest, objective and dispassionate job of coverage. 
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Drawn for BROADCASTING by Sid Hix 





“Tell him a man from an industry that is spending ovet 
$3 million in television wishes to see him!” 
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4 PAID TESTIMONIAL FROM VICTOR ALESSANDRO FOR KPRC-TV, HOUSTON 


You perhaps know how we gently persuade 
famous people to say nice, sincere-sounding things 
about KPRC-TV. WE PAY THEM MONEY! Take 
Victor Alessandro. We approached the conductor 
of The San Antonio Symphony recently while he 
was in Houston to guest-conduct the Houston 
Symphony. He was rehearsing, and at first he 
mistook us for a music critic and picked up his 
largest baton. But, we handed him a violin-case 
full of money and asked him to say something nice 
about KPRC-TV. 

“Television?” he shouted. “Surely you’re jok- 
ing! Television is for children and grown-ups who 
know no better. Do you mistake me for a 
politician?” 


COURTESY OF 


We begged, we pleaded, we implored. Then 
we filled a bass-fiddle case with money. Dr. Ales- 
sandro agreed to watch Channel 2. “Viola!” he 
cried aloud. “Can this be television? It looks ex- 
actly like Mozart, or Beethoven. Why it would in- 
deed be a shame to waste this splendid art on 
children or unappreciative grown-ups. May I watch 
a little longer?” 

As Dr. Alessandro discovered (and you can, 
too) — KPRC-T'V is the one television produced 
on purpose to please. KPRC-TV in Houston alone 
gives you the true, exact flavor of GRADE A 
television. 

No other television looks or sounds or stays 
pleasant and persuasive like KPRC-TV, because 
no other television is produced like KPRC-TV. 


EDWARD PETRY & CO. 
National Representatives 


SKIPPY PEANUT BUTTER if you like TV, you'll love KPRC-TV, Houston 
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KCOP is a Station apart. In seven-station Los Angeles, an 
independent must be ...and KCop is! VARIETY calls us “the 


Station with a gambling spirit and a programming con- desert of shoot-em-ups and tired reruns. Most important, 
science.’ TIME Magazine says, “Los Angeles televiewers _ though, is the cold cash fact that our viewers appreciate the 
have learned to expect the unexpected from Kcop:’ Both difference ... and show it by buying and buying and BUY- 
statements are true. We do gamble... but on viewers’ good ING! Why aren’t you using KCoP, where the difference is 
taste and maturity. We do program worthwhile Tv and 


our policy of showing really good and refreshingly different 
programs does provide unexpected Tv treats—oases in the 


exciting and always profitable! Represented nationally by 
documentaries in prime evening time, not just once a Edward Petry & Co., Inc. 


month, but every night. And, if we can believe our viewers, 


Bing Crosby +» Chairman of the agg & Kenyon Brown « President 


KCOP TELE VISION 12) 
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Everywhere peop/e are saying... 
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KEYSTONE PRESS AGENCY, INC. 
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WGAL-TV 


is favored by viewers in Lancaster-Harrisburg-York, 
plus Gettysburg, Hanover, Lebanon, Chambersburg, 
Lewistown, Carlisle, Shamokin, Waynesboro, and many 
other communities. Profit-proved for advertisers, this 
multi-city market is important to your selling plans. 





WGAL-TV 
Channel &§ 


Lancaster, Pa. 
NBC and CBS 










STEINMAN STATION 
Clair McCollough, Pres. 


Representative: The MEEKER Company, inc. New York +» Chicago + Los Angeles + San Francisco 
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Bigger house ® Last week’s Democratic 
convention’s tv audience was 30% big- 
ger than audience in 1956. That’s con- 
clusion of NBC researchers. Checking 
results of American Research Bureau’s 
new national Arbitron ratings (see page 
62) against Nielsen ratings of 1956 
convention, they compared figures on 
same events during three days—1960 
nominations against 1956 nominations, 
1960 keynote session against 1956 key- 
note, for example—and found three- 
network rating totals within tenth of 
point of each other: 35.5 by Nielsen 
1956, 35.6 by Arbitron last week. On 
this same-period basis they estimated 
average three-network audience at 15,- 
636,000 homes this year against 12,01 1,- 
000 four years ago. Thirty percent in- 
crease was attributed to (1) 6% in- 
crease in coverage, via longer network 
lineups, and (2) 24% increase in tv 
homes since 1956. 


Measuring measurers ® One reason 
NBC did fast comparison of 1960 Ar- 
bitrons against 1956 Nielsens (see 
above) was to validate results of new 
Arbitron service, which NBC and CBS 
may be using exclusively after this 
month. Their contracts for Nielsen 
rating service expire July 31 and re- 
newals thus far have been blocked by 
several differences including, not sur- 
prisingly, one involving money. On this 
point networks and Nielsen apparently 
face unusual impasse. CBS and NBC 
reportedly want their payments re- 
duced to same level as those paid by 
ABC; yet ABC has contract running to 
October 1962 which by its own terms 
provides—for all practical purposes— 
that ABC will pay less than either of 
its competitors. 


This seemingly irresolvable conflict, 
according to insiders, is merely exten- 
sion of long-time formula used to divide 
Nielsen service’s costs among networks. 
These sources say it works this way: 
Total cost to networks is pegged at 
$84,000 per month. Half of this is di- 
vided equally among the three, or $14,- 
000 each. Other half is pro-rated ac- 
cording to each network’s share of gross 
billings. Total payments vary accord- 
ing to various discounts and surcharges, 
but since ABC’s gross billings are con- 
siderably below other networks, its pay- 
ments invariably are lower. Whether 
this situation will block CBS or NBC 
renewal of Nielsen contracts is another 
question; word last week was that ne- 
gotiations were continuing on this and 
other points. 





Unknown quantity ® How does Demo- 
cratic presidential nominee John F. 
Kennedy stand on broadcast regulation? 
Answer isn’t easily obtainable because 
his confidantes say he has never been 
called upon to express himself on sub- 
ject either publicly or privately. They 
said he isn’t likely to comment until he 
thoroughly grounds himself on pros 
and cons, but they insist that he is all- 
out advocate of free competitive enter- 
prise wherever it will work. 


Broadcast campaign activities of 
Kennedy-Joknson campaign at this stage 
will be directed by Pierre Salinger, 
West Coast newspaperman in over-all 
charge of press activities. But in wings 
for policy guidance and counsel will be 
J. Leonard Reinsch, executive director 
of Cox radio and tv stations, whose 
performance as directing head of 
Democratic convention last week won 
plaudits down line. Mr. Reinsch has 
served, without pay, as communications 
advisor to Democratic administrations 
since third Roosevelt administration 
and probably will function in similar 
capacity if Democrats return to White 
House in November. 


Code previewing ® NAB’s Television 
Code Review Board will step up its 
before-the-fact prevention of commer- 
cial violations this week by setting up 
liaison with Station Representatives 
Assn. at New York luncheon. Stockton 
Helffrich, ex-NBC copy-clearance chief 
joins code board Aug. 1 as head of new 
office in New York, will make first 
official appearance at SRA session, in- 
terrupting vacation. SRA will be repre- 
sented at luncheon by its Television 
Trade Practices Committee; NAB by 
personal products subcommittee and 
staff executives. Year ago NAB’s code 
board began series of conferences with 
agencies and advertisers as step toward 
pre-broadcast reviews of controversial 
commercials. 


Next problem facing NAB’s tv code 
group will be glamorous antics of live 
models displaying bras and _ girdles. 
Personal products subcommittee of 
code board meets July 19-20 in New 
York to review compaints about com- 
mercials for these products. Code 
board is given credit for achievement 
in another phase of personal products 
advertising—disappearance from air of 
revolving Roman statues used by Bris- 
tol-Myers’ Ban. 


Wired toll nucleus? ® TelePrompTer 
is jockeying for position from which it 


CLOSED CIRCUIT. 






will be able, at least technically, to 
move deeper into special closed-circuit 
programming. It’s asked AT&T for reg- 
ular network tv facilities linking eight 
major cities from New York, Boston 
and Philadelphia westward to Chicago. 
Immediate use would be in TelePromp- 
Ter’s regular business and _ industrial 
closed-circuit operation. But President 
Irving B. Kahn also wants to avoid rep- 
etition of problem faced in closed- 
circuiting Patterson-Johansson fight last 
month, when lack of lines kept Tele- 
PrompTer from adding some key areas 
to its lineup of 229 theatres in 161 
cities, plus 13 community antenna sys- 
tems. If AT&T approves his order, he 
figures he can loop at least 14 other 
important cities onto basic eight and 
tie in some catv systems for special 
subscription tv programs, when and if. 


Rate dealing ® N.W. Ayer & Son seems 
to mean business about negotiating time 
directly with stations whenever agency 
thinks it can’t get fair shake through 
station representative. Pressure is on, 
both from clients and within agency 
itself, with some agency branches ap- 
parently reporting better deals fhan 
Philadelphia can get. 

Threat originally was made to bypass 
reps (although rep’s commission still 
would apply) at luncheon in New York 
last month hosted by Ayer vice presi- 
dent L.D. Farnath and mediamen of 
his agency (BROADCASTING, May 30 et 
seq.). Since then, Mr. Farnath has been 
collecting reports from reps on station 
reaction to ultimatum to make rate 
cards equable and clearcut. Several of 
them carried their summaries to Phila- 
delphia. Others have written and some 
still are researching. Early scattered re- 
ports are that although Ayer is pleased 
with rep cooperation, agency is re- 
signed to necessity of some direct ne- 
gotiation with stations and _ probably 
will put several men on road for that 
purpose. 


Payola bill ® Networks will add their 
opposition to NAB’s (page 9) on li- 
cense suspensions and fines in payola 
bill at Senate hearing Aug. 10. ABC 
will file statement opposing both; CBS 
currently plans to have witness, prob- 
ably Thomas K. Fisher, CBS-TV vice 
president-general attorney, giving its 
opposition to both; NBC will file state- 
ment opposing suspensions but is taking 
no position on forfeitures. It’s said Pas- 
tore subcommittee is encouraging filing 
of written statements to shorten hear- 
ings. 
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WAVE-IV Viewers Have 
28.8% MORE WRECKS! 


(therefore need new automobiles today, NOT tomorrow!) 


Ca From sign-on to sign-off in any average week, 
at least 28.8% more families watch WAVE-TV 
than any other television station in Kentucky. All this 


extra viewing just automatically means extra buying! 

WAVE-TV costs less per 1,000 than any other 
station around here. Much less! Don’t just sit there 
and doubt it. Ask us or NBC Spot Sales for the proof! 


CHANNEL 3 © MAXIMUM POWER 
NBC 


LOUISVILLE 
NBC SPOT SALES, National Representatives 
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There’s sound selling in a selling sound ® The right 
sound in your commercial can draw up a host of favor- 
able associations in the memory of your prospective 
customer, but it takes creative skill to find the right 
sound for your product. Some reflections on this impor- 
tant aspect of selling are offered in this week’s MONDAY 
Memo by Lester J. Sholty Jr., account executive, Ken- 
yon & Eckhardt, Los Angeles. His word of caution: 
too many commercials today are talking out of the 
advertiser’s mouth instead of into the listener’s ear. 


Mr. SHOLTY 


Page 20. 


Oh, those tv labor contracts! ® So long, so detailed, so precise and so, 
so many of them—that’s why labor negotiations and contracts in tv are 
called “the most complicated in the world.” Page 27. 


Radio’s reach ® RAB turns out a facts-and-figures profile of the 
medium’s ever-increasing reach. Page 30. 


FCC plays rough and tough ® Commission voids Miami and Boston 
tv grants; disqualifies all but one Miami ch. 10 applicant and grants that 
channel to L.B. Wilson, Inc., orders WPST-TV. off the air by Sept. 15; 
orders a new proceeding in Boston ch. 5 case but permits WHDH-TV to 
continue under temporary order. Grant to L.B. Wilson contains a snapper; 
the license will only be for four months. Page 42. 


Space allocations under consideration ® FCC hears views beginning 
today on need for allocations above 890 mc for space communications. 
Preliminazy filings indicate divergence of opinion as to whether space 
circuits can share earth allocations. Page 48. 


Was it worthwhile? ® Vast facilities, extensive personnel covered Demo- 
cratic convention at Los Angeles but after it was over there was question- 
ing about whether it all was worth the trouble and cost. A roundup of 
what happened in the Sports Arena. Page 50. 


Convention audiences ® Almost 14.5 million homes watch during aver- 
age minute. But independents find audiences for regular entertainment 
soaring while network stations concentrate on politics. Page 62. 


Warner's post-'48 deal ® Warner Bros. makes its first deal on its 
post-°48 features, granting Creative Telefilm and Artists a seven-year 
license to distribute about 110 post-’48 features to free tv. Price reported 
to be $11 million. Page 75. 


He keeps ridin’ and singin’ ® The tv success story of western star Roy 
Rogers. Page 78. 


Paar goes color ® NBC-TV adds nightly variety show to color stable 
along with two more daytime color shows, boosts weekly total to 28 
hours. Network will have programmed 1,100 hours in color this year, 
be set to program at annual rate of 1,500 hours beginning with the fall 
season. Page 80. 
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with 5000 WATTS 


leads Station B in 
power by 20-1 


., all of which makes WILS 
the very best buy to serve and 
sell the Lansing markets’ 313,- 
000 residents 


represented by Venard, Rintoul & McConnell 


WILS is 
associated with W 5 L > 4 ° T Vv 
NBC - CHANNEL 10 


, ¢ C 
studio LANSING 


JACKSON BATTLE CREEK 


WPON — Pontiac 
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WINS TAKES TO THE WATER: 


om . For complete accurate Marine information 1,000,000* 

boat owners can rely on WINS wherever they go. From 
Cape Cod to the South Jersey shore, Inlet conditions, 
tides, storms, squalls, off shore forecasts, emergencies 
are compiled from the official direct reports of the U.S. 
Coast Guard, U.S. Weather Bureau, U.S. Coast Guard 
Auxiliary, Organized Power Squadrons, WINS ship-to- 
shore radio reporters and exclusive use of sea plane 
spotters. When WINSland takes to the water, portable ra- 
dios stay tuned to 1010 for complete, accurate marine 
information. This — all — this in addition to the Award 
Winning comprehensive, around the-clock WINSland 
safety and traffic reports. 


WINSLAND AS ALWAYS: 


WINSland includes the vast area of Manhattan, the. Five 
Boroughs, Long Island, Western New Jersey, Connecticut 
and Rhode Island . . . a total of 17,201,000 people — 
° more than the total of the next three markets combined 
— Los Angeles, Chicago and Philadelphia and as much 
as the combined total of Detroit, San Francisco, Boston, 
Pittsburgh, St. Louis, Washington, D.C. and Cleveland. 
WINSland represents more of everything — more people, 
more retail sales, more buying power, more spendable 
income. . : 





~ 1010 


“according to official Coast Guard figures there are over one 
million licensed boats in the primary coverage area of WINS. 


NEW YORK, 





 Carroil Newton heads 


" Nixon-for-President headquarters con- 
ed Friday that special “task force” 
ncy has been set up to handle cam- 
@aign advertising (CLOSED CIRCUIT, 
July 11). Agency is Campaign Assoc., 
headed by Carroll P. Newton, BBDO 
vice president, and has set up shop at 
2 Vanderbilt. Ave., New York. 
» Associated with Mr. Newton as 
agency principals are Ted Rogers, who 
jperates his own tv production com- 
y in Hollywood, and James Bas- 
Bett, on leave as assistant managing 
Mditor of Los Angeles Mirror-News. 
Messrs. Rogers and Bassett have been 
Key lieutenants in Nixon-for-President 
ganization. 
In memo to Nixon staff Leonard 
Hall, Nixon campaign manager, said 
Mr. Newton had already engaged John 
Steer, vice president of Kudner agency; 
ruce Allen, of Lennen & Newell; and 
Paul Keye, of Hixon & Jorgensen, to 
Swork at Campaign Assoc. They and 
Others recruited for Campaign Assoc. 
will continue to be paid by their home 
Magencies, so they may retain regular 
income and other benefits. Home agen- 
Mcies will bill Campaign Assoc. for time 
"executives spend with it. 
' In his staff memo Mr. Hall said 
modern political advertising requires 
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"NIXON TASK AGENCY SET UP 


special campaign unit 


facilities and personnel which no one 
agency is prepared to release for such 
a short-term operation . . . This ‘task 
force’ agency will facilitate putting to- 
gether the most efficient and expert 
team possible by utilizing the special 
talents, interests and services of pro- 
fessionals in a number of agencies.” 

Mr. Hall said Campaign Assoc. 
would “function in all regards as a full- 
fledged advertising agency.” It was 
formed under “Anchor and Loan” plan 
evolved by American Assn. of Adver- 
tising Agencies at its annual meeting 
last winter. 

Earlier it had been reported that 
Campaign Assoc. would be self-liqui- 
dating and, at end of its life, would re- 
turn to Republican party any money it 
had earned above expenses. Last week 
Nixon spokesmen said this was not so, 
that agency would collect conventional 
15% commissions, would keep what- 
ever profit it made. As practical matter, 
it’s anticipated that expenses of Cam- 
paign Assoc. will absorb most if not all 
of its income, Nixon sources said. 

For past several political campaigns 
BBDO has been GOP agency. New ar- 
rangement was undertaken with full 
knowledge and, reportedly, encourage- 
ment of BBDO. 





131 million viewed 
‘convention pickups 


' Democratic convention’s first four 
Rights amassed total tv audience of 
lapproximately 131,269,600 persons, ac- 
[ording to estimate made Friday before 
final session that evening. 
| Estimate was reached by totaling 
erage-audience figures (homes tuned 
average minute) as compiled night- 
ly by American Research Bureau’s new 
National Arbitron service and multiply- 
Ning by 2.2 (representing, conservatively, 
erage number of viewers per set). 
hus cumulative figures for four nights 
59,668,000 homes or 131,269,600 
Wiewers—include unascertainable num- 
"ber of homes and people viewing more 
than one night. Figures are also limited 
by fact they do not include viewing of 
®onvention coverage past 11 p.m. New 
‘York time. 
' ARB’s Arbitron report for Thursday 
Right session showed 16,208,000 homes 
lined per average minute. This was 
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second highest evening of convention, 
1.1 million behind 17,314,000 average 
on Wednesday, nominations night. Peak 
half-hour Thursday night averaged 18,- 
736,000 per minute, exceeded by four 
half-hours Wednesday evening (earlier 
details page 62). 


Westinghouse income 


shows 18% increase 


Westinghouse Electric Corp., Pitts- 
burgh, reported net income after taxes 
up 18% for first half of year, to $1.14 
per common share, compared with 96 
cents for first six months of 1959. An- 
nouncement, made Friday (July 15) by 
President Mark W. Cresap Jr., and 
Board Chairman Gwilym A. Price, put 
net sales for 1960 period at $953,844,- 
000, up 4% over 1959 six months’ re- 
port of $914,203,000. Net income was 
$40,454,000, compared with $34,150,- 
000 last year and before-tax profit mar- 
gin rose to 7.1% from 6.8%. Second- 
quarter net income set record at $20,- 


958,000, equal to 59 cents per common 
share. New orders booked first half of 
1960 increased 9% over 1959 period, 
with all segments of Westinghouse con- 
tributing except major appliances, which 
declined slightly. 


NAB will oppose 


penalty legislation 


NAB policy committee Friday an- 
nounced determined opposition to 10- 
day license suspension and $1,000-per- 
day forfeiture provisions of payola bill 
(S 1898) after strategy session to plan 
assocation’s testimony on measure at 
Senate hearing Aug. 10. 

Use of such sanctions against com- 
munications medium “opens up a whole 
new concept of governmental regula- 
tion,” said Clair R. McCollough, chair- 
man of NAB policy unit and president- 
general manager of Steinman Stations, 
Lancaster, Pa., after Friday meeting. 
Amendments, he said, are matter of 
“serious concern” to broadcast indus- 
try. 

Vincent T. Wasilewski, NAB govern- 
ment affairs vice president, will testify 
for association at hearing starting Aug. 
10 before Senate Communications Sub- 
committee headed by Sen. John O. 
Pastore (D-R.I.). NAB won't oppose 
bill’s other provisions, most worked out 
in conferences between industry and 
House Communications & Power Sub- 
committee headed by Rep. Oren Harris 
(D-Ark.) to meet broadcaster objections 
against original committee proposals 
they thought too strict, rigid, or restric- 
tive. 

Rep. Harris grafted omnibus pro- 
posals onto Senate-passed bill before 
House approval of legislation June 28, 
but Senate refused to concur without 
hearings on controversial provisions. 

Other NAB policy committee mem- 
bers at Friday meeting were G. Richard 
Shafto, WIS-AM-TV Columbia, S.C., 
and Merrill Lindsay, WSOY Decatur, 
Ill. 


Gov. Collins lauds 
convention coverage 


Praise for news media with emphasis 
on television and radio was voiced by 
Florida Governor LeRoy Collins, per- 
manent chairman of the Democratic 
National Convention, at Thursday 
night’s session. 

Presumably designed to offset con- 
demnation of radio and television in 
party platform adopted previous day 





AT DEADLINE ....... 


(page 62), oral comments were made 
after formal routine resolution thank- 
ing news media for their services had 
been adopted. 

“I am informed that the television and 
radio networks have expended in excess 
of $10 million in order to provide the 
very complete coverage which has been 
provided and is being provided to the 
people of what goes on here. I think 
this is an outstanding contribution to 
good government and to the progress 
of our nation. It is rendered in a won- 
derful spirit. 

“I want, and I know I speak for you, 
also,” Gov. Collins said, “to pay special 
appreciation to these television net- 
works and radio networks and press 
people for their wonderful help that 
has been given.” 


Accord reached 
in WBEE dispute 


Rollins Broadcasting Inc. and Ameri- 
can Federation of Tv & Radio Artists 
in Chicago reached agreement Friday 
settling strike dispute involving com- 
pany’s WBEE Harvey, Ill. Settlement, 
for which three-year contract was being 
drawn over weekend and details of 
which are to be announced this week, 
covers salary, pension-and-welfare and 
other considerations of four Negro staff 
announcers at Rollins’ station, struck 
since June 9. Agreement culminates 
bitter dispute involving charges and 
counter-charges with racial implications 
[AT DEADLINE, July 4], plus spot cam- 
paign purchased by union on WGES 
Chicago (which airs some Negro pro- 
grams), picketing of Rollins’ headquar- 
ters and attempted sponsor boycott. 


Radio code board 
will meet Aug. 29 


NAB’s new Radio Code Review 
Board will meet in Washington August 
29, it was announced Friday, following 
report to NAB Policy Committee that 
response to two-week old code has been 
“widespread and gratifying” from all 
broadcasters. 

Before July 1, radio code operated 
strictly on honor system open to NAB 
members only. New code includes en- 
forcement procedures and established 
nine-man board. It is open to all radio 
broadcasters whether or not members 
of NAB. 

Policy committee at meeting Friday 
also heard reports on: (1) opening of 
New York tv code office; (2) appoint- 
ments of broadcasters to fill committee 
vacancies and schedule of committee 
meetings; (3) participation in 1960 





Wade dismissals 


While Wade Adv., Chicago 
won't confirm it, agency last week 
understood to have served dis- 
missal notices to approximately a 
dozen key people in wake of loss 
of Alberto-Culver’s $10 million 
account to Compton. Cutbacks 
reportedly involved account, crea- 
tive, broadcast and copy levels, 
plus handful of  secretarial-ad- 
ministrative help as part of ex- 
pected retrenchment. In effect, 
Wade loses about 40% of its 
overall billings ($26 million), ef- 
fective Sept. 1, bulk of it in 
broadcast media, but was busy 
last week pitching for new clients. 











fall conferences (eight to be held ig 
October and November); (4) status of 
activities of Assn. for Professiongj 
Broadcasting Education. 

Policy committee members, who are 
running affairs of NAB pending selec. 
tion of new president to succeed late 
Harold E. Fellows, are Clair R. Me 
Collough, Steinman stations, chairman; 
G. Richard Shafto, WIS-AM-TV (Co. 
lumbia, S.C., and Merrill Lindsay, 
WSOY Decatur, IIl. 


@ Business briefly 


May use tape ® Pharmaceutical Prod- 
ucts Inc., Summit, N.J., which has 
used tv sparingly in past, is considering 
sponsorship of syndicated tape program 
series in large number of markets 
throughout country. Company’s decision 
will be made in several months. Agency; 
Sudler & Hennessey, N.Y. 


One dozen specials ® Purex Corp. 
(bleaches, detergents, soaps), South 
Gate, Calif., signed for five nighttime 
and seven daytime specials on NBC- 
TV during 1960-61 season. Nighttime 
programs consist of two Project 20 
shows and three dramas based on in- 
cidents in lives of real people, to be 
produced by Robert Alan Aurthur. Day- 
time specials, to be supervised by 
Irving Gitlin, executive producer, crea- 
tive projects, NBC news and public 
affairs, will deal with problems of spe- 
cial interest to women. Agency: Edward 
H. Weiss Co., Chicago. 


Boards ‘Riverboat’ ® Block Drug Co., 
Jersey City, N.J., has purchased one- 
third sponsorship in NBC-TV’s River- 
boat (Mon., 7:30-8:30 p.m. NYT) 
next season. One-third of program re- 
mains available. Agency: Sullivan, 
Stauffer, Colwell & Bayles, N.Y. 


WEEK’S HEADLINERS enue 


Howard G. Barnes, vp in charge of 

programs for past five years for CBS 

Radio, New York, appointed director of 

programs and administration for CBS-TV, 

Hollywood, effective Aug. 1. He succeeds 

Norman Felton, who recently joined 

MGM-TV. Mr. Barnes joined CBS Radio 

in 1938 as a producer-director and after 

¥ service in World War II with U.S. Navy, 

Mr. BARNES shifted to Dorland Adv. as vp in charge 

of radio-tv. In 1953, he returned to CBS Radio to create 
and develop new programs. 


George H. Lesch, president, Colgate-Palmolive Co., N.Y., 
named chief executive officer. Edward H. Little, chief officer 
for 22 years, remains chairman. Mr. Lesch, who joined com- 
pany in 1932 as auditor, became office manager of firm’s 
Mexican subsidiary seven years later. In 1955, he was made 


vp of Colgate-Palmolive International, in charge of sales and 
advertising for Europe. He was elected president last April. 
Mr. Little, 79, joined old Colgate Co. in 1902 as salesman. 
After working in sales capacities, he was elected director in 
late 1920’s. Mr. Little was made chief executive officer in 
1938. He will continue with company in advisory capacity. 


William H. Miller, general sales manager of Standard Oil 
Co. (Indiana), will serve as vice president in charge of 
marketing for proposed reorganized new American Oil Co., 
effective Jan. 1. Though advertising assignments have not 
yet been made, it was indicated Mr. Miller would ride herd 
on advertising functions under parent Standard Oil Co. 
Dwight F. Benton, new Standard vice president-sales, will 
continue as vice president of that company, coordinating 
marketing and other functions. He will report to Robert C. 
Gunness, who will coordinate activities of American Oil 
and other affiliates as executive vice president. 


nnn FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES 
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One of a series appearing in The Wall Street Journal 


Sales executives salute this unique spot radio plan 


en responsible for meeting sales quotas judge advertising media by experi- 
nce. In several mass-market industries, such men consistently use the Blair 
roup Plan. 


Dn products as varied as April Showers or Tanfastic; Beech-Nut, Marlboro, 
bt Scot Tissue; Dodge, M-G-M or United Artists—sales records testify to 
he power of the Blair Group Plan. 


Total Reach: 142,592,300. Over 40 stations in major markets are represented 
by Blair—the most powerful group of radio stations in America. Together 
heycan deliver your selling message to 80.4% of the national market each week. 


buy with Confidence. In using Blair Stations, you have confidence in getting 
he best possible buy, because of the integrity of station management. And 
onfidence in sales results, because through long experience Blair Stations 
provide an established audience. For a Blair Group Plan custom-built to fit 
our marketing areas, call our nearest office. 


' 
pe Oe and Company 


National Representative of Major Radio Stations 
717 Fifth Avenue, New York, PL 2-0400 


Offices in Atlanta + Boston » Chicago + Dallas + Detroit + Los Angeles + Philadelphia + St. Louis 
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/ Blair Stations Selll 


and these are the BLAIR STATIONS: 


New York 
Chicago 

Los Angeles 
Philadelphia 
Detroit 


Pittsburgh 

St. Louis 
Washington 
Cleveland 
Baltimore 
Dallas-Ft. Worth KLIF- 
KFJZ 
Minneapolis-St. Paul. WDGY 


Seattle-Tacoma 


Providence 


Kansas City 
New Orleans 


Norfolk-Portsmouth- 
Newport News 
Indianapolis 
Columbus 
San Antonio 
Rochester 
Tampa-St. Petersburg....WFLA 
Albany-Schenectady-Troy. WTRY 
Memphis 
Phoenix 


Jacksonville 
Oklahoma City 
Syracuse 
Nashville 
Knoxville 
Wheeling-Steubenville....WWVA 
Fresno 

Wichita 

Shreveport 

Orlando 

Binghamton 

Roanoke 

Bismarck 


¢ San Francisco + Seattle 
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Largest share: 

WNBQ wins Chicago's 
biggest nighttime 
audience share— 

an average of 31.7% 

_ per quarter-hour, 

6 pm to midnight, 
Monday through Friday. 
Most adults: 

And it’s the audience 
you want most to 

talk to—88% adult! 
Biggest buying power: 
The biggest share 

of audience and 

the most adults among 
all Chicago stations, 
means the greatest 
purchasing power. 
For the power to 

sell in Chicago, use... 


WNBQ 


NBC Owned - Channel 5 in Chicago 
Sold by NBC Spot Sales R& 


Source: NSI May 1960 & NSI April-May 1960 
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& CALENDAR OF MEETINGS AND E 
IN BROADCASTING AND RELATED FIELf 
(*Indicates first or revised listing) 


JULY 


July 17-21—National Assn. of Educational Bre 
casters seminar, U. of Wisconsin, Madi 
Possible formation of live radio network for 
commercial stations will be explored. 

July 19-20—Idaho Broadcasters Assn. co 
tion. John Meagher, NAB vice-president, and & 
Sanders, KICD Spencer, Iowa, will be featur 
speakers. Sandpoint, Idaho. 
July 19-20—NAB Tv Code Board personal pra 
ucts subcommittee, New York. 


July 20-24—American Federation of Televis 
PROD UCTIONS OF DALLAS and Radio Artists annual convention. Shore 
Hotel, Washington, D.C. 
* July 21—Southern California Broadcasters A 
membership luncheon. Cliff Gill, KEZY Anal 
' chairman of the Radio Code of Good Pra 
Board of the NAB, will speak. Noon at Holl 
Knickerbocker Hotel. 
July 24-Aug. 5—Advertising Federation of Ai 
ica’s second annual management seminar in 
vertising and marketing. Harvard Business Sc 00 
Boston. A limit of 50 applicants has been set @ 
be selected from agency and advertiser marke’ 
executives, plus one representative from each 
jor media association. Applications available fre 
AFA, 250 W. 57th St., New York 19. 
July 29—Deadline for comments to FCC 
technical standards for fm stereo. 


AUGUST 
Aug. 1-12—International Te!evision-Radio Work 
shop, Interchurch Center, 475 Riverside Dr., N@ 
York. Sponsored by Broadcasting and Film Com 
mission and United Church Women of the 
tional Council of Churches; the Protestant Co 
cil of N.Y.; New York State Council of Churches 
New Jersey Council of Churches, and World Co 
mission for Christian Broadcasting. 
Aug. 7-9—Georgia Assn. of Broadcasters an 
meeting and election of officers. Jekyll Island, 
Those attending should make reservations at ti 
Wanderer Motel. : 
Aug. 12-13—Arkansas Broadcasters Assn., fall 
meeting. Hotel Marion, Little Rock. 
Aug. 19-20—Texas AP Broadcasters Assn. Bak 
Hotel, Mineral Wells. 
Aug. 21-23—South Carolina Broadcasters Assi, 
summer meeting. Holiday Inn Motel, Myrtle Bead 
Aug. 22-26—National Catholic Communicatio 
Seminar, Manhattan College, New York. He 
under the auspices of the National Catholic Weer 
fare Conference. 
Aug. 23-26—Western Electronic Show & 
vention, Memorial Sports Arena, Los Angeles. 
Aug. 26-27—Oklahoma Broadcasters’ Assn. West 
ern Hill Lodge, Wagoner. 
Aug. 29-Sept. 2—American Bar Assn. an 
convention, Statler-Hilton Hotel, Washington, DJ 

SEPTEMBER i 
Sept. 1—Comments due on FCC proposal to 





In Joplin, Missouri 
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The FRIENDLY Group’s 





8 28% taller and 29% more 
powerful — tells and sells 152,000 TV 
homes who spend 750 million annually. 


For Rates and Avails 


@ IN JOPLIN: D. T. Knight, MA 3-7260 
@ IN NEW YORK: Lee Gaynor, OX 7-0306 
Exclusive Shopper Topper Merchandising 
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BROADCASTING, July 18, 1 








MIKE WALLACE... EXPERT ON SPOTS 
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M0 START A 2nd BIG YEAR! 


VICTOR JORY PATRICK McVEY 


in rapid-fire time, 128 key advertisers and stations have Included are these regional buys: 
signed up for a second big season of MANHUNT. DREWRY’S BEER 


, Chi Bay City—Fli South Bend 
Reason? In market after market, MANHUNT’s swiftly- Semel soe ga + Haute 


j i ; Whi . Indianapolis Rock Island Des Moines 
paced action has triggered big—and still bigger—ratings. Toledo Laeinn naada 
Take 7-station Los Angeles where it’s been No. 1 in its Evansville Kalamazoo— Marquette 


; ’ ‘ : ‘ Ft. Wayne Grand Rapids Cadillac 
time period for seven straight months—or 3-station Pitts- 


burgh where, over the full season, it shot up from a third- ALKA-SELTZER 


: : : Los Angeles Portland Seattle 
place 15.6 rating, against two network competitors, to a San Foatielewe Stockton— Spokane 


blazing first-place 28.5!* Sacramento 
GENESEE BEER 
It’s no wonder then that many major sponsors have made Buffalo Schenectady Binghamton 


: Rochester Utica Watertown 
MANHUNT the No. 1 syndicated renewal of the year! Syracuse Plattsburgh Erie 





39 ALL NEW, EXCITING HALF HOURS 


For more information on how MANHUNT can call the sales shots for you, contact 


SCREEN #¥ GEMS, inc. 


TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. 


* Source: ARB 





MORE THAN 


« LOCAL 


PRESIDENT 
Col, B. J. Palmer 
VICE-PRES. & TREASURER 
D. D. Paimer 
EXEC. VICE-PRESIDENT 
Ralph Evans 
SECRETARY 
‘Wm. D. Wagner 
RESIDENT MANAGER 
Ernest C. 
SALES MANAGER 
Pax Shaffer 


THE QUINT CITIES 


DAVENPORT 


BETTENDORF } ta: 


PETERS, GRIFFIN, WOODWARD, INC. 
EXCLUSIVE NATIONAL REPRESENTATIVES 


programming 


This is the PLUS factor that makes 
WOC-TV more exciting — more 
interesting — more effective than the 
competition. Yes, more local 
programming for homemakers, 

for sports fans, for youngsters . . . 
all this in addition to NBC, 

top ABC shows and the best of the 
syndicated shows. 


These are the people that buy 
products in the nation’s 47th TV 
market. More than 2 billion dollars 
in retail sales ring on the 

retailer’s cash register. Over 438,000 
TV homes are within the 42 
counties of WOC-TV’s coverage area. 


And to help you get the maximum 
number of these dollars WOC-TV 
specializes in effectively co-ordinating 
and merchandising your buy at 

every level — the broker, wholesaler, 
direct salesman, key buyer as well as 
the retail outlet. 


Your PGW Colonel has all the facts, 
figures and other data as well as 
day by day availabilities. 

See him today. 
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THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
1735 DeSales St., N. W. Washington 6, D. C. 


NEW SUBSCRIPTION ORDER 
Please start my subscription immediately for— 
(C) 52 weekly issues of BROADCASTING 


(C0 52 weekly issues and Yearbook Number 
(C Payment attached 


$ 7.00 
11.00 
OD Please Bill 





title/ position* 





company name 





address 





city 
Send to home address — — 





* Occupation Required 


ance of June 20 deadline. Reply comments now 
due Sept. 16. (Dockets 13340 and 13374.) 

Sept. 2-4—West Virginia Broadcasters’ Assn. 
annual fall meeting. The Greenbrier, White Sulpher 
Springs. 

Sept. 12-15—Premium Advertising Assn. of 
America. Hotel Astor, New York. 

Sept. 12-13—Radio Advertising Bureau course 
(in eight cities) on better radio station manage- 
ment. Starved Rock Lodge, Utica, N.Y. 

Sept. 15-16—Public Utilities Advertising Assn, 
Region 5 meeting. Tampa Terrace Hotel, Tampa, 
Fla. 

Sept. 15-16—Radio Advertising Bureau course 
(in eight cities) on better radio station manage. 
ment. Lincoln Lodge, Columbus, Ohio. 

Sept. 18-20—Louisiana Assn. of Broadcasters 
conventioii. Sheraton-Charles Hotel, New Orleans, 
Sept. 19-20—Radio Advertising Bureau course 
(in eight cities) on better radio station manage- 
ment. Pocono Manor Inn, Pocono Manor, Pa. 
Sept. 19-21—Institute of Radio Engineers na- 
tional symposium on space electronics and tele- 
metry, Shoreham Hotel, Washington. 

*Sept. 22—AP Michigan Broadcasters meeting, 
St. Clair Inn, St. Clair, Mich. 

Sept. 22-24—Advertising Federation of America 
Tenth District convention. Little Rock, Ark. 
Sept. 22-24—Michigan Assn. of Broadcasters fall 
convention. St. Clair Inn, St. Clair, Mich. 

Sept. 23-24—Institute of Radio Engineers, Pro- 
fessional Group on Broadcasting sponsors 10th 
annual broadcasting symposium. Willard Hotel, 
Washington, D.C. 

Sept. 26-27—Radio Advertising Bureau course 
(in eight cities) on better radio station manage- 
ment. Williamsburg Inn, Williamsburg, Va. 
Sept. 28—Assn. of National Advertisers workshop 
on advertising management. Ambassador Hotel, 
Chicago. 

Sept. 28-29—CBS Radio Affiliates Assn. annual 
convention. Waldorf-Astoria Hotel, N.Y. 

Sept. 29-30—Radio Advertising Bureau course 
(in eight cities) on better radio station man- 
agement. Diplomat Hotel, Hollywood, Fla. 


OCTOBER 


Oct. 2-4—Advertising Federation of America 
Seventh District convention, Chattanooga, Tenn. 
Oct. 3-4—Radio Advertising Bureau course (in 
eight cities) on better radio station management. 
Terrace Motor Hotel, Austin, Tex. 

Oct. 3-5—Institute of Radio Engineers sixth na- 
tional communication symposium, Hotel Utica and 
Utica Memorial Auditorum, Utica, N.Y. 

Oct. 4—Retrial of former FCC Commissioner 
Richard A. Mack and Miami attorney Thurman 
A. Whiteside, charged with conspiring to rig the 
Miami ch. 10 tv grant (first trial ended in 
a hung jury). 





AWRT Conferences 
Sept. 16-18—American Women in Radio 
& Television board of directors meeting. 
Statler-Hilton Hotel, Washington, D.C. 
Sept. 23-25—AWRT southwest area con- 
ference. Skirvin Hotel, Oklahoma City. 
Sept. 30-Oct. 2—AWRT southern area 
Music City, USA conference, Andrew Jack- 
son Hotel, Nashville, Tenn. 
Sept. 30-Oct. 2—AWRT New England con- 
ference. Springfield, Mass. 
Oct. 7-8—AWRT Heart of America con- 
ference. Chase Hotel, St. Louis. 
Nov. 4-6—AWRT Pennsylvania conference. 
Harrisburg, Pa. 














AAAA Conventions 


Oct. 13-14—American Association of Ad- 
vertising Agencies, central region annual 
meeting. Ambassador West Hotel, Chicago. 
Oct. 16-19—AAAA, western region annual 
convention. Hotel de! Coronado, Coronado, 
Calif. 

Nov. 2-3—AAAA, eastern region annual 
conference. Biltmore Hotel, New York. 
Nov. 30—AAAA, east central region an- 
nual meeting. Statler Hilton Hotel, Detroit. 
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ROBERT McLEAN 
IS THE 


PACESETTER 


IN ICE SKATING 


He covered 50 yards in 5 seconds! 


rs fall 


, Pro- 
10th 
Hotel, 


course 
nage- 


rkshop 
Hotel, 


annual 


course 
man- 


nerica 
Fenn. 


e (in 


ment. iS CINCINNATI'S 


‘4 PACESETTER 


RADIO STATION 


WSAI offers Cincinnati's most comprehen- 


sive drug and cosmetic merchandising 


plan . . guaranteed display in 42 high- 





traffic drug stores, plus counter cards and 
window streamers. Your product as the 
WSAI Special of the Week insures sales 
response from the thousands of shoppers 
who make WSAI a daily listening habit. 
In Merchandising . . in Programming . . 
in Productivity . . WSAI is Cincinnati's 
PACESETTER Radio Station. 


Represented Nationally by GILL- PERNA New York, Chicago, Los Angeles, San Francisco, Boston, Detroit, Atlanta 





THE CONSOLIDATED SUN RAY STA.TIONS WSAl - Cincinnati; WPEN - Philadelphia; WALT - Tampa 
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MONDAY MEMO 


The sound of selling is the sound of 
the sixties. It’s the Good Humor man’s 
bells. It’s the Helms’ Bakery wagon 
with its Helmsman’s whistle. 

But the sound of selling isn’t new. It 
goes back—way back. Those who lived 
in the days of the steam engine surely 
remember, with a touch of nostalgia, 
the plaintive tone of the locomotive 
whistle in the still of the night as the 
train hurried across the lonely country- 
side. “Awaaay . . . Awaaay . . . Come 
awaaaay with me,” it seemed to say. 
Railroad men may not have realized it, 
but they had an exclusive on one of the 
greatest sounds for, selling travel in the 
history of transportation. 

More recently, the sound of selling 
was Winston Churchill’s confident and 
reassuring voice as he made his famous 
“blood, toil, tears and sweat” radio 
speech in World War II to the British 
people when Hitler’s invasion of the 
British Isles was expected hourly and 
England was taking the worst pummel- 
ling in its long history. 

Emotional Impact ® There are so 
many sounds that make a dent in our 
conscious and emotional structure in 
one way or another. There’s the sound 
of disaster. Did you ever hear the 
broadcast of the Hindenburg explosion 
in 1937? Then there’s the sound of life 
—like the first squall of an infant when 
brought into the world. And surely, 
nothing better describes the sound of 
speed and power like the deep roar of 
an Atlas missile as it struggles to leave 
the launching pad. Then there’s the 
sound of sentiment and memories like 
Jackie Gleason’s misty music. 

With the enormous improvements in 
high fidelity reproduction and with 
radio and recording techniques at their 
all-time best, an increasing appreciation 
of the value of sound in selling has 
evolved. This is evident in an abund- 
ance of commercials that wield the 
sound to sell merchandise. 

But there also seems to be a corres- 
ponding rise in mediocrity in the appli- 
cation of sound in radio commercials. 
Too many of them listen alike—talking 
out of the advertiser’s mouth instead of 
into the listener’s ear. 

In so many cases the effect of sound 








from LESTER J. SHOLTY JR., account executive, Kenyon & Eckhardt, Los Angeles 


There’s sound selling in a selling sound 


on human consciousness appears to be 
underestimated. This doesn’t mean 
that it should intrude, interrupt, jangle 
or be rude to make an impression. It 
should be implemented effectively to 
compliment the product and to aid the 
message, but not to detract from or to 
impede its delivery. 

Creative Challenge ® Now, not all 
products immediately associate them- 


Les Sholty Jr. cut his advertising eye 
teeth as copywriter on Hotpoint account 
at Maxon Inc., Chicago. During World 
War II he was Navy aviator and ended 
his service as lieutenant eommander. 
He has worked as account executive on 
Ford account with J. Walter Thompson 
Co. in Chicago and was account execu- 
tive on Ford institutional account for 
Kenyon & Eckhardt in Detroit during 
Ford’s 50th anniversary. He currently 
Serves as account executive on Los 
Angeles District Mercury Dealer ac- 
count which recently received award 
from Southern California Broadcasters 
Assn. “in recognition of PDQ Mercury 
as one of the most creative and effec- 
tive campaigns by an advertiser in 
1960.” 


But it must ‘sound’ like your product 












selves with a sound—a natural, readily 
recognized sound. And this is where the 
creative and production rub comes in, 
An advertiser that can’t use a cash 
register ring like a finance company or 
a jet engine for an airline must build 
the sound of selling another way. 

The sound of selling is the sound that 
captures a slice of the human mind and 
convinces the listener “This is for you.” 
It need not be bombastic. It must be 
pleasant. It must. be memorable. It 
must create desire. It can be humorous, 
if the product lends itself to it. And 
finally, as David Sarnoff once advised 
an aspiring but nervous young per- 
former in the early days of radio, 
“Speak to the microphone as though it 
were an ear, not a megaphone.” 

Probably the single most important 
value in sound is its capacity to convert 
to practical use the immeasurable 
quantity of memory material stored in 
the human mind. But to draw on this 
accumulation of mental memorabilia— 
to convert it to the advertiser’s best 
advantage, to impart the sound of sell- 
ing—ask yourself this question before 
taking typewriter in hand, hiring talent 
or engaging studio facilities: “Does it 
sound like my client’s product?” The 
answer to this question is the key to the 
sound of selling. 


Copy and Ideas ®& All this doesn't 
mean that a single sound will ever re- 
place a good selling and copy idea and 
the right words—the words that snap, 
crackle and pop, the words that sizzle 
with consumer benefits and create de- 
sire. After all, words were the first, the 
original sounds. 

The name of the game is to sell. And 
crisp creative concepts, combined with 
bright, easily understood picture words 
and intelligent sounds make for the 
sound of selling. 


People are ear conscious. There are 
more ears and eyes tuned to air media 
than ever before. The numbers of radio 
and tv sets in homes are the highest in 
history. Sound has bloomed and is an 
integral part of our everyday life. It 
represents companionship. Use it effec- 
tively. Convert the sound of life to the 
sound of selling. 
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= WWL-TV. .. new New Orleans Favorite 


sizzle 

© de- OKO Romper Room, WWL-TV’s standout morning 
, show, delivers the audience at the lowest cost-per- 
And thousand of any kid show in the New Orleans 


with ? market—even lower than afternoon kid shows. 
vords to make: y 


: j ; It makes sound sales sense to catch the kids in the 
the Fill 10-oz. tumbler with A i : 
aesth cttinls toni. Meee tet morning before mom goes to shop—not in the late 
> are deh dt ditt win, 6% afternoon, when she has already completed her 
a of anisette and 1% jiggers day’s shopping. ARB (April, 1960) shows Romper 
or of any absinthe substitute, Room leading all competition with a 9 rating. 
is an such as Herbsaint. Drip water 


a . 
e. & over ice until tumbler is filled. Represented nationally by Katz 
ffec- Voila—frappé! If you pre- 


> the fer it served as a cocktail, 
remove ice. 
4 
x _ 
4°o, ' :, 


NEW ORLEANS 
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Unsold products cost you money. Un- 
claimed by customers, they're the 
goods that eat up your profits and 

... time and confidence. Put 


and corral the profits, just as 


sells in WI A 


The KTVH branding iron is always hot. 
Just get the brand on your goods or 
services, and sales will begin to 
sizzle. Meanwhile, back at the 

ranch ... you'll round up increased 
profits from new customers and lasso 
repeat sales, as well; for KTVH is a 
brand of confidence. As sure as the 
good guy wears the white hat, you'll 
protect your profits from slow-sale 
rustlers ... and you'll spur on prospec- 
tive customers who know from 
experience they can rely on the 
KTVH brand. Buy KTVH with undupli- 
cated CBS coverage in Wichita and 14 
other important Kansas communities. 


BLAIR TELEVISION ASSOCIATES 
National Representatives 


m@ WICHITA AND HUTCHINSON @ 
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St. Louis tv home count 


EDITOR: Data shown in our recent re. 
lease of ARB estimates of television 
households, pertaining to St. Louis, Mo, 
(issue of June 20, page 80), should be 
corrected to read: St. Louis—total 
households, 465,900; television house. 
holds, 428,100; percent with tv, 92%, 
The corrected figures include both §& 
Louis County and the independent city 
of St. Louis. The earlier figures for § 
Louis were incorrect due to clerical 
error.—Maurice Abrams, Manager, Re- 
search Planning and Design, American 
Research Bureau Inc., Beltsville, Md. 


Knight Newspapers’ reply 

EDITOR: Some statements in your July 
4 editorial (page 90) on Rep. Oren 
Harris (D-Ark.) are completely er- 
roneous and unfair. 

You said Mr. Harris’ anger over the 
Congressional expense account expose 
in Knight Newspapers is “understanda- 
ble” and that the Detroit Free Press 
stands accused of “highly questionable 
ethics.” Any such charge is entirely un 
founded. 

The picture The Free Press used with 
the story about [Rep. Harris’] Ha- 
waiian junket was taken from our files. 
There was nothing “phony” about it, 
as you suggest. It was not distorted in 
cropping. It was taken by a freelance 
photographer at a Washington party. 
Our presentation did not imply in any 
way that it was an on-the-spot photo 
taken in Hawaii. . 

Mr. Harris was not given a run 
around when he tried to get an ex- 
planation. On the contrary, we went to 
unusual lengths to contact the Wash- 
ington photographer to get the complete 
details and send them to Mr. Harris. 
He also was given every opportunity to 
tell us what was wrong with the story, 
and never did. 

It is also unfair to say the expense 
account stories “smeared” all members 
of the House. Our stories and editorials 
repeatedly pointed out that only a few 
congressmen were involved. A patient 
search of over 25,000 vouchers by our 
reporters turned up the examples of 
abuse. Rep. Harris happened to be 
among them. 

You state it was easy for the “adroit 
Arkansan” to sell his colleagues on his 
amendment. It is important that this 
same adroitness not divert your atten- 
tion, or the public’s, from the facts. 
The final fact is that within a month 
Congress, to its credit, voted to stop 
the abuses which we disclosed. 

The story on page 70 of your June 
27 issue on Rep. Harris’ speech also 
gives an erroneous impression of Knight 
Newspapers in connection with our 
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What Do Politicians Do 
On Their Day Off? 


These days, chances are they do exactly what they do on their days 
on; they talk about politics. And some of their topics might be: 
“Planning Our Foreign Policy,” “The Farmer,” “The Middle East,” 
or “Building A Highway.” It is no coincidence that these happen to 
be four of the more than 700 titles in the Encyclopaedia Britannica 
Film Library—pioneered and presented by Trans-Lux Television 
Corporation. 


Politicians—and just plain people—particularly young people—are 
alert to the need for more basic knowledge about the world in which 
we live. EBF has produced the films—Trans-Lux has packaged them 
into solidly successful programs—and today, scores of TV station 
managers, program directors, and film directors know that this is 
an invaluable source of material. 


EB Films cost no more than ordinary films. Get the facts TODAY! 


tient 
’ our 


TRANS-LUX TELEVISION CC 


625 Madison Ave.: New York 22, N. Y. 
PLaza 1-3114-5° For information contact 
RICHARD CARLTON, Vice President ES 
In Charge Of Sales > new vork - cHicaGo - HOLLYWOOD 


3rd in a series 
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OUTDELIVERS 
ALL THE OTHERS 
IN THE MARKET 


PUT TOGETHER 


W CRY 


Qutdelivers . . . and outperforms . . . and out- 


circulates every other station in the Cincinnati 
market! So much so that in one important three- 
hour time period, WCKY delivers more different 
homes monthly than all other stations in the 
market put together. Next time you buy Cincin- 
nati ask Tom Welstead in New York or AM Sales 
a ad else to poe to you why that ’CKY is 





Boe OOO WATTS 


S CIN CINNATI 








stories about House expense abuses. , 
The second paragraph reads: “C 
ing congressmen, who gave Rep. Ha 
a standing ovation from both the Deg 
cratic and Republican sides of the aj 
when he got through, found it impg 
sible to ignore—even if they had¥ 
chosen—the angry Arkansan’s chag 
that two of the payola bill’s opponeg 
are none other than Knight Newspapg 
and Time; and that their stories abg 


congressional spending of public mop y 


were attempts to intimidate his Legg 
lative Oversight Subcommittee into I 

ing off the two companies’ tv and rag 
properties.” 


While it says this was a “charge,” ti 


use of the words, “found it impossif 


to ignore—even if they had so chosen 


clearly leaves the impression the cha 
is true or that BROADCASTING belieyg 
it to be. 


Nothing could be further from he 


truth. . . . Jack Knight wrote 


“Editor’s Notebook” on this last Now, 


22, 1959, and [our] editorials and 
toons . . 


. show that the Free Preg 


had editorially demanded, not opposed 


cleanup of the payola situation. Simif 
editorials appeared in other Konigh 
Newspapers.—Lee Hills, Executive 
itor, Detroit Free Press. 


‘Captain Kangaroo’ schedule 


EDITOR: I note in your television 


v, 


work showsheet contained in the July 


issue (pages 74-75) that there is 
error with respect to the Saturday mor 
ing schedule. 


The Captain Kangaroo program 4 


carried on the CBS network on 
urday mornings from 8-9 a.m. as 


as Monday through Friday 8:15-9 a.m 
—Arthur Zeiger, Robert Keeshan A@ 


soc., New York. 


‘Evolution in star contracts’ 


EDITOR: . . . it would appear that 
was about high time some “Spirit 6 
Independence” 


t 


i 


was exercised in the 


star-contracting business. . .. There 
has long been a great reservoir of come 


petent talent, as is being revealed everyy 
. the neta 
works may be getting just about what 


day on both radio and tv... 


they bargained for but did not antich 


pate.—Iva Burris, Marietta, Ga. 
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for 52 weekly issues $7.00. Annual subscription 
including Yearbook Number $11.00. Add $1.00 
per year for Canadian and foreign posta 
Subscriber's occupation required. Regular is 
sues 35¢ per copy; Yearbook Number $4.00 
per copy. 


SUBSCRIPTION ORDERS AND ADDRESS 
CHANGES: Send to BROADCASTING Circula- 
tion Dept., 1735 DeSales St., N.W., Washing= 
ton 6, D.C. On changes, please include 

old and new addresses, 





SUBSCRIPTION PRICES: Annual subscription 
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5,095,320 


“4. « 5,095,320 
Pepsi bottle caps™are Impressive! Espe- 
cially when you have to count them, as we 
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Closed doors in Washington’s Shera- 
ton-Park Hotel this week will shield the 
jatest strategy moves in what has be- 
come one of the most complicated 
labor-management mazes in any in- 
dustry. 

Delegates to the annual convention 
of the American Federation of Televi- 
sion & Radio Artists will frame their 
demands to be incorporated into a new 
union contract for presentation to the 
networks later this summer. The re- 
sultant AFTRA pact will be typical of 
the perplexing myriad of agreements 
negotiated in the television industry, 
and undoubtedly will reinforce a con- 
viction expressed by a tv executive last 
week that “tv. labor negotiations and 
contracts are the most complex in the 
world.” 

Union officials and labor relations 
directors at the networks and at film 
producers’ associations interviewed by 
BROADCASTING accept this description 
as an industry fact-of-life. They con- 
cede, too, that contracts likely will be- 
come more complex, as both unions 
and management insist upon provisions 
that are detailed and precise to protect 
their respective rights in a fluid indus- 
try. They confess, too, that the utopia 
of protection has yet to be attained. 

This summer and fall promise to 
provide one continuous round of head- 
aches to the contract negotiators. The 
four major contracts at the networks 
expire either late this fall or before the 
end of the year. The unions involved, in 
addition to AFTRA, are Local 1 of the 
International Alliance of Theatrical 
Stage Employes, covering stagehands; 
the Directors Guild of America; the 
National Assn. of Broadcast Employes 
& Technicians at ABC and NBC and 
the International Brotherhood of Elec- 
trical Workers at CBS. NABET and 
IBEW represent technicians at their re- 
spective networks. 

More of Same ® Networks and unions 
are reluctant to discuss the direction of 
Negotiations, but it is reasonable to as- 
Sume that a new wave of wage in- 
creases, improvement in re-issue fees, 
and a strengthening of job security pro- 
Visions will be sought by labor. One 
certainty: the contracts will be detailed, 
precise and voluminous. 


The weightiness of network con- 
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tracts is exemplified by the present 
AFTRA code with the networks, which 
expires Nov. 15. It runs 40 full-sized 
pages and ranges over these topics: 

Fees for principal performers, an- 
nouncers (off camera and on camera), 
dramatic shows, commercial perform- 
ers, news shows, extra rehearsal, chorus 
dancers, chorus singers, specialty acts, 
sportscasters, walk-ons and extras, sus- 
taining programs, live repeat programs, 
programs in excess of two hours, re- 
takes, previews and warm-ups. 

Also: after-shows, models, stand-ins, 
understudies, hazardous performances, 
remotes, compensation for traveling, 
program auditions, talent auditions, 
doubling, definition of a line (“not more 
than ten words’), definition of walk-ons 
and extras, and cast credits. 


Also: rehearsal day and overtime, 
minimum call, incidental rehearsal, ex- 
tension of rehearsals span, overtime be- 
yond 40 hours, rest periods, meal 
periods, wardrobes, wigs and appurten- 
ances (“performers are not required to 
furnish special wardrobe, special wigs 
or appurtenances”) wardrobe hygiene, 
dressing rooms, over-scale contracts, 
additional services, cancelled programs, 
postponed programs, payment schedule, 
disability insurance, non-waiver of 
rights, individual contracts, deduction 
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TV’S COMPLEX LABOR CONTRACTS 


An ever-thickening paper jungle threatens to stifle the medium 


of social security and withholding con- 
tracts. 

The complexity of labor relations in 
broadcasting can be gauged by these 
signposts: 

= The awesome number of contracts 
signed. The tv networks hold pacts with 
approximately 80 different unions and 
locals, and tv film producers in New 
York, Hollywood and other cities are 
under contract to more than 25 different 
unions. 

= The classifications within a single 
union or local often are numerous and 
provisions have to be signed for each 
group. For example, the Directors 
Guild of America (formerly the Radio 
& Television Directors Guild) signed 
23 different contracts with the networks 
for various categories of directors in 
New York, Chicago, Los Angeles and 
Washington. Another example: a fifm 
producers’ contract with a New York 
local of the International Alliance of 
Theatrical Stage Employes covered 
wages and working conditions for 17 
different types of workers. 

= Contracts are lengthy, precise and 
detailed. “These characteristics are said 
to result from the nature of the broad- 
casting industry, since it utilizes such a 
vast variety of talent and employes, each 
with peculiarly unique working condi- 


How many unions are in this picture ? 





For details of jurisdictions turn page 





How many unions are in this picture? 


On this NBC-TV special, the color cameras, the camera 
dollies and the dolly pushers are manned by NABET men, 
who also handle the cameras and the boom mikes. The stage 
manager is a member of the Directors Guild of America. 
The busy men who move the props are with Local | of 
IATSE, but the props were created and put together by 
members of Local 829 of the Scenic Designers, Scenic 
Artists and Costumer Designers Union. The chandeliers, 
fireplaces and furniture were fashioned by scenic designers, 
transported to the front of the studios by truckmen be- 
longing to the International Brotherhood of Teamsters, and 
carried into the premises by Local 1 of IA workers. The 
dancers and extras belong to AFTRA; their costumes were 


altered and fitted by employes belonging to IATSE Local 
764, wardrobe attendants union and their coiffures were 
handled by members of IATSE Local 798, make-up artists 
and hair stylists. The music was performed by musicians 
belonging to the AFM. The script was by writers belong- 
ing to the Writers Guild of America East. The visible wiring 
comes under the jurisdiction of IBEW Local 3 since it con- 
cerns maintenance electricity (if wires are attached to a 
camera or other broadcasting device, that’s NABET’s terri- 
tory). Behind the scenes the flip cards and other visual cues 
were created by artists of IATSE Local 841. And to be 
certain the set was properly air conditioned, NBC _ used 
NABET members. 


tions. Precision is needed to forestall, 
if possible, problems involving property 
rights and union jurisdictional disputes. 

Number of Members ® Television’s 
complicated labor contract structure 
exists even though broadcasting is not 
regarded as highly unionized. Latest 
figures issued by the NAB show that 
at networks and stations, approximately 
16,000 (19%) of about 85,000 employ- 
es are unionized. This figure may be 
deceptive in that it does not reflect the 
substantial number of radio-tv workers 
who are administrative, executive and 
clerical personnel. Statistics for workers 
employed in tv film are difficult to com- 
pute, since these workers are engaged, 
to varying degrees, in theatrical films, 
documentary films, industrial films, as 
well as tv films. 

Technicians holding cards in NABET 
and IBEW form the hard core of staff 
union membership, estimated by NAB 
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to total approximately 8,500 workers at 
networks and stations. Other unions 
with large memberships are AFTRA, 
3,000 workers (not including the sub- 
stantial number of free-lance perform- 
ers who work on a casual basis); Local 
1, IATSE, approximately 1,200 stage- 
hands and associated employes; Direc- 
tors Guild of America, more than 1,000 
directors and stage managers. 

Statistics are not always meaningful 
because many of the unions involved in 
tv consist of employes who are not 
staff and earn part of their livelihood in 
other communications and entertain- 
ment areas, such as the theatre, the 
motion pictures, publishing. This is par- 
ticularly true of members of the Ameri- 
can Federation of Musicians, the Writ- 
ers Guild of America, Directors Guild 
of America, IATSE, and Screen Actors 
Guild. 

Adding to the complexity of contract 


negotiation is the multiplicity of locals 
within a union, for which the networks 
and film producers must negotiate 
separate contracts. This is particularly 
true of the AFM, WGA, DGA, IATSE, 
NABET and IBEW. But there are many 
smaller unions on the contract scene, 
including United Scenic Artists (scenic 
designers and artists); International 
Brotherhood of Teamsters (parking lot 
attendants and truck drivers); Affiliated 
Property Craftsmen (prop maker, furni- 
ture handler, draper); American Federa- 
tion of Guards (policemen and fire 
men); Screen Extras Guild (extras and 
stand-ins); Screen Story Analysts (script 
readers) and others. 

How did it all happen? 

Management and union officials agree 
that their headaches mounted with the 
evolution of television. They point out 
that tv inherited the amalgamated labor 
pains of radio, motion pictures and the 
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theater, and cite these observations: 

s Television began largely as a live 
medium and labor contracts were 
shaped after the pattern of radio and 
the legitimate theater. The growth of 
film brought in a host of motion picture 
unions and one major issue that had 
not been dominant until that time— 
re-use provisos. 

a Television, which draws upon a 
multiplicity of talents and skills, de- 
veloped largely along craft lines. The 
locals with craft unions often are most 
walous of their prestige and attendant 
tights, and they insist upon separate 
negotiations and contract provisions 
they may have gained in other enter- 
tainment fields. Probably IATSE is the 
most dramatic example. The networks 
have more than 30 agreements with 
IATSE locals, covering such titles as 
stagehands, soundmen and electricians 
as well as make-up artists, hair stylists, 
film editors, graphic artists and even 
drapery workers. The range of occupa- 
tions makes pin-pointed provisions a 
necessity. 

® The question of rights has become 
more acute in tv in recent years because 
of the emergence of film and video tape. 
At the outset, a writer’s script was used 
once and shelved. Today, scripts may 
be used several times. The rights of the 
writer and the network or the producer 
must be spelled out fully in the contract. 
Management agrees that contracts cov- 
ering writers are the “most difficult” to 
fashion. They run about 80 pages and 
cover rights, re-issue provisions, sub- 
sidiary uses and management and writer 
restrictions. 

" The spreading re-use payment 
principle created the need to devise 
detailed formulas to cover various types 
of creative personnel, including condi- 
tions for replays, fees covering number 
of markets, and other contingencies. 
One indication of the preciseness with 
which contracts are framed is under- 
scored in this clause in the AFTRA 
pact with the networks: 

“In the event that the program for 
which the performer is engaged is com- 
plained of and any prosecution, civil 
or criminal, private or governmental, 
shall follow, producer agrees at his ex- 
pense to defend the performer and to 
pay all charges and judgments incurred. 
This paragraph does not apply to a case 
Where the prosecution is in respect of 
Material furnished by the performer or 
acts done by the performer without the 
authorization of the producer.” 

The large array of job classifications 
covered by tv film labor contracts in- 
cludes the following off-beat occupa- 
tions: truck driver, car hop, auto me- 
chanic, dog trainer, dog handler, seam- 
stress, floorlady, greensman, foreman, 
Policeman, painter, paperhanger, up- 
holsterer, sign writer, tailor, custumer, 
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millinery maker and licensed powder- 
man. 

Contracts often contain clauses ap- 
plicable only to a specific craft operating 
under certain conditions. The AFTRA 
pact, recognizing the geographical ex- 
panse of Los Angeles and the expense 
of transportation, has this provision: 

“Each extra shall be paid $1.50 as 
transportation expense whenever called 
for a second audition or interview with- 
in Los Angeles County.” 

AFTRA also insists, for example, 
that dancers have a wooden floor upon 
which to rehearse. In New York, be- 
cause of a lack of facilities, dancers 
in the past often had to use marble 
floors in halls. This group rose up in 
arms and persuaded AFTRA to press 
for the wooden floors. This is now 
standard in the union’s contracts. 

An IATSE contract takes note of 
hazardous work that its members have 
to perform and covers it this way: 

“In the event that any soundman, 
electrician, propertyman, grip or shop 
craftsman is assigned work involving 
aerial flights, submarine diving or ar- 
tificial air helmet diving, he shall be 
covered by a personal accident insur- 
ance policy, insuring against death 
and/or dismemberment in the amount 
of $20,000 and providing for weekly 
indemnity of $100 in the event of total 
disability, as such term is commonly 
understood in the insurance field, for 
a period of 52 weeks.” 

The possibility of pay tv hovers over 
some of the industry contracts. The 
recently-negotiated contract covering 
film writers at studios and networks 
contains a clause under which pro- 
ducers agree to negotiate an agreement 


for pay tv before releasing films made 
for free tv to pay tv. If no agreement 
is reached, the Writers Guild of Amer- 
ica may cancel its free tv contract. 

Union and management officials 
agree that as conditions shift in the 
industry, provisions will be inserted in 
pacts to reflect the changes. The rash of 
overseas originations, for example, 
prompted some of the unions to insist 
upon insurance to safeguard members 
travelling to foreign countries. 

And so it goes. Detail upon detail 
upon detail. 

Postscript ® But despite the complex- 
ity and meticulous attention paid to con- 
tracts, one group apparently has been 
overlooked: cats and dogs. The team- 
sters have not yet insisted upon tran- 
sporting a cat or a dog to a studio and 
talent unions have shown scant inclina- 
tion to cover any kind of animal under 
their contracts. The owners of animals 
to date have been negotiating as skill- 
fully as they can to obtain a square 
deal for cats, dogs and other animal 
performers. 

But a spokesman for Animal Talent 
Scouts Inc., New York, which supplies 
a wide assortment of animal performers 
to New York and Hollywood tv, motion 
picture and theatrical organizations, is 
miffed by the lack of protection give 
to his charges and adds: . 

“We've been trying for several years 
to get AFTRA, SAG and Equity to 
cover animals under their contracts. 
After all, many of them have become 
stars or distinct personalities and have 
helped many productions. Aren’t they 
entitled to minimum rates and to the 
protection given to other talented per- 
formers?” 





Another entry in 


Still another union is moving in on 
broadcasting. It’s the Communica- 
tions Workers of America and it has 
just signed a contract with WFMY- 
TV Greensboro, N.C., its first in the 
field. 

The electronics communication 
union, with 300,000 members, is un- 
derstood to be active in both the 
North and South. Its southern 
strength of 100,000 members in- 
cludes Southern Bell and Southwest- 
ern Bell, according to union sources. 

In announcing the Greensboro 
contract the union said it had negoti- 
ated a 13.9¢ hourly basic wage in- 
crease, or $5 a week for eight of nine 
technicians and $10 for a new em- 
ploye. Another $5 is provided in a 
year. The contract was effective the 
first week in July. Progression sched- 
ules were cut from 8 to 3% years, 
according to the union. Starting pay 





a crowded field 


was said to be up from $65 to $80 a 
week, top pay from $107 to $112. 
Other provisions described by the 
union were three-week vacations at 
the end of nine years’ service and 
double time for the first five hours 
on holidays plus 22 time. 

Gaines Kelley, general manager 
of WFMY-TV, said the long-stand- 
ing company operating manual spe- 
cifies the same overtime and vacation 
features in the CWA contract for all 
station employes. “This union con- 
tract is not an outgrowth of discrim- 
ination,” Mr. Kelley said. “Many 
provisions of the contract have been 
in effect for all employes over a pe- 
riod of many years.” He said 
WFMY-TV had begun development 
of new working conditions for the 
entire staff last Feb. 4, a month be- 
fore it heard of the technicians’ 
organization move. 
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RADIO’S AUDIENCE JUST LIKE TOPSY 


RAB’s new sales ammunition tells statistical story of growth 


Need to convince yourself—or ad- 
vertisers and agencies, if you’re a sales- 
man—that radio is a good buy? 

The Radio Advertising Bureau thinks 
you'll find most of the basic answers 
you need in a pocketpiece it’s releasing 
today (July 18). The booklet packs 
into 34 pages, statistics on such basic 
elements as radio’s size and reach, its 
growth, the composition of its audi- 
ences and their tuning habits, and its 
cost and how this compares with that 
of other media. 

For the most part the material rep- 
resents a recapitulation and updating 
of existing basic research rather than 
strictly new data. One exception is an 
hour-by-hour delineation of audience 
composition, (see chart), a type of 
breakdown seen much more frequently 
for television than for radio in recent 
years. But the biggest overall value of 
the booklet Radio 1960, it was felt, is 


Profile: the when & who of listening 


Time 
AM— 7 
AM— 8 
AM— 9 
AM—10 
AM—11 
AM—12 
Nocn—1 
PM— 
PM— 
PM— 
PM— 
PM— 
PM— 
PM— 
PM— 
PM—10 

10 PM—11 
11 PM—12 


Audience 
4,234* 

10,171 
9,961 
7,964 
7,337 
6,908 
6,848 
6,486 
6,599 
6,606 
8,891 
8,343 


Women 


Teenagers Children 
3% 
3 
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*Above data based on recently conducted survey in 27 major metropolitan markets. Add 00 
to the audience figures to get Radio’s total hour-by-hour reach (in these 27 markets only). 


**Less than 1% 


in its concentration of such a mass 


of radio statistics in one place. 


Among them—aside from the funda- 


mental that there were almost 1564 
million radio sets in working order in 
the U.S. on Jan. 1, 1960, as against 





WHNB-TV New Britain-Hartford, 
Conn., cracked the department store 
trade with a Christmas promotion 
that turned into a year-around boon. 
On the books to date: two depart- 
ment store accounts in a market 
where this business previously had 
been a virtual newspaper monopoly. 

The pioneer department store was 
E.J. Korvette, eastern discount chain 
based in New York. Results were so 
satisfactory that Korvette came back 
after the holiday for successive cam- 
paigns, varying the approach. 

Results must have been obvious in 
the marketplace as well. Another 
department store, Sage Allen of Hart- 
ford, took 13-week sponsorship of a 
five-minute news commentary twice 
weekly on WHNB-TV. 

When station account executive 
Robert H. Gruskay | approached 
Korvette last December, he took a 
presentation inspired by a store cam- 
paign condueted on New York tv 
some years back. (He used to be a 
Ted Bates timebuyer in New York.) 
The plan calls for a battery of ID’s 
throughout the day on one or two 
items of merchandise. The concen- 
trated barrage is designed to produce 
immediate sales impact the next day. 

Store manager Earl Perlov and 
Mrs. Eve Nelson, promotion man- 
ager for the chain, bought the idea 





How a tv station broke the department store barrier j 


for the Christmas season. They took 
about 25 ID’s Wednesdays and Fri- 
days, starting at 8 a.m. and riding 
through the day, winding up past 
midnight with Jack Paar Show ad- 
jacencies on the NBC-TV affiliate. 
Wednesday spots alternated between 
two items marked as Thursday sale 
specials and the Friday flight pro- 
moted two more for Saturday. Mr. 
Perlov and Mr. Gruskay personally 
set up each day’s campaign, using a 
one-two slide sequence, showing the 
store title-address and_ individual 
merchandise featured. Sale immedi- 
acy and price were stressed both in 
copy and art. 

Point of Sale ® The tv specials 
were marked in the store with Kor- 


ana 
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10 second salesman ® “Mr. E.J.” 
identifies tv-advertised bargains in 
broadcast ID’s and at the EJ. 
Korvette store counter. 


vette’s symbol, “Mr. E.J.” (see pic- 
ture) and a television set. Traffic at 
these counters persuaded the client 
to extend the tv campaign into 1960. 

Tv merchandise has included fry- 
ing pans, electric mixers, pajamas, 
steam irons, raincoats, men’s suits, 
dishes, games, ladies’ sweaters, coats 
and dresses. 

The store found that much of the 
tv advertised goods would sell out 
by the end of the sale day and some- 
times would all go by noon. While 
some items sold better than others, 
the tv schedule produced a sustained 
response in every case. With the 
new year, Korvette converted the ID 
idea to boost traffic in entire depart- 
ments of the store. 

Schedules of both stores have ex- 
pired now, but WHNB-TV looks for 
their return in the fall. Meanwhile, 
Korvette is riding out the hiatus by 
participating in the third annual 
“Miss Channel 30 Contest,” which 
offers participating sponsors a com- 
bination card of commercials, shared 
promotional announcements and 
contest activities over a 10-week 
period. The package is available for 
a fee plus donated prizes. Korvette 
is contributing a half dozen cameras 
to a jackpot that includes an automo- 
bile, fur stole, clothes, television sets, 
watches and trophies. 








— 
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INTERPRET ATIO 


WNEM-TV 
for outstanding 
excellence 


in AMERICA! 


OR DIST \NGUISHED SERVICE INTHE ° 


N OF EDUCATION 


WNEM-TV 


. . « the only Television Station to win the distinguished 
SCHOOL BELL AWARD in Michigan . . . now joins 5 community- 
minded colleagues in receiving the National Education Asso- 
ciation’s coveted SCHOOL BELL AWARD for America! 


Conferred upon WNEM-TV, Channel 5, in recognition of out- 
standing excellence in Education reporting and programming. 


Another outstanding FIRST for WNEM-TV . . . Eastern Michi- 
gan’s award-winning FIRST VHF Station! 





CHANNEL 
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146.2 million a year before—are such 
diverse measurements as: 

98% growth in set ownership since 
1949; 

More than 18 million sets sold in 
1959, or almost twice the total for 
1949, with portable-set sales quadru- 
pling and auto-set sales tripling in that 
period; 

7% gain in radio’s daily reach in the 
last two years, rising from 68.9 million 
persons a day to almost 73.7 million; 

U.S. sales of Japanese transistor sets 
up from 641,000 in 1957 to 4 million 
last year. 

“The most significant figures emerging 
from our analysis,” RAB President 
Kevin B. Sweeney said, “are those pin- 
pointing the accelerating growth of 
radio during the 50’s despite the fact 
that this was television’s initial decade 
of fast growth and development.” 

According to RAB’s booklet, all indi- 
cations point to an even more profitable 
future for radio in the 1960's, dis- 
pelling any thoughts that it is a waning 
media. 

The information was compiled from 
various research sources, including in- 
dependent studies as well as a number 
commissioned by RAB. 

RAB officials said that by the end 
of this month 15,000 copies will have 
been distributed to RAB members— 
stations, networks and stations repre- 
sentatives—and advertising agencies. 
Copies also all will be furnished to ad- 
vertisers on request. 


Manischewitz account 
added by Grant Adv. 


Grant Adv., New York, last week 
added the million-dollar Monarch Wine 
Co. (Manischewitz) account. Current 
Manischewitz billings, through its for- 
mer. agency, Lawrence C. Gumbinner 
Adv., New York, are estimated from 
“more than $1 million” to $1.85 mil- 
lion. Television Bureau of Advertising 
reports $869,000 spent in spot tv last 
year for the brand. 

The transfer, official the first of next 
month, is the latest development in an 
aggressive new-business-expansion pro- 
gram Grant has conducted since losing 
$17 million in national Dodge billings 
early this year. Since then the agency 
has hired new executive talent under 
President Elliott Plowe, moved head- 
quarters from Chicago to New York 
{international headquarters remains in 
Chicago under founder-chairman Will 
C. Grant), merged with Robinson, Fen- 
wick & Haynes in Los Angeles and 
added new busiress billing around $11 
million, including an automotive client, 
Fiat cars. 

In BROADCASTING’s report last week 
of the Grant-Robinson, Fenwick & 


Haynes merger, pictures inadvertently 
were mis-captioned. Identifications 
should have read, left to right, Mr. 
Grant, Mr. Robinson and Mr. Plowe, 


HOW TO WIN VOTES? 
ANPA tells politicians 
to use print media 


The American Newspaper Publishers 
Assn. Bureau of Advertising is using 
1956 tv ratings in Detroit to help sell 
politicians on newspaper advertising 
this campaign season. The research ap- 
pears in a sales brochure, “How To 
Win Votes and Influence People.” 


Campaign funds are hard to come 
by, and “it’s important to try to de- 
termine which medium gives you the 
most value for your money,” prospects 
are reminded. The booklet then gives 
television and radio four pages, sup- 
porting a thesis that these are entertain- 
ment media, and “in the area of enter- 
tainment, political telecasts generally 
fare poorly.” These sample ratings, 
identified as ARB reports, are included: 

Detroit Tv Coverage 
Sept. 12 Sept. 13 
CKLW-TV Movie 4.0 Movie 
WXYZ-TV_ Eddie 

Arnold 
WWJ-TV Kraft 

Theatre 17 


4 
WJKB-TV I’ve Got A 
Secret 36.1 


20.5 
Stevenson 3.8 
Stevenson 9.0 


Stevenson 11.8 


Not only do political telecasts pull 
small audiences, but in many instances 
they stir resentment by pre-empting 
popular shows, the ANPA bureau 
claims. Tv ratings from the following 
October are offered with an added note 





Buy big 


Radio Advertising Bureau, 
New York, has published a new 
pocket presentation on soft drinks, 
titled “To Top Any Sales Quota, 
Buy Radio Big.” Prospects are 
reminded that radio’s audience 
soars in summer months when a 
third of all soft drink sales are 
made, that radio is a prime me- 
dium with teen agers who influ- 
ence more than 70% of soft drink 
sales, that radio blankets the 
country with an average three 
sets per household, that radio 
reaches housewives who are the 
biggest buyers of soft drinks con- 
sumed at home and that radio 
“offers the biggest advertising 
buy for the money.” Points are 
all documented in the latest addi- 
tion ts RAB’s pocket series cov- 
ering bread, tire, beer, gasoline 
and airline advertising. 
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Coke and the ’'Copter: 


give a cheerful lift to Atlanta motorists 


Home base for “traffic-copter” is helipad installed by Atlanta Coca-Cola Bottling Co. atop their building in downtown Atlanta. 


A sure formula for community acceptance is at work when 
a responsible station and a civic-minded sponsor join hands 


to perform an urgently needed public service. The Atlanta WeB 
Coca-Cola Bottling Company and WSB Radio do this by 
providing helicopter traffic reports for motorists and the 


Atlanta Police Department. Rad é oO 


A uniformed police officer flies beside our reporter as the 
copter cruises above rush-hour traffic arteries . . . ana The Voice of the South / Atlanta 
thousands of car radios hold firm on 750 for reports on bot- am 


tlenecks ahead, possible hazards, and guidance to more open 
routes. Helicopter service plus WSB’s auto. traffic patrol 


rounds out one of the best radio good-will builders anywhere. 


Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Represented by Petry. Associated with WSOC/WSOC-TV, Charlotte; WHIO/WHIO-TV, Dayton. 
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that “half the potential tv audience in 
Detroit didn’t have their sets turned on 
at all.” 


Oct. 9 Oct. 10 

WWJ-TV Eisen- 

hower 7.7 Stevenson 6.1 
WJBK-TV 

Broken Arrow 16.4 Climax 21.8 
WXYZ-TV Wire Service 14.2 

Herb Shriner 31.3 
CKLW-TV Movie 3.9 Movie 5.7 


No Better ® In radio, it’s worse, ac- 
cording to “How To Win Votes.” There 
are more stations to divide the audience 
and the radio audience is smaller any- 
way, the booklet says. In both media, it 
concludes, people tune in candidates on 
whom they’ve already decided, so “in 
tv and radio a political party talks main- 
ly to itself.” 

In the case for newspapers, documen- 
tation includes findings of a bureau- 
financed study by Leonard J. Bisbing of 
Milwaukee during the 1960 primaries. 
Comparing newspapers, television, mag- 
azines and radio, 62% said papers give 
the most information about what candi- 
dates stand for, with 17% citing tele- 
vision and 2% radio. Asked which is 
best to help a voter make up his mind, 
43% said newspapers, 30% television 
and 2% radio. (Magazines scored 8% 
on the first question and 2% on the 
second and “don’t know” 11% and 23% 
respectively.) 

The ANPA also quotes a book by the 
U. of Michigan Survey Research Center, 
The American Voter, stating that print 
media project a much stronger image 
of a candidate than radio or television. 

Success capsules are given on cam- 
paigns of Republican Gov. Mark Hat- 
field of Oregon, Democratic Gov. Abe 
Ribicoff of Connecticut and testimonial 
quotations from various state and local 
Officials and such national officeholders 
as Sen. A.S. (Mike) Monroney (D- 
Okla. ). 





Political sales 


Mutual has reported that sub- 
stantial number of its affiliates 
have made local sales on MBS 
special coverage programming of 
conventions and election. Under 
MBS’ pattern the network sold 
20% of programming to Liggett 
& Myers Tobacco Co. (Oasis) 
(AT DEADLINE, July 4), and affili- 
ates are making 80% of the 
package available for local sale. 
Frank Erwin, assistant to MBS 
president, announced that of 347 
affiliates replying to MBS survey, 
61% have sold all their availabili- 


ties; 34% have sold more than 
50% and 5% have sold half or 
less. 














RADIO’S TOP 20 
Pepsi-Cola leads 
Nielsen Radio Index 


A general rise in both total home 
broadcasts delivered and total commer- 
cial minutes delivered is noted in the 
National Nielsen Radio Index of net- 
work radio’s leading advertisers, based 
on the four weeks ending June 5. The 
ranking of the top five advertisers in 
terms of home broadcasts is the same 
as on May 8, with only Electric Auto- 
lite and Renault, in second and third 
place respectively, showing a slight drop 
in the number of broadcasts. Pepsi- 
Cola, in the number one spot since 
February, increased its total home 
broadcasts delivered by more than 7] 
million over the total a month ago, 
Metropolitan Life, which was out of the 
rankings completely last time, landed 
high up in both categories in the most 
recent Nielsen Index. 

The complete Top 20 report: 








HOME BROADCASTS 


Total 

Home 

No. B'dests 

of Delivered 

Rank Advertiser B’dests (000) 
1. Pepsi-Cola 544 234,535 
2. Electric Autolite 168 122,938 
3. Renault 166 119,322 
4. R.J. Reynolds 300 108,446 
5. Pharmaco 382 94,989 
6. Metropolitan Life 125 88,372 
7. General Mills 224 5 063 
8. Kellogg 80 58,160 
9. Time Inc. 85 57,212 
10. Ex-Lax 125 50,243 
11. Radio Corp. of America 88 49,007 
12. Automotive-Amer. Motors 88 49,007 
13. Liggett & Myers 144 048 
14. Chevrolet-G.M. 48 33,282 
15. Wagner Electric 42 33,229 
16. A.E. Staley Mfg. Co. 39 30,757 
17. Grove Div.-Bristol-Myer 39 29,574 
18. General Insurance 52 27,298 
19. Sylvania 39 25,964 
20. Aluminum Co. of America 34 25,713 

COMMERCIAL MINUTES 

Total 

No. Comm'l 

Comm‘! Min. 

Mins. Nel'd 

Rank Advertiser Aired (000) 
1. Pepsi-Cola 187 91,612 
2. General Miils 247 87,534 
3. Electric Autolite 126 86,149 
4. Renault 125 83,867 
5. Metropolitan Life 105 70,068 
6. Pharmaco 287 64,583 
7. R.J. Reynolds 193 62,881 
8. Chevrolet-G.M. 72 46,597 
9. Wm. Wrigley Jr. Co. 9% 43,854 
10. Time Inc. 63 37,026 
11. Kellogg 57 36,511 
12. Radio Corp. of America 66 33,916 
13. Automotive-Amer. Motors 66 33,719 
14. Ex-Lax 76 31,824 
15. Sterling Drug 86 28,789 
16. Liggett & Myers 112 28,243 
17. A.E. Staley Mfg. Co. 39 28,186 
18. Sylvania 43 27 ,668 
19. Oldsmobile-G.M. 43 27,148 
20. Curtis Publishing 44 27,001 


Ranked by Total Home Broadcasts Delivered and 
by Total Commercial Minutes Delivered for. In- 
dividual Advertisers by All Programs and Part <1pa- 
tion on all Radio Networks Used. 


Copyright 1960—A.C. Nielsen Company 
BROADCASTING, July 18, 1960 




















Nothing is quite like the sound of a healthy human 
heartbeat. To describe it they had to coin a word — 
“lub dub.” 


We haven’t found the proper single phrase to describe 
the sounds of the healthy, pulsating Greater Oklahoma 
City Market. 


Maybe it’s the “clinking” of coins dropping into cash 


registers. 


Maybe it’s the crisp rustling of paper money being 


invested in industrial expansion. 


Or maybe it’s the sounds of WKY RADIO AND 
TELEVISION, in the role of prime communicators to 
the people of the market, aiding in the profitable sale 


and distribution of the products you have to sell. 


Whatever it is, it’s a profitable sound, measured in 
dollars rather than decibels. That is the basis of this part 
of the story of the industrial and economic growth of the 
Greater Oklahoma City market...a story of how WKY 
RADIO AND TELEVISION are selling more things to 


more people. 


This chapter is... 
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Economic expansion in Greater Oklahoma City... 











As sound as it is bright! 





The growth and vitality of the market is shown in the volume of bank clearings 
as well as in the savings of its people. One shows the money in circulation. The 
other shows individual surplus available to spend. 


The expansion of Greater Oklahoma City is supported by a chain of dollars 
with no weak links. It starts»with venturesome investors who have faith in the 
market creating business and industrial expansion. This leads to ever-increasing 
payrolls to people with the desire to spend and improve their family life. Through 
all of this there is the safety valve of diversification, so that no one industry setback 
can cause cash register cobwebs. 


Money-circulated and money-saved make Oklahoma City a good place in 
which to do more business. 


Reaching the people with money to spend is the first step in increasing your 
business. Some of the reasois WKY RADIO AND TELEVISION do this so 
effectively are told on page 4. 
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Our Business 
Is “HEARTBEATS 
AND FINANCE,” too. 






ay 


i 
\N 


A 


at 
AY 
/ 








| 
CU 


| 


| 


We stay close to the hearts of our audience with fine 
local programming, public service, and genuine pride in 
our market. 


Because of this, WKY RADIO AND TELEVISION 
have a certain “authority” that furnishes sales power to 
sponsor’s messages. 


The result is that dollar for dollar, WKY-TV and/or 
WKY RADIO will outsell any other tv or radio station in 
the market. We’re experts in the nicest kind of “finance” 
... making money for our advertisers. Which, in turn, makes 
money for us (last year, we enjoyed our biggest volume on 
both stations in history). 


It all adds up this way: The Greater Oklahoma City 
market is vitally prosperous...making, saving, spending 
money. WKY RADIO AND TELEVISION have more influ- 
ence on the people who live in this market than any other 
media. That’s why... OKLAHOMA CITY IS A GOOD 
MARKET IN WHICH TO DO MORE BUSINESS. 


Good Stations ON which to do More Business! 


RADIO AND 
TELEVISION 


OKLAHOMA CITY 
The WKY Television System, inc 
WTVT, Tampa-St. Petersburg, Fila 
Represented by The Katz Agency 
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MOVIEMAN WARNS NEWSPAPERS 


Print may lose movie 


Unless newspapers can provide mo- 
tion pictures with the promotional co- 
operation that is extended by radio and 
television, newspaper advertising sched- 
ules are going to suffer, while the air 
media stand to gain an increasing share 
of the movie advertising dollar. 

This warning was issued by Paul N. 
Lazarus Jr., vice president of Columbia 
Pictures, who declared before the News- 
paper Advertising Executive Assn. in 
San Francisco Tuesday (July 12) that 
“the assured budget is a thing of the 
past. Certain pictures cry for radio and 
television coverage . . . and based on 
our experience of recent years—they’re 
going to get it even if the newspaper 
schedules have to suffer.” Mr. Lazarus 
represented member companies of the 
Motion Picture Assn. of America. 

The movie executive’s topics included 
national and local amusement rate 
structures, the content of the amuse- 
ment page, tv and what the newspapers 
are doing to and for tv, and censorship 
of movie ads in newspapers. He defined 
a sound motion picture page as “one 
which is well-balanced between motion 
picture advertising, editorial comment, 
illustrations, Hollywood columns, re- 
views, drawings or art and no outside 
ads.” He stated that a survey of 160 
newspapers representing every major 
market showed that “more than one out 
of every five newspapers adopts a de- 
finitely uncooperative attitude towards 
motion pictures,” while “33% of the 
papers checked do not even review new 
movies for their readers.” 

Made Whipping Boy ® Mr. Lazarus 
told the advertising executives that they 
can do something about the situation: 
“There are areas of promotion, of con- 
tests, of tie-ups which will indicate the 
good will of the papers toward the 
motion picture industry. Radio and tv 
find no moral problem in cooperation; 
why should the daily press?” He added 
that the rate structure could use correc- 
tion and the national-local rate structure 
could “bear a bit of soul searching. As 
a matter of fact, we’re damned tired of 
being a whipping boy of both the 
editorial and business departments of 
the press,” he asserted. 

Pointing out that Columbia Pictures’ 
share of cooperative newspaper advertis- 
ing was $2 million for the first nine 
months of the current fiscal year, Mr. 
Lazarus put his company in perspective 
by comparing this figure with the total 
of $2,127,000 spent nationally last year 
by radio and television for newspaper 
space. 

Spend $35 million = He estimated 
that the eight major movie companies 
will spend close to $22 million in this 
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ad money to radio-tv 


fiscal year on co-op newspaper advertis- 
ing expenditures. “Add to this some 
$500,000 in national newspaper ad- 
vertising and an estimated $12 million 
of theatre advertising expenditures and 
the total hits a tremendous $35 million,” 
he said. 

Mr. Lazarus said he realizes that 
editorial space is not awarded on the 
basis of advertising volume and that 
public interest is the primary criterion, 
“but, given two entertainment media of 
equal public appeal, does it seem right 
that the lesser advertiser should receive 
the greater attention? Particularly when 
it is an advertising medium competing 
fiercely with you for the motion picture 
dollar.” 


@ Business briefly 
Time sales 


Daytime shoppers ® New ABC-TV 
daytime program sponsorships include: 
Peter Paul (Dancer-Fitzgerald-Sample 
Inc.), Curtis Publishing for Saturday 
Evening Post (BBDO), Dow Corning 
(Anderson & Cairns), Miles Labs 
(Wade Adv.) and Ex-Lax (Warwick 
& Legler), for a combined purchase of 
134 quarter hours. 


New Advertiser ® Crown Colorfilm 
Service, Brooklyn, N.Y. (film develop- 
ing) is test maketing in spot radio in 
Utica, N.Y. agency, Philip J. Perlman, 
N.Y., plans more testing in upstate 
New York markets, Columbus, Ohio, 
and areas in Pennsylvania. If tests are 
successful, advertiser will go national. 


Back to school and after ® Paper Mate 
Co. (Div. of The Gillette Co.) plans 
an extensive network spot tv advertis- 
ing campaign keyed to price reduc- 
tions on its pens and a back-to-school 
theme within the framework of a three- 
month sales drive. Client will push pro- 
motion through seven network prop- 


erties (ABC-TV’s American Bandstand 
and Game of the Week; CBS-TV’s 
Verdict Is Yours, Voice of Life, Clear 
Horizon, and Full Circle; and NBC- 
TV’s Loretta Young Show around 
Labor Day, and follow up with par- 
ticipations on Gillette’s World Series 
and NCAA football telecasts later. Ad- 
ditionally, Paper Mate is buying satura- 
tion availabilities in about 70 top 
markets for two or three weeks after 
holiday. Agency: Foote, Cone & Beld- 
ing, Chicago. 


Rocky's road ® General Mills has re- 
newed the animated cartoon series 
Rocky and His Friends for 26 weeks 
beginning in September. The program, 
which is produced by Jay Ward Pro- 
ductions, will shift to Thursday and 
Sunday at 5:30 p.m. on ABC-TV, re- 
placing The Lone Ranger in the Sun- 
day slot. Dancer-Fitzgeraid-Sample 
represents General Mills. 


Summer special ® Carter Products has 
bought California All-Star Rodeo, Fri- 
day, Aug. 5 (8:30-9:30 p.m. EDT) on 
CBS-TV for Rise shaving cream. The 
show will be taped at the Salinas, Calif., 
rodeo field. Carter’s agency: Sullivan, 
Stauffer, Colwell & Bayles, N.Y. 


“Riverboat” buys ® Warner Lambert 
Pharmaceutical Co., Morris Plains, 
N.J., through Ted Bates & Co., N.Y., 
and Block Drug Co., Jersey City, N.J., 
through Grey Adv., N.Y., are reported 
to have bought alternate week, one- 
third sponsorship of Riverboat over 
NBC-TV (Mon., 7:30-8:30 p.m.), start- 
ing in fall. One-third sponsorship is still 
open. 


Agency appointments 


= Kemper Insurance (American Motor- 
ists’ Insurance Co. and Lumbermen’s 
Mutual Casualty Co.), Chicago shifts 
estimated $1 million account from John 
W. Shaw Adv. Inc. to Clinton E. Frank 
Inc., both Chicago. 


a D’Arcy Adv. Co., Chicago, continues 
as national product and service adver- 
tising agency for Standard Oil Co. (of 





ARB 


tion from 8 p.m. until 11 p.m. 





ARBITRON’S DAILY CHOICES 


Listed below are the highest-ranking television shows for each day of 
the week July 7-13 as rated by the multi-city Arbitron Instant ratings of 
American Research Bureau. 


Date , Program and Time Network Rating 
Thur., July 7 Untouchables (9:30 p.m.) ABC-TV 20.8 
Fri. July 8 77 Sunset Strip (9 p.m.) ABC-TV 17.3 
Sat., July 9 Miss Universe (10:30 p.m.) CBS-TV 29.1 
Sun., July 10 What's My Line (10:30 p.m.) CBS-TV 20.3 
*Mon., July 11 All Star Game (2:45 p.m.) NBC-TV 12.7 
**Mon., July 11 Democratic National Convention 23.3 
*Tue., July 12 Search for Tomorrow (12:30 p.m.) CBS-TV 8.1 
**Tue., July 12 Democratic National Convention 21.1 
*Wed., July 13 I Love Lucy (11:30 a.m.) CBS-TV 9.4 
**Wed., July 13 Democratic National Convention 30.4 


* Highest rating during the day for all shows other than the Democratic National Convention. 
** An average of total audience of all three networks during the Democratic National Conven- 


Copyright 1960 American Research Bureou 
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The usual procedure in develop- 
ing an animated commercial cam- 
paign for television is to create a 
character, identify him with the 
product or service being advertised, 
and use him over and over in a 
series of more or less varied situa- 
tions. Each situation presents a prob- 
lem which he solves through use of 
the product or service. Continuity is 
the key to this technique, whose 
motto is the tried and true advertis- 
ing saw: repetition means recogni- 
tion. 

The new series of recruiting spots 
which Playhouse Pictures has pro- 
duced for the Navy Dept. represents 
a complete break with that tradi- 
tional technique. Each of this series 
of five 60-second and five 20-second 
animated films concerns distinctly 
individual characters. None appears 
in any of the other nine spots. Each 
has his Own particular problem, his 
own peculiar worry. What links the 
10 individual spots into a series is 
that the solution to all 10 problems 
is the same: Join the Navy, young 
man. Well, that’s virtually true but 
not exactly so. In one or two of the 
films the answer is: Join the Navy, 





‘CAT AND Doo’ 
it’s kind of lonesome 





Some new characters for the Navy 


young woman. 

The films, shipped to all tv sta- 
tions in the country for use as pub- 
lic service material, were aimed 
specifically at the young men and 
women of Navy enlistment age. To 
reach that group, they must “com- 
bine salesmanship with entertain- 
ment, fusing solid facts with ele- 
ments of whimsy, humor, striking 
artwork and modern musical back- 
grounds,” says Commander J. “B” 
Stewart, Bureau of Navy Personnel, 
who coordinated the project for the 
Navy. 

Commander Stewart also appreci- 
ates that there are other realities of 
tv life which must be considered. 
“We realized that there is a great 
deal of public service film competing 
for free television time,” he states, 
“and wanted our spots to be original 
and interesting enough to capture 
the attention of television station 
program directors. Once accepted 
and scheduled . . . (they) must then 
compete for attention with the steady 
flow of commercial spot announce- 
ments and must therefore be of 
equal or superior quality to the best 
of these.” 





‘OPERA’ 
Join the Na-aa-vee 


The presentation is done in a 
variety of ways. There’s the cat and 
dog, gazing at their absent master, 
agreeing “it’s kind of lonesome” but 
they’re “awfully glad he did enroll 
in Navy Officer Candidate School.” 
There’s the graduate, wondering 
which branch of the service offers 
him the best opportunities and sing- 
ing his problem with a chorus of 
professors in an operetta spot which 
gives the Navy man the chance to 
sing: “Oh, see what the Navy offers 
you. Travel and adventure, yes, 
and good pay, too. We have many 
jobs that you might do.” And so on 
to the chorused conclusion that “He 
will join the NA-AA-VEE.” 

There’s the excitement hunter, 
with his head in the lion’s mouth; 
the kid who’s given up his “idle 
childish dream” of being a cowboy 
and “after considerable deliberation 
—decided to join the Navy”; the 
man who has devoted his youth to 
inventing a machine to crack a nut, 
then realizes he is the nut and it’s 
time he joined the Naval Reserve 
and learned a trade. And so on. 

The new spots will shortly make 
their tv debut. 













‘Lion’ 
Hunting excitement 








Indiana) under company’s proposed re- 
organization plan effective next Jan. 1. 
Standard, $20 million advertiser and 
blue-chip midwest radio-tv client, would 
operate as parent management com- 
pany, funneling advertising-marketing 
and other operations into newly-formed 
American Oil Co., comprising subsidi- 
aries, American Oil (now handled by 
Joseph Katz Co.) and Utah Oil Refining 
Co. (handled by Gillham Adv. Agency.) 


= Pearl Brewing Co., San Antonio, 
Tex., appoints Tracy-Locke Co., Dallas, 
effective Oct. 1. Pearl’s annual billing 
has been approximately $1.5 million. 


= Gaylord Products Inc. (pins, nets, 
other hair accessories), Chicago, ap- 
points R. Jack Scott, that city, to handle 
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advertising for all its divisions. Account 
has used tv. 


= Detroiter Mobile Homes Mfg. Co.: 
MacManus, John & Adams Inc., 
Bloomfield Hills, Mich. 


® Sullivan, Stauffer, Colwell & Bayles, 
New York, which has handled recent 
test market advertising for Lever 
Brothers’ new detergent, Hum Laundry 
Liquid, has lost the account to J. Wal- 
ter Thompson, N.Y. The loss was coun- 
teracted by Lever’s re-assignment of 
Rinso Blue detergent and Rinso Soap, 
formerly with JWT, to SSC&B, which 
also handles Breeze, Silver Dust and 
Lifebuoy soap for Lever. 


® Sterling Silver and Stainless Steel 
Flatware Divs. of Oneida Ltd. silver- 





smiths to BBDO, N.Y., which has han- 
dled the firm’s Community silverplate 
account since 1936. Oneida said the 
Sterling and stainless divisions were be- 
ing moved from J. Walter Thompson 
to BBDO, effective Jan. 1, in order to 
consolidate within one agency. 


TvB in new quarters 


Television Bureau of Advertising to- 
day (July 18) opens its new head- 
quarters at 1 Rockefeller Plaza, the 
General Dynamics Building in New 
York. The organization has increased 
its space to 6,600 square feet and added 
elaborate television tape, projection and 
library facilities, which it was unable to 
accommodate at its old address, 444 
Madison Ave. Phone: Plaza 7-9420. 
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Music? Make mine Cha-Cha-Cha... TCHAIKOVSKY! 


As long as people are human they will continue to 
change their minds, their interests, their needs and 
tastes. And from this gem of wisdom we’ve arrived 
at the conclusion that the radio station that stays in 
tune with the times is bound to get the lion’s share 
of the listeners’ time. Right now there is a keen 
desire for enlightenment. In keeping pace with this 
trend, WJR emphasizes enlightening programs. The 
audience response has been overwhelming. 


For example: a large group of housewives formed 
the “Don’t Call Between 10 A.M. and 11 A.M.” 





760 KC 


RADIO WITH ADULT APPEAL 
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50,000 WATTS 


Club. That’s when WJR’s “Adventures in Good 
Music” is on the air. Cha-Cha-Cha-inclined listen- 
ers have not been abandoned, but good music 
and its equivalent in informative programs are re- 
ceiving more and more time. Our listeners demand 
a finer grade of entertainment and they get it. We 
never could buy that ridiculous “12-year-old men- 
tality” bit. If you don’t either, call your Henry I. 
Christal representative and see what WJR.. . the 
station that’s in tune with the times . . . can do for 
you in this enlightened area. 


« ) 
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Fine Arts programming is a part of complete 
range programming—something for everyone. 


4) 





GOVERNMENT 











FCC MOVES ON INFLUENCE CASES 


Takes Miami from National Airlines, will re-examine Boston ch. 5 


The FCC last week showed its mus- 
cle in the toughest action yet under the 
new regime of FCC Chairman Fred- 
erick W. Ford. It took these actions in 
the first decisions in the ex parte cases: 

= Gave National Airlines 60 days to 
go off the air and authorized Miami 
ch. 10 to L.B. Wilson Inc., the only 
one of the four.applicants it said was 
untarred by the influence brush. 

= Vacated the ch. 5 Boston grant to 
the Boston Herald-Traveler (WHDH), 
but told the newspaper it could con- 
tinue WHDH-TV on the air under tem- 
porary authority pending the outcome 
of reconsideration of the comparative 
hearing. 

In both instances the commission 
went beyond, the recommendations of 
its special hearing examiner, retired 
Pennsylvania Supreme Court Chief 
Justice Horace Stern. 

Judge Stern had recommended that 
the 1957 Miami grant to National Air- 
lines be withdrawn and that the com- 
parative hearing be reopened to de- 
termine the eventual winner. In the 
Boston case, Judge Stern held that no 
behind-the-scenes representations had 
in substance been made and had recom- 
mended that no penalties be exacted. 
The Boston grant was also made in 
1957. 

The commission apparently accepted 
the position taken by its own staff, and 
that of the Dept. of Justice, which 
urged these courses of action in both 
instances. 

In giving Miami ch. 10 to L.B. Wil- 
son (which owns WCKY Cincinnati) 
the commission added a cryptic proviso. 
This was that the first license term for 
the ch. 10 facility would run only for 
four months. Normally, licenses run 
for three years. 

Up for Grabs? = Although specula- 
tion on this condition in the grant ran 
the gamut of considerations, it was be- 
lieved that what the commission had in 
mind was that the short-term license 
might encourage other applications for 
the facility. 

The commission, it is understood, 
used this stratagem to come as close as 
possible to its general inclination to 
throw open the Miami channel to all 
comers. 

Since the case had been remanded 
by the federal court of appeals—a 
situation which protected the original 
four contestants from new applicants— 
the commission took this way to par- 
tially gain this objective. . 

Both FCC decisions must be sub- 
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mitted to the circuit court in Washing- 
ton. The court retained jurisdiction in 
both instances. 

The Miami action was taken by 
Chairman Ford and Commissioners 
Rosel H. Hyde and John S. Cross. 
Commissioner Robert E. Lee disagreed; 
he wanted to vacate the grant but per- 
mit WSPT-TV to continue under tem- 
porary authority while the commission 
reconsidered the entire case. 

The Boston decision was taken by 
Messrs. Ford, Hyde, Lee and Cross, 
and Commissioner Robert T. Bartley. 
Commissioner Bartley did not partici- 
pate in the Miami decision. 

Commissioner T.A.M. Craven did 
not participate in either decision. 

Washington attorneys for the various 
applicants reserved comment. It was 
presumed they needed time to study 
the documents and confer with their 
clients before making public their next 
moves. 

It is an accepted belief that both of 
the stations losing their grants would 
petition the federal court to reverse the 
FCC action. 

More Stringent Attitude = In dis- 
qualifying “absolutely” three of the 
four Miami ch. 10 applicants, the com- 
mission went one step beyond the 
examiner’s recommendations. 

Judge Stern had suggested that in a 
new hearing adverse points be placed 
against National Airlines and WKAT 
Miami, and that North Dade’s activi- 
ties were “imprudent” but not dis- 
qualifying. 





No newfangling 


A committee of communica- 
tions lawyers has recommended 
that the FCC become more pre- 
cedent conscious. If the commis- 
sion were to rely more on estab- 
lished criteria in comparative 
hearing cases, all elements of the 
hearing process could be speeded 
up by the elimination of extra- 
neous and irrelevant material. 
This, among other suggestions, 
was made by a special committee 
of the Federal Communications 
Bar Assn. studying pre-hearing 
procedures. It was chairmanned 
by Vincent B. Welch. It is one of 
a series of FCBA studies aimed at 
tightening up pre-hearing, hear- 
ing and post-hearing procedures 
(BROADCASTING, July 11). 











“The Commission, after careful 
evaluation of the facts,” the FCC said, 
“is of the opinion that the misconduct 
of WKAT Inc., North Dade Video 
Inc. and Public Service Television Inc. 
[National Airlines subsidiary] ‘reflects 
so adversely upon their character as to 
demonstrate that they lack the qualifi- 
cations to operate the station sought in 
the application each of them 
sought to influence the results by fac- 
tors unrelated to the merits of the case 
and not a part of the hearing record. 
Willingness thus to pervert the process 
of administrative adjudication is con- 
vincing proof that the requisite charac- 
ter qualifications are lacking . . .” 

Both National Airlines and WKAT 
were accused of attempting to influence 
the vote of former FCC Commissioner 
Richard A. Mack. Mr. Mack resigned 
after allegations were made before the 
House Legislative Oversight Commit- 
tee that he had been swayed by Miami 
attorney Thurman A. Whiteside. Both 
men were tried on a conspiracy charge, 
but the first trial resulted in a hung 
jury. The second trial is scheduled to 
begin in federal court in Washington 
on Oct. 4. 

North Dade was found to have hired 
former FCC member and former Ohio 
Republican Congressman Robert F. 
Jones to try to persuade Congress to pass 
legislation prohibiting an airline from 
owning a tv station. This Judge Stern 
termed imprudent, but not disqualify- 
ing. 

With this the commission did not 
agree. It stated it felt that Mr. Jones 
was retained to assist North Dade by 
some form of political and _ extra- 
adjudicatory pressure. The FCC then 
said: 

“When to this is added the extra- 
judicial approach to the commission . .. 
by the principals of North Dade, an 
approach which, although apparently 
non-productive, reflects no credit on 
North Dade, we believe that the con- 
clusions regarding the misconduct of 
North Dade . . . are amply justified.” 

The commission found that since all 
the applicants except L.B. Wilson Inc. 
were unfit to become licensees, the 
grant should go to that applicant. 

It added, however, that it is “aware 
and has considered that the peculiar 
circumstances of this matter have re- 
sulted in a type of award by default. 
Consequently the license period con- 
templated herein will be for four 
months subsequent to construction, 
rather than for the three-year period 
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LIGHT TIME 


FREE to your station! 





A New public service children’s 
religious TV series 


Fred A. Niles Productions Co. 


@ 39 weeks of programming 
@ 15 minutes weekly 
@ for children 8-12 years old 


@ non-denominational, in cooperation 
with the National Council of Churches 


@ exclusive to one station in a market 
@ air-release date, September, 1960 


@ professionally produced in Chicago’s 
largest film studio... Fred A. Niles Co. 


with Emmy Award Winner JIM STEWART 
. and Kenny Bowers; Digby, the duck; Reggie, the rhinoceros 





FOR AUDITION FILM 
and additional information . . . MAIL TODAY 











ee We es 6. lh ee is interested in an audition film of LIGHT TIME 


} 
for its consideration toward programming this free public service chil- | 
dren’s religious TV series beginning in the Fall, 1960. It is understood | 
that LIGHT TIME is exclusive to one station in a market. 1 
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which has been customary.” 

National Airlines’ WSPT-TV which 
began operating August 1957, was told 
to cease operating by Sept. 15. 

Commissioner Lee, in dissenting to 
the majority’s action in the Miami ch. 
10 case, said he would prefer to accept 
the examiner’s recommendations, and 
call for a comparative re-evaluation of 
the applicants on the basis of the 
original record and of the ex parte 
proceeding. In that way, the commis- 
sion should make a final decision. In 
the meantime, he said, he would permit 
National Airlines to continue operat- 
ing on ch. 10 under temporary author- 
ization. 

Boston Move Tough Too ® The FCC 
decision in the Boston ch. 5 case was 
based predominantly on its determina- 
tion that the conversations of Robert 
B. Choate, Herald-Traveler publisher 
and president of WHDH Inc., with 
then FCC Chairman George C. Mc- 
Connaughey; and of Forrester A. 
Clark, vice president of Massachusetts 
Bay Telecasters Inc., and others with 
prominent political figures and also 
with Chairman McConnaughey were 
attempts to influence the outcome of 





the Boston Channel 5 decision. 

Although these were not considered 
absolutely disqualifying, the commis- 
sion decided that it should have an- 
other look at all the applicants, and 
acknowledged that both the Herald- 
Traveler and Massachusetts Bay would 
have a black mark against them be- 
cause of this. 

The FCC held that Mr. Choate 
“demonstrated an attempted pattern 
of influence.” Mr. Choate indicated 
that his reason for meeting with Mr. 
McConnaughey was to “size up” the 
new chairman, but the commission de- 
clared that “in the normal course of 
events its contacts with the commission 
would be conducted through its pro- 
fessional representatives and its ap- 
praisal of the individual commissioners 
would be formulated from the opinions 
of these gentlemen.” 

“The record contains no persuasive 
explanation of why Choate felt it neces- 
sary to seek a personal relationship 
with McConnaughey, and we conclude 
that his reason was to afford the chair- 
man an opportunity to ‘size him up’, 
that is to demonstrate by his demeanor 
and presence that he was a responsible 





If you want to spy on your wife, 
FCC field engineers strongly recom- 
mend that you do not use radio to 
monitor her conversations. 

Tracing strange chatter heard over 
radio receivers in the Long Beach, 
Calif., area, FCC field engineers 
were led to a private home and a 
red-faced husband. He confided that 
he had installed a listening device in 
his living room in order to overhear 
his wife’s “private” chats. He had 
no idea that his secret spy network 
had actually become a sort of com- 
munity broadcast radiating on sev- 
eral am broadcast frequencies. 

He removed the eavesdropping 
device. 

The latest roundup of the experi- 
ences of the commission’s field engi- 
neer and monitoring bureau men- 
tions this incident and several others 
to illustrate the varied routine of 
these staffs. A few typical incidents: 

® An irate tv viewer in Rochester, 
N.Y., was so positive that a neigh- 
borhood ham operation was the cause 
of interference that he drew up a 
petition, got his friends to sign it 
and appealed to his congressman to 
take action. The FCC’s Buffalo field 
office went to work to track down 
the cause of the interference and 
finally, after 100 hours of search, 
traced the interference to a refrigera- 
tor in the Rochester man’s own 





The case of the spying husband 


home, and another red face. 

® Police in Florida apprehended a 
man transmitting race information 
from Tropical Park by a radio in his 
car. The FCC Miami office investi- 
gated and discovered that this was 
the same man that Boston engineers 
had been forced to release a short 
time before. The Boston office had 
discovered the transmitting equip- 
ment but, since it was not being 
used, had no choice except to re- 
lease the suspect. 

= In Norfolk, Va., a young man 
rigged up a teen-age circuit in the 
citizens band as a means of talking 
with his best girl. Their parents did 
not know of this “romance of the 
airways,” but the station went off the 
air when field men talked about the 
consequences of operating unlicensed 
transmitting equipment. 

Even shrimp boats come under the 
scrutiny of the monitoring bureau. 
The operator of one such boat used 
the international distress frequency 
for gossip and chatter. When condi- 
tions became difficult his language, 
too, measured up to the situation. 
Warned by the FCC, the salty 
shrimper promised to guard his 
tongue and his transmitter. However, 
within two months he was back at 
it and this time at the cost of $200 
and a transfer to more remote fish- 
ing areas. 
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man representing responsible interests 
who merited favorable consideration of 
their application. . . .” 

The FCC found that Mr. Choate’s 
attempt to present to Mr. McCon- 
naughey a brief on pending legislation 
concerning newspaper ownership of 
broadcast outlets at a second luncheon 
was an attempt to influence the chair- 
man. Mr. McConnaughey refused to 
accept the document. 

“That McConnaughey did not ac- 
cept and, therefore, could not have 
been influenced by the brief is irrele- 
vant to the fact that Choate attempted, 
in effect, to influence the outcome of 
the case by presenting argument on a 
portion thereof to a member of the 
commission ex parte,” the FCC said. 

The commission continued: 


“The very attempt to establish such 
a pattern of influence does violence to 
the integrity of the Commission’s proc- 
esses. Such an attack on the integrity of 
the processes of any adjudicatory body 
brings into play its inherent right to 
protect such processes, and one of the 
remedial measures available is its dis- 
cretion in the voiding of any previous 
action that may have been tainted by 
such an attempt...” 

Briefs in 60 Days ® The commission 
instructed the parties in the Boston 
ch. 5 case to file briefs on or before 
60 days from the release of the decision 
re-evaluating their comparative merits 
on the basis of the record in the original 
hering and in the remanded hearing. 
It said that oral argument would be 
held before the commission en banc. 

The FCC discussed the role of the 
Boston Globe in the case, but did not 
make any finding. This was on the 
ground that it would be dangerous to 
open up the possibility that any inter- 
ested person not a party to an FCC 
proceeding could, by talking about the 
case to commissioners, cause disquali- 
fication. The Globe had claimed that 
the Herald-Traveler intended to use its 
prospective tv station to injure the 
other newspaper. 

Other applicants in the Boston ch. 5 
case are Greater Boston Television 
Corp. and Allen B. DuMont Labs. Inc. 


Jury hearing continues 


The New York district attorney last 
week continued to present evidence to 
a grand jury that will decide whether 
criminal charges can be lodged against 
witnesses believed to have testified false- 
ly during the district attorney's investi- 
gation into tv quiz programs in the fall 
of 1958 (BRoapcasTING, July 11). A 
spokesman reported that several wit- 
nesses have volunteered to testify be- 
fore the grand jury, and he said that 
they may appear this week. 
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FCC GETS SEVENTH MEMBER 


Eisenhower, in recess appointment, names 
Charles King for unexpired Doerfer term 


The FCC will muster a full comple- 
ment of seven commissioners this week 
—for the first time since former FCC 
Chairman John C. Doerfer dramatical- 
ly resigned last March—when Detroit 
College of Law Dean Charles Henry 
King takes an oath of office to fill the 
remaining year of Mr. Doerfer’s unex- 
pired term (until June 30, 1961). 

President Eisenhower named Dean 
King to the FCC as a recess appointee 
last Wednesday. The announcement 
was made from the President’s vaca- 
tion White House in Newport, R.I. 

Mr. King told BROADCASTING last 
week he planned to motor to Washing- 
ton over the weekend and report to 
FCC Chairman Frederick W. Ford 
Monday morning. At that time, he said, 
he will make arrangements to take his 
oath. 

The name of the Detroit College of 
Law dean was submitted to the Sen- 


aie by President Eisenhower on June. 


27 (BRoapcasTING, July 4). Congress 
recessed for the political. conventions 6n 
July 9, but plans to reassemble August 
15. . 

No Senate Action ® The Senate has 
no plans to act on the nomination this 
session, a committee spokesman said 
earlier this month when Mr. King’s 
name was first submitted. There has 
been no indication of a change in this 
attitude when Congress resumes in Aug- 
ust. 

Mr. King will serve, it is presumed, 
as a recess appointee until the end of 
the first session of the 87th Congress. 
The 87th Congress assembles in January 
1961. 

In any event, Mr. King may not 
serve longer than June 30, 1961—unless 
he is confirmed by the Senate. This is 
due to a law which was passed in the 
closing days of Congress earlier this 
month and which was signed by the 
President last Wednesday (July 13). 

This provides that an FCC commis- 
sioner may continue in his post after 
his term expires until his successor has 
been nominated and confirmed. It spe- 
cifically precludes from this provision 
commissioners who are serving out the 
unexpired terms of predecessors. They 
must leave the commission at the end 
of this period. Mr. King falls in this 
category if he is neither confirmed nor 
rejected before June 30 next year. 

Second Nominee ® Mr. King actually 
was the second nominee to fill Mr. Doer- 
fer’s unexpired term. The first, last May, 
was when the President nominated Ed- 
ward K,. Mills Jr. Mr. Mills had his 
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name withdrawn, however, when he 
revealed a conflict of interest which 
could not be resolved (BROADCASTING, 
May 23). 

The new FCC commissioner was 
born in Gulfport, Miss., in 1906. He 
was educated in Bradford, Pa., and De- 
troit, and is a 1933 graduate of the 
school he now heads. He joined the 
College of Law faculty in 1935 as a 
part-time instructor and in 1937 as a 
full-time professor. In 1946 he was 
named dean of the school. In 1940 he 
received his master’s degree in law 
from the U. of Michigan. He has en- 
gaged in appellate practice in Michigan, 
and is the author of numerous articles 
in law reviews. 

Dean King headed the Michigan Taft 
for President Club in 1952. He ran for 
the state supreme court in that same 
year, but was defeated. 

He is taking leave of absence from 

his academic endeavors to sit on the 
FCC, but plans to return to the college 
when his term expires next year. 


Theatre owners ask 
pay tv hearing 


Two organizations, composed main- 
ly of theatre owners, have asked the 
FCC to hold a full evidentiary hearing 
before an examiner in the case of the 
Hartford Phonevision Company’s ap- 
plication for pay ty over WHCT (TV) 
Hartford, Conn. The Hartford group 
submitted its application to the -com- 
mission on June -22 (BROADCASTING, 
June 27). ~e 

The Joint Committee Against Toll 
TV, a national organization, and the 
Connecticut Committee Against Pay 
TV have jointly written to the commis- 
sion to state that the application 
should follow the normal established 
procedures. It is further contended that 
a hearing before an examiner would 
afford interested parties a more ade- 
quate opportunity to participate in the 
proceeding. The letter suggested that 
the commission do everything within 
its power to encourage the widest pos- 
sible participation of interested parties 
in the hearing. 

In its original application, the Hart- 
ford firm appended a letter requesting 
that its application be designated for a 
hearing before the commission en 
banc. It requested such a move, it said, 
to avoid “delaying procedures.” ’ RKO 
General, which owns the Hartford 
group, felt that if the FCC itself heard 
the case there would be no “bog down” 





in the process of submitting evidence, 
offering proposed findings, waiting for 
the examiner’s report and waiting for 
the commission’s final judgment, a pro- 
cedure which could, conceivably, take 
years. 

The theatre owners state, in their 
letter to the FCC, that no matter what 
the forum is, “it would appear obvious 
that . . . the submission of testimony 
is mandatory and that proposed find- 
ings would aid the commission -in act- 
ing upon the application.” 


Fresno groups differ 
on deintermixture 


The Fresno City Council last week 
asked the FCC to reconsider its action 
deintermixing that California city and 
making it all uhf (AT DEADLINE, July 
11). At the same time, opposing pro- 
ponents talked the Fresno County 
Board of Supervisors into doing noth- 
ing—or at least taking no action now. 

The council telegram to the commis- 
sion urged that the FCC’s decision two 
weeks ago be rescinded and that the 
KFRE-TV ‘be permitted to continue 
on ch. 12 or that more vhf channels be 
assigned to the city. The council said 
that fringe area viewers would lose 
service if all stations became uhf. 

The supervisors at first voted to voice 
their objections to the FCC, but later 
rescinded this action. The first move 
came after the supervisors heard Paul 
R. Bartlett former majority owner of 
KFRE-TV. Also read was a letter from 
a local businessman, seconding Mr. 
Bartlett’s views. The turnabout came 
after the supervisors heard Leslie H. 
Peard Jr., KFRE-TV, and Joe C. Drill- 
ing, ch. 47 KJEO (TV), argue against 
such action. 

Fresno’s dual uhf outlets also in- 
cludes ch. 24 KMJ-TV. 


Capital Cities finally 
gets cp for ch. 10 


The FCC made it official last week 
by granting a construction permit to 
Capital Cities Broadcasting Corp. for a 
tv on ch. 10 in Vail Mills, N.Y. An 
earlier initial decision and staff instruc- 
tions in May of this year had looked 
toward this final action. 

At the same time, the commission 
denied the competing application of 
Veterans Broadcasting Co. The U.S. 
District Court denied a request by Vet- 
erans for a stay against Capital’s spe- 
cial temporary authorization on July 7 
(BROADCASTING, July 11). 

Capital, which was authorized the 
STA in 1957, shifted the ch. 10 opera- 
tion of WTEN (TV) Albany to Vail 
Mills in that year. The station has been 
operating under temporary authority 
since that time. 
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Every important 
food chain uses 
WDAY-TV, Fargo! 


These four big food chains make approximately 75% of ALL 
the retail food sales in the big WDAY-TV area—and that 
75% equals nearly $116,000,000 per year! ss 





Advertising isn’t the whole answer, of course, because the 
Fargo area is a fabulous one. But it is significant that the 
four important food chains in the area all use WDAY-TV on 


a year-round basis. 


Certainly you can be sure that the biggest merchants in 
North Dakota know a lot about the best media values! Ask 
PGW for all the facts! 


WDAY-TV 


FARGO, N. D. @ CHANNEL 6 


€ Affiliated with NBC 
ws , PETERS, GRIFFIN, WOODWARD, Inc. 


Exclusive National Representatives 


Jane Johnston speaks for Red Owl on = Carol Olson speaks for Fairway-Super Fair 
the Red Owl Theatre on WDAY-TV =, in the Phil Silvers Show on WDAY-TV 


Bill Weaver speaks for Super Valu in their Glen Hanson speaks for Piggly Wiggly 
very heavy spot schedule on WDAY-TV on “Bold Venture” on WDAY-TV 
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STUDY SPECTRUM FOR SPACE 


FCC to hear seven witnesses give 
space communications allocation views 


Views on the allocations of spectrum 
space for space communications at fre- 
quencies above 890 mc starts today 
before the FCC. The commission has 
scheduled seven major witnesses, repre- 
senting the gamut of U.S. communica- 
tions and electronics companies. 


They are: AT&T, Electronic Indus- 
tries Assn., General Telephone & Elec- 
tronics Corp.; National Assn. of Man- 
ufacturers’ Committee on Manufac- 
turers Radio Use and American Truck- 
ing Assn.; Lockheed Aircraft Corp.; 
RCA and RCAC and American Rocket 
Society. AT&T has four witnesses 
scheduled; EIA, two; the other one 
each. 

In statements submitted to the FCC 
two weeks ago, RCA suggested that a 
special allocation be made for trans- 
oceanic space relaying of television 
programs. 

AT&T presented a voluminous state- 
ment proposing a $170 million world- 
wide system of space communications, 
utilizing active relay satellites, to pro- 





FCC soap 


Denver disc jockey Royce L. 
Johnson figuratively had his 
mouth washed by the FCC last 
week. Accused of making off- 
color on-the-air comments, Mr. 
Johnson was reprimanded by the 
commission. 

The Denver announcer, who 
was fired by KIMN following the 
allegations (BROADCASTING, Oct. 
5, 1959), holds a radiotelephone 
first class operator license. The 
commission warned him that any 
further transmission “of this 
nature” would raise Question of 
his qualification to hold such a 
license. Commissioner Robert E. 
Lee dissented with the majority 
opinion in favor of a 60-day sus- 
pension. 

In an earlier explanation to the 
FCC of his robust comments on 
the air, Mr. Johnson called him- 
self a “frustrated comic, working 
on a tight format radio sta- 
tion . . .” At that time he issued 
an apology for his humor. 

The commission only last 
month gave KIMN a sharp warn- 
ing over the incident after vacat- 
ing a hearing to show-cause why 
the station’s license should not be 
revoked (BROADCASTING, June 27). 
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vide 600 telephone cricuits and tv cir- 
cuits. 

A key divergence among those filing 
was apparent on the question of 
whether space allocations should be 
separate from other allocations or 
whether space circuits could use the 
same frequencies now used for micro- 
wave relays on Earth. 

AT&T and the American Rocket 
Society maintained that space alloca- 
tions must be separate. EIA, Motorola, 
Collins Radio and others held that 
space transmissions and reception could 
utilize the same wavelengths as other 
relay circuits without great problems 
of interference. 

Most all those filing recommended 
that space allocations must be estab- 
lished in bands running from about 
1,000 mc to 10,000 mc. 

There also were a number of com- 
ments which suggested that the com- 
mission hold in abeyance any action at 
this time until the requirement of a 
space communications system become 
more definite. 

The most exciting filing was that by 
AT&T. Charles M. Mapes, AT&T as- 
sistant chief engineer, said a system of 
50 active satellites in 3,000-mile high 
random polar orbits could provide com- 
munications between the U.S. and all 
other areas of the world. 

Such a system, he said, would re- 
quire 26 transmitter-receiver pairs of 
ground stations, sited around the world. 

The cost of establishing such a sys- 
tem, Mr. Mapes said, would be $115 
million—$50 million for the satellites 
and $65 million for the ground sta- 
tions. 

Provision for world-wide tv, he said, 
could be provided for $55 million more. 


@ Government briefs 


To hearing ® Seattle, Wash., stations 
KOL-AM-FM have been advised by 
the FCC of the necessity of a hearing 
on their applications for license renewal 
and sale. The commission noted that 
a variance between planned program- 
ming and actual programming was suf- 
ficient to indicate the hearing proce- 
dure. Seattle Broadcasting Co., owner 
of the station, has proposed selling the 
am facility and the fm cp to KOL Inc. 
(Archie Taft Jr., principal stockhold- 
er). 


Payola denial ® Apollo Records, New 
York, last week categorically denied 
the Federal Trade Commission charge, 
made in June, that the firm had taken 
part in payola. Denying “each and 






every allegation,” Apollo and a com. 
pany Official also charged, Melvin Aj. 
bert, requested that the FTC dismisg 
the complaint. All told, 96 firms haye 
been charged with payola by the trade 
commission. 


3M charged ® The Federal Trade Com. 
mission last week charged the Min. 
nesota Mining and Manufacturing Co, 
with violation of the anti-trust laws be. 
cause its purchase of two competing 
distributors of electrical insulation prod. 
ucts. The FTC charged that the acquisi- 
tion of Prehler Electrical Insulation 
Co., Chicago, and Insulation and Wires 
Inc., Fort Wayne, Ind., in 1956 tended 
to create a monopoly in the manufac. 
ture, distribution and sale of electrical 
insulation products. 3M_ recently ac- 
quired the Mutual Broadcasting Sys. 
tem (BROADCASTING, April 25). 


Ike okays bill 


President Eisenhower last week 
signed into law S 1965, which provides 
for members of the FCC and two 
other federal agencies whose terms 
have expired to continue in office until 
their successors have been appointed 
and qualified. But the law provides that 
such agency members may not serve 
longer than the end of the next session 
of Congress following the expiration 
of their terms. It also prohibits an 
agency member from serving beyond 
the end of a term to which he is ap- 
pointed to fill a vacancy. 


Programming control 
sought by ACLU 


The American Civil Liberties Union 
has come out four-square for FCC re- 
quirement that broadcasters present a 
gamut of viewpoints on political, social, 
economic, religious and cultural sub- 
jects. The statement was made in a let- 
ter to FCC Commissioner T.A.M. Cra- 
ven as a rebuttal to his June 22 letter 
to Sen. Warren Magnuson (D-Wash.) 
which was in answer to an ACLU state- 
ment in support of the bill for free 
tv time for presidential candidates 
(BROADCASTING, July 4). The letter 
from ACLU was signed by Patrick 
Murphy Malin, the Union’s executive 
secretary. 

The ACLU stated that it “becomes 
an imperative necessity that every sta- 
tion owner, who . . . holds a public 
trust,” offer a balanced programming 
schedule. It was further reiterated that 
the commission should require broad- 
casters to give concrete proof that theif 
programming is geared to the public's 
“more urgent needs.” A copy of the 
letter was sent to Sen. Magnuson, chaif- 
man of the Senate Commerce Commit- 
tee. 
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In the Johnstown-Altoona area, WJAC-TV 
is way out in front, according to both ARB 
and Nielsen figures. But statistics don’t mean 
very much if the buying public isn’t affected. 
That’s where WJAC-TV really shines! 

For example, read what Mr. Joseph Incardona 
of the Inco Beverage Company says: 


“In my business, | know it pays to advertise .. . 
and | naturally want my dollar’s worth. WJAC- 
TV sees that | get it . . . by reaching the most 
people around here. Result? More business for 


Inco Beverage Co.” 
If you want to increase your sales, look up 


WJAC-TV ... it delivers the viewers. 


get all the details from 


HARRINGTON, RIGHTER 
AND PARSONS, INC 
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Television and radio packed the most 
facilities and reporters ever assembled 
for one story into the Los Angeles 
Sports Arena for last week’s Demo- 
cratic convention. They will repeat the 
performance July 25 at the Chicago 
GOP convention. 

At the weekend the major networks 
and many stations were asking this 
question: 

“Was it worth the effort and ex- 
pense?” 

The major parties, getting a free 
broadcast ride, indicated the coverage 
is worthwhile and they’d be distraught 
without it. 

The public wasn’t so certain, judging 
by early survey reports of tune-in. Non- 
network programs often had better 
tune-in than the network convention 
pickups. About 14.5 million homes 
were tuned to the convention at any 
given moment (see story page 55). 

The three tv networks, widely praised 
for their efficient and dramatic cover- 
age, used better equipment and politi- 
cally-wise personnel. They’re dedicated 
to the responsibility posed by these out- 
standing quadrennial events. 

Ideal Formula ® News vice presi- 
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TOO MUCH LOS ANGELES COVERAGE? 


Politicians, network brass pleased, but their audience strayed 


dents of the tv networks believe they 
have reached close to ideal formulas 
for convention coverage—so long as 
conventions continue to be conducted in 
the traditional, flamboyant manner (see 
box page 56). 

Individual stations and the major 
group-owned properties far. eclipsed 
any past convention coverage (see 
roundup story page 57). Some 2,000 
radio-tv credentials were issued, ac- 
cording to Robert M. Menaugh, super- 
intendent of the House Radio & Tele- 
vision Gallery. He said about 1,000 
passes went to the networks, which had 
them for their executive teams as well 
as working personnel, and a similar 
number went to individual stations and 
groups. 

Interest in last week’s coverage 
reached a peak Wednesday evening 
as delegates went through the ritual of 
nominating a Democratic presidential 
candidate—a task not completed until 
post-midnight hours in the eastern time 
zone. 


Many broadcasters were irked at the 
Thursday political jockeying, when 
John F. Kennedy, presidential nominee, 
announced during the afternoon that 


«> ge 


he had picked Lyndon B. Johnson, de- 
feated candidate, as his vice presiden- 
tial running mate. This pulled the plug 
from the Thursday night convention 
coverage, some _ broadcasters com- 
plained, since an aware public was 
likely to be less inclined to sit out an- 
other evening when no suspense was 
involved. 

Executive Suite ™ All network brass 
were on hand for the five-day coverage. 
William S. Paley and Dr. Frank Stan- 
ton for CBS; Robert W. Sarnoff and 
Robert E. Kintner for NBC; Leonard 
Goldenson for ABC. They were backed 
—-several echelons deep—by their vice 
presidential brass in both news and 
administration. 

For the first time in his life, J. Leon- 
ard Reinsch (Cox Stations), executive 
director of the convention in Los An- 
geles, was dogged by a bodyguard. F. 
L. Brittell, plain-clothesman, said his 
toughest job was to keep pace with 
“the body I’m supposed to protect.” 
Mr. Brittell also doubled as chauffeur 
in the frequent trips to and from head- 
quarters at the Biltmore and the sports 
arena. 


“Reinsch’s Fortress” was the name 
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given the elaborate platform located in 
center of convention hall. This two- 
Hstory housing project was the nerve 
‘center of the convention—an electronic 
Shouse of magic. Everything was con- 
trolled from the platform which was 
| surrounded by a “moat”—a wide cor- 
‘ridor that prevented newsmen and 
photographers from vaulting to the 
| platform from operations areas. 
Production Costs ® Production costs 
for the three tv networks for coverage 
' of both conventions were estimated at 


© $9 million to 10.5 million, about equal- 
© ly divided among the three, but the 
© final tally cannot be known until the 


P) Republican session is over and all the 





costs are tabulated. 
There was a general reluctance to 


* estimate the other costs, but CBS-TV 


' said that, assuming the Democratic 
convention was over at 11 p.m. Friday, 
the week’s work in Los Angeles would 


| mean for CBS-TV a loss of $500,000 


in net sales (after discounts) plus 


q $250,000 in reimbursment of client 
| program expenses. 
ig 


Against this sort of production and 
other outlays the three networks have 
about $11 million coming in, according 
to their reports on sales to sponsors. 
This figure also covers both conven- 
tions, and in CBS-TV’s case further in- 
cludes eight special half-hour programs 
between conventions and elections. 

Officials hesitated to segregate radio 
expense-and-income figures which in 
some cases seemed inextricably woven 

* into the television figures. 

Westinghouse is picking up the tab, 
estimated at about $6 million, for the 
CBS package on both radio and tele- 
vision. NBC reportedly is getting $3 
million to $3.5 million for its televi- 
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sion package, split among seven adver- 
tisers (Lipton Tea, Brown & William- 
son, Goodrich, Cowles Magazines, 
Bristol-Myers, Field Enterprises and 
RCA), and sold half of its radio 
coverage to Mennen and S. C. Johnson, 
turning the other half over to affiliates 
for local sale. ABC-TV sold about 40% 
of its coverage to Mutual of Omaha and 
about the same amount to 20th Cen- 
tury-Fox, Avco Mfg. and duPont, for 
a total estimated at $2 million, while 
Mennen added half of the ABC Radio 
schedule to its NBC Radio buy and 
ABC turned the rest over to affiliates. 
Mutual sold about 20% of its cov- 
erage to Liggett & Myers (Oasis ciga- 
rettes) and let affiliates sell the rest. 

Problems & Praise ® Minor flubs and 
trampled toes were inevitable in the 
confusion but the complaints didn’t add 
up to much when evaluated from a 
post-convention perspective. 

An unhappy sponsor enlivened the 
opening day’s proceedings. Bart Lyt- 
ton, head of the sponsoring Lytton 
Savings & Loan of Los Angeles, 
walked on the KHJ-TV Los Angeles 
set of The Future Lies Ahead, protest- 
ing he didn’t agree with some of the 
convention comments on the program. 
Mort Sahl, series conducter, was talk- 
ing to Dore Schary, movie producer, 
and Gov. Robert B. Meyner of New 
Jersey about Adlai Stevenson’s quali- 
fications as a candidate. Mr. Lytton 
protested the program was being turned 
into a Stevenson rally. Later in the 
program he apologized for the outburst. 

Two days later, Drew Pearson, in a 
full-page ad in the Los Angeles Mirror- 
News which carries his syndicated 
column, charged Mr. Lytton and his 
firm with cancelling a contract for daily 


telecasts of his comments on the con- 
vention only a few minutes before air 
time Monday. Mr. Pearson filed a 
$250,000 damage suit in Los Angeles 
Superior Court. 

Gov. Leroy Collins of Florida, per- 
manent chairman, told UPI he would 
have stopped delivering the last half of 
his speech had it not been for the tv 
audience. “A convention speaker is dis- 
couraged simply because so many peo- 
ple on the convention floor do not listen 
to what is going on,” he said. “They 
are involved in news interviews and in 
hob-nobbing with acquaintances. The 
almost unlimited right granted to news 
media people to go where they please 
on the floor is at the base of a large part 
of the confusion.” 

NBC affiliates were delighted with 
the network’s coverage, according to a 
message sent William R. McAndrew, 
NBC news vice president, by Jack Har- 
ris of KPRC-AM-TV Houston, chair- 
man of the board of delegates, NBC 
Affiliated Stations. He described cover- 
age as “unparalleled from Huntley and 
Brinkley all the way.” He said that the 
NBC stations “are proud to be a part 
of this great service to the American 
people.” 

Audience Migration ® The biggest 
beneficiaries of the networks’ Demo- 
cratic convention coverage—in audience 
terms—were the independents. 

Their regular entertainment drew au- 
diences that together often rivaled— 
and sometimes surpassed—those of all 
three networks combined. The only evi- 
dence available last week—a one-mar- 
ket, one-time-period analysis—indicated 
that the network outlets almost invari- 
ably suffered losses in share of audience, 
sometimes by big margins. 

No _ networks - vs. - independents—or 
convention-vs.-regular entertainment— 
figures were immediately available on a 
national basis. But American Research 
Bureau’s multi-city Arbitron measure- 
ments in seven major markets showed 
that in these cities, as a group, the 
convention’s share of audience reached 
70% for only one half-hour period 
during the first three convention nights 
and the rest of the time was mostly in 
the middle and low 60’s and 50’s and 
once dipped to 48.3% (Tues., 10-10:30 
p-m.). 

Three of these seven cities—Phila- 
delphia, Baltimore and Cleveland— 
have no independents to which audi- 
ences could turn for convention relief. 
Hence the independents’ score in the 
four other cities—New York, Chicago, 
Washington and Detroit—would have 
to be considerably higher than the 
seven-city averages indicate. 

Although details on the audience 
split-up in the individual cities were 
still being compiled, ARB prepared an 
analysis of one presumably typical time 
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WCBM Baltimore 680 10,000 
ww Detroit. 950 5,000 
WDRC Hartford 1360 5,000 
WHIM Providence 1110 1,000 
WLOS Asheville, N. C. 1380 5,000 
WwCcHS Charleston- 580 $,000 
WPLH Huntington, W. Va. 1470 5,000 
wesc Charleston, S. C. 1390 5,000 
wisT Charlotte 930 5,000 
wis Columbia, S. C. 560 5,000 
WSIX Nashville 980 5,000 
WPTF Raleigh-Durham 680 50,000 
WRVA Richmond 1140 50,000 
WDB) Roanoke 960 5,000 























MIDWEST, SOUTHWEST 
WHO Des Moines 1040 50,000 
7 woc Davenport 1420 5,000 
‘ wDZ Decatur 1050 1,000 
WDSM Duluth—Superior 710 5,000 
ts WDAY Fargo 970 5,000 
WIRE Indianapolis 1430 5,000 
’ KMBC 980 5,000 
: KFRM Kansas City 550 5,000 
WMBD Peoria 1470 5,000 
KFDM Beaumont 560 5,000 
KRYS Corpus Christi 1360 1,000 
WBAP 820 50,000 
WBAP Ft. Worth—Dallas 570 5,000 
KTRH Houston 740 50,000 
KENS San Antonio 680 50,000 






MOUNTAIN AND WEST 









KBO! Boise 950 5,000 
KHOW Denver 630 5,000 
KGMB 590 5,000 
KHBC Honolulu—Hilo 970 1,000 
KPOP Los Angeles 1020 5,000 
XEAK San Diego 690 50,000 
KIRO Seattle 710 50,000 





Pioneer Station Representatives Since 1932 


P ETERS, G RIFFIN, W OODWARD, we. 


NEW YORK CHICAGO DETROIT HOLLYWOOD BOSTON 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO ST. LOUIS 

















































t 










Tie 
nod 

i x 
a c, 
i. 
le 

i. 

> 

ee 
A fs 

i 

& 

+3 

F 































The calmest place in the Los 
Angeles Sports Arena last week was 
the studio where three advertising 
agencies fed live commercials to 
CBS for Westinghouse Electric 
Corp. 

Betty Furness and her daughter, 
Barbara Green, waited for commer- 
cial calls in a simulated patio. Fred 
Davis, of Canadian Broadcasting 
Corp., Toronto, was the Westing- 
house corporate voice, at the other 
end of the room. Equipment was in 
between. 

Grey Adv. was responsible for 
radio-tv reciever commercials; Mc- 
Cann-Erickson for all other con- 
sumer products, and Ketchum, Mc- 
Leod & Grove for corporate com- 
mercials. Lansing B. Lindquist, 
KM&G vice president in charge of 
broadcasting and media, coordinated 
commercials into the convention 
programming. 

Miss Furness changed costume as 
often as three times an evening. She 
rehearsed words and gestures alone 
or with her daughter. A hairdresser 
was on duty in her dressing room. 

Producer-director Perry Lafferty 
of CBS produced the commercials, 
an assignment he takes every four 
years (BROADCASTING, June 20). The 
apparent calm of the studio masked 
a high-voltage nervous tension. “It 
looks as if they’ll break in about five 
minutes so get ready,” the studio 
p.a. warned, only to reverse itself 
three minutes later with a prediction 
no commercial was in sight for an- 









On the patio in Los Angeles 
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VETERAN WESTINGHOUSE SPOKESWOMAN AND DAUGHTER 


other half-hour at least. 

Westinghouse commercial time in 
the. 1956 conventions averaged 3 
minutes, 20 seconds per hour against 
an allowance of six to seven minutes. 
The feeling last week was it probably 
would total up to less than that when 
1960 figures are tabulated. 

Mr. Lafferty was aided in his task 
of helping Westinghouse get $6 mil- 
lion worth of Westinghouse commer- 





cials (including production and mer- 
chandising) on the air by a studio* 
crew of 20 and another score of 
agency representatives. (Westing- 
house is paying $6 million for full 
convention-campaign-election night 
coverage on CBS.) A fourth of com- 
mercials were institutional, another 
fourth were for electronic develop- 
ments and equipment, and half for 
consumer products. 





period in New York: 10-10:30 p.m. on 
each of the first three convention nights 
as compared to the same half-hour on 
the same three nights of the preceding 
week. 

This showed that with one exception 
—NBC on Monday night—the network 
outlets uniformly suffered losses in their 
fespective audience shares during con- 
vention week. And the independents 
almost as uniformly gained, sometimes 
with shares three to five and in one 
case 15 times as high as in the pre- 
ceding week. 

Case Studies ® Diagnosis Unknown, 
Armstrong Circle Theatre and Hennesey 
on WCBS-TV; M-Squad and This Is 
Your Life on WNBC-TV and Alcoa 
Presents, boxing and the last half of 
Adventures In Paradise on WABC-TV 
all racked up higher shares of audience 
during the week of July 4 than the con- 
vention coverage that replaced them 
last week. Only NBC’s “One Loud Clear 
Voice, a July 4 special, trailed its con- 
vention successor in this analysis. 
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Some of the drops for the network 
outlets, as well as some of the gains 
for independents, were dramatic, as in- 


dicated in the following share-of-audi- 
ence table prepared from information 


compiled by ARB: 


MONDAY 10-10:30 P.M. 


Station July 4 Program and Share (%) July 11 Program and Share (%) 

WCBS-TV Hennesy 37.3 Convention 18.8 

WNBC-TV Loud Clear Voice 19.2 Convention 24.3 

WNEW-TV Winchell File 11.4 Winchell File 26.0 

WABC-TV Paradise Adventures 16.2 Convention 0.1 

WOR-TV Martin Kane 9.6 Martin Kane 12.8 

WPIX (TV) Mr. Adams & Eve 5.8 Mr. Adams & Eve 11.7 

WNTA-TV Playback (music) 0.5 Playback (music) 6.3 

TUESDAY 10-10:30 

Station July 5 Program and Share July 12 Program and Share 

WCBS-TV Diagnosis Unknown 49.7 Convention 10.7 

WNBC-TV M Squad 12.9 Convention 12.1 

WNEW-TV Wrestling 9.1 Wrestling 19.2 

WABC-TV Alcoa Presents 11.6 Convention 10.8 

WOR-TV Movie 1.2 Movie 18.4 

WPIX (TV) Baseball 15.4 Movie 20.3 

WNTA-TV Dance Party 1.5 Dance Party 7.9 
WEDNESDAY 10-10:30 

Station July 6 Program and Share July 13 Program and Share 

WCBS-TV Armstrong Theatre 28.2 Convention 20.8 

WNBC-TV This Is Your Life 37.1 Convention 26.7 

WNEW-TV Wrestling 13.7 Wrestling 13.6 

WABC-TV Boxing 7.0 Convention 2.8 

WOR-TV Harness Racing 5.4 Harness Racing 4.9 

WPIX (TV) Decoy 10.9 Decoy 30.1 

WNTA-TV Dance Party 1.9 Dance Party 3.0 
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Have networks found a convention coverage formula? 


ABC’s DaLy 


Responsibility to the public out- 
weighs the enormous expenditure 
on the convention coverage, the 
three network news vice presidents 
agree. And they defend the networks 
against charges of “waste.” They do 
have different perspectives on the 
way this responsibility should be 
carried out, however. Each feels his 
network has evolved a highly work- 
able formula: 


John Daly, ABC vice president in 
charge of news, special events and 
public affairs: 

“This is the way to cover a con- 
vention, and, of course, I think our 
ABC way is the best way. 

“Television is two things. It is an 
entertainment medium and it is also 
the most efficient communications 


CBS’ MICKELSON 


medium ever devised. Here below 
us are 1,000 reporters who feel a 
responsibility to report what is go- 
ing on here, and so do we. 

“Since television came into being 
—and that’s only for two conven- 
tions—up to 1952 and even in that 
year, television was only a stepchild 
of radio. So only in 1956 and this 
year has television had a chance to 
show what it can do in covering con- 
ventions. 


“In these two tests there has been 
a lot of thinking as to how we can 
do a better job. We're trying, ex- 
perimenting, learning in an attempt 
to marry this new medium of tv to 
the old way of conducting a conven- 
tion. In the future our concept of 
convention coverage will, of course, 


NBC’s MCANDREW 


be refined and typed and perhaps 
the networks will give thought to 
revising our present feeling as to the 
proper definition of “full coverage.” 

Sig Mickelson, president, CBS 
News: 

“This is the way. I don’t believe 
there is duplication because each 
network covers the story in its own 
way. This extends even to the 
choice of time to present the full 
picture. The big news at conven- 
tions frequently develops outside the 
convention hall, in corridors, hotel 
suites, and press conferences—and 
even in the street. 

“The public should have a choice 
of coverage among three fiercely 
competing networks just as they have 
a choice of different newspapers cov- 





HOW NETWORKS 


CLEARED TIME 


L.A. blocked out regular shows en masse 


All three tv-radio networks last 


week cleared their decks on Monday- 
through-Thursday nights to accommo- 
date live coverage of the Democratic 
convention. Starting times were later 
on Friday night, permitting a few prime 
time shows to go through. The com- 
plete list of sponsored programs hit 
by pre-emption: 

CBS-TV (Mon. 7:30 p.m.-conclusion) 
Kate Smith Show, Whitehall: The 
Texan, All-State; Father Knows Best, 
Scott; Danny Thomas, General Foods; 
Ann Sothern, General Foods; Hennes- 
sey, General Foods, and June Allyson, 
du Pont. (Tue. 7  p.m.-conclusion) 
News, Whitehall; Dobie Gillis, Pills- 
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bury; Tightrope, Pall Mall, and The 
Comedy Spot, S. C. Johnson. (Wed. 
6 p.m.-conclusion) Two Whitehall-spon- 
sored news shows, 6:45-7 p.m. and 
7:15-7:30 p.m.; Men Into Space, 
American Tobacco; I’ve Got a Secret, 
R. J. Reynolds. (Thur. 8 p.m.-conclu- 
sion) Johnny Ringo, P. Lorillard; Zane 
Grey Theatre, S.C. Johnson; Markham, 
Renault, and To Tell the Truth, Helene 
Curtis. (Fri. 9 p.m.-conclusion) the 
following programs were not shown 
and no sponsor commitments for them 
had been made: Video Village, Decem- 
ber Bride, Twilight Zone and Person 
to Person. 

CBS Radio simulcast the tv coverage 


and as a result was forced to pre-empt 
the following shows on Monday 
through Thursday nights: World To- 
night, sponsored locally by affiliates; 
Backgrounding the News, participat- 
ing; Amos & Andy, participating; 
Kingston Trio, Seven-Up; In Person, 
with Ron Cochrane, participating; Bob 
Richards, Wheaties, and two dance 
orchestra programs, participating. Fri- 
day night programs were not affected 
as coverage started later. Because of 
earlier starting time on Wednesday, 
these also were pre-empted: A five- 
minute news show, participating; 
Lowell Thomas, participating, and 
Sports Time with Phil Rizzuto, Camel 
Cigarettes and Midas Mufflers. Some 
of the programs listed above were 
broadcast in the eastern time zone only 
because of time differences. 


NBC-TV (Mon. 7:30 p.m.-conclu- 
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ering the same event. Each network 
fas its own distinctive policies and 
techniques in covering the story. To 
wm up: What the three networks 
t does not amount to duplica- 
tion but rather to competitive cov- 
erage and—as in other segments of 
our free economy—it is the public 
that benefits from this competition. 

‘The equipment is better and 
people are becoming more profes- 
sonal in using it.” Mr. Mickelson 
said cost of time alone on the three 
networks for the two conventions 
would be around $12.5 million. 

William R. McAndrew, vice pres- 
ident in charge of NBC News: 

“As long as we have the conven- 
tion system of picking Presidential 
nominees, then I believe we should 
have this type of coverage. If we 
didn’t have the convention on NBC 
our stations would raise hell. 

“Any other solution wouldn’t be 
acceptable. There’s the rotation sys- 
tem or letting one network buy ex- 
cusive rights to the convention as 
done for the World Series. That 
might be fine for underwriting the 
party deficit but such a proposal 
would certainly be fought tooth and 
nail, 

“Every four years the same thing 
comes up. There’s a tremendous 
amount of duplication which seems 
wasteful and we all lose money do- 
ing it, but if we are going to live up 
to our responsibilities we'll have to 
continue this type of coverage, using 
all the ingenuity we can muster to 
keep what we’re putting on the air 
interesting and informative. The big- 
gest change? We're using newsmen 
with political savvy instead of an- 
nouncers.” 








sion) Wells Fargo, Procter & Gamble; 
Peter Gunn, R.J. Reynolds; Alcoa Thea- 
tre, Alcoa (Tues. 6:45 p.m.-conclusion) 
News, Texaco; American Gas Play- 
house, American Gas Assn.; Arthur 
Murray Party, Glenbrook; M-Squad, 
American Tobacco. (Wed. 6:45 p.m.- 
conclusion) News, Texaco; Wagon 
Train, R.J. Reynolds, Ford; Price Is 
Right, Lever; Happy, Kraft; Tate, 
Kraft; This Is Your Life, Procter & 
Gamble, and People Are Funny, Glen- 
brook. (Thurs.-8 p.m.-conclusion). Bat 
Masterson, Sealtest; Producers Choice, 
RJ. Reynolds; Bachelor Father, Amer- 
tan Home Products; Tennessee Ernie 
Ford Show, Ford; You Bet Your Life, 
Lever. (Fri. 9 p.m.-conclusion) the fol- 
lowing shows were cancelled and no 
sponsor arrangements for them had 
been made: Play Your Hunch, Mas- 
querade Party and Moment of Fear. 
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Earlier in the week Riverboat, Laramie 
and Richard Diamond also were un- 
committed and fell away. 

NBC-TV’s Jack Paar Show was pre- 
empted in full on Wednesday, but on 
Monday and Tuesday nights the pro- 
gram was picked up while in progress 
after the convention coverage con- 
cluded, a situation that was likely to 
be repeated on Thursday and Friday. 
All advertisers pre-empted from the 
show will receive rebates. 

NBC Radio, which aired the con- 
vention from 8 p.m. to conclusion from 
Monday through Friday, only pre- 
empted 15 minutes of the Sunoco 3- 
Star Extra on Wednesday night and 10 
minutes of the same news show on 
Tuesday. Regularly scheduled News on 
the Hour programs continued in their 
entirety, but several were delayed to 
later periods in the hour to avoid inter- 
ference with particular convention re- 
porting. 

ABC-TV (Mon. 8 p.m.-midnight) 
Cheyenne, American Chicle, Johnson 
& Johnson, Procter & Gamble, Ritchie, 
Ralston; Bourbon Street Beat, Alberto- 
Culver, Reynolds, Brown & Williamson, 
du Pont; Adventures in Paradise, Chev- 
rolet, Reynolds, General Foods, Ar- 
mour; Amateur Hour, Pharmaceuticals. 
(Tue. 6 p.m.-1:30 a.m.) Bronco/ 
Sugarfoot, Carnation, du Pont, Brown 
& Williamson; Wyatt Earp, Procter & 
Gamble, General Mills; Rifleman, Miles 
Ralston, Procter & Gamble; Colt .45, 
Brown & Williamson, Whitehall; Alcoa 
Presents, Alcoa. (Wed. 6 p.m.-3:19 
a.m.) Music for a Summer Night, spot 
carrier; Ozzie & Harriet, Quaker Oats, 
Eastman Kodak; Hawaiian Eye, Carter, 
American Chicle, Whitehall, Ritchie; 
Wednesday Night Fights, Brown & 
Williamson, Miles Labs. (Thur. 8 p.m.- 
conclusion) Donald Reed, Johnson & 
Johnson, Campbell; Real McCoys, Proc- 
ter & Gamble; Jeannie Carson, Procter 
& Gamble, American Chicle; Untouch- 
ables, Liggett & Myers, Ritchie, du 
Pont, Armour, Carnation, Whitehall; 
Take a Good Look, Dutch Master 
cigars. (Fri. 10 p.m.-conclusion) Rob- 
ert Taylor in The Detectives, Procter & 
Gamble; Black Saddle, Chevrolet, Al- 
berto-Culver, Carter. 

ABC Radio’s broadcast schedule cor- 
responded with that of ABC-TV, but 
there were no pre-emptions reported. 

Networks face approximately the 
same pre-emptions next week when they 
shift their newsmen, technicians, cam- 
eras and other paraphernalia to Chi- 
cago. There, the Republicans will hold 
forth with a similar schedule of events. 
Only the setting and the political cast 
will be changed. 

With the Chicago convention in the 
Central Daylight time zone, broadcast 
schedules will be slightly different from 
those of the west coast sessions. 


LOCAL INITIATIVE 
Independent stations 
much seen and heard 


Independent radio-tv stations and 
station groups expended more time, 
energy and money last week than ever 
before to cover a national political con- 
vention, that of the Democrats in Los 
Angeles. They will repeat the feat in 
Chicago during the Republican con- 
vention. 

Collectively, the manpower of the 
independents deployed to cover the 
Democratic event equaled that of the 
major networks, but individually their 
efforts appeared to be concentrated on 
their local delegations and color fea- 
tures. 

Here are highlights of this coverage 
as reported by stations last week. A 
preliminary list of those accredited to 
cover the Los Angeles event, as re- 
ported by the Democratic National 
Convention, was published earlier 
(BROADCASTING, July 11). 


Corinthian Broadcasting Corp.— 
KOTV (TV) Tulsa, WISH-AM-TV 
Indianapolis;s _WANE-AM-TV _ Fort 
Wayne; KHOU-TV Houston; KSTV 
(TV) Sacramento, Calif.: Corinthian 
had a staff of five news directors and 
four cameramen, co-ordinated by Her- 
man Land, special projects director, 
and headed by C. Wrede Petersmeyer, 
Corinthian president, who acted as gen- 
eral reporter and high level contact. 
They'll also be in Chicago next week. 

Each newsman was assigned to a 
state delegation. For constant communi- 
cation, each had a private telephone and 
rented car and each wore a paging 
unit to receive messages leading to 
good stories. Camera crews covered 
delegate hotels in the morning and car- 
ried out roving assignments afterward. 
Two Telenews camera crews were 
hired for interviews and floor coverage, 
sound being recorded on the film by 
wireless mikes carried by correspond- 
ents on the floor. Hot news was re- 
layed immediately to individual sta- 
tions by beeper phone and film was 
sent by air to Chicago where it was 
processed for early morning shipment 
to stations. 

Westinghouse Broadcasting Co.: 
WBC used a dual-tape technique for a 
July 14 Convention Impressions fea- 
ture in which Los Angeles and San 
Francisco tape material was pro- 
grammed on KPIX (TV) San Francisco. 
The experiment was so successful it 
will be repeated at the GOP convention 
Taking part were Wanda Raney, WBZ- 
TV Boston newswoman; Mike Wallace, 
interviewer; John Weston, KPIX, and 
Terrence O’Flaherty, San Francisco 
Chronicle tv critic. The Los Angeles 
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end of the program was flown to San 
Francisco. 

Jerry Landay, WBZ Boston radio, 
landed a place on the Kennedy plane 
for Hyannisport, Mass. He’ll also travel 
with the Nixon entourage to Chicago. 
WBZ covering both conventions in their 
entirety. 

Taft Broadcasting Co. Stations— 
WKRC-AM-FM-TV Cincinnati, WBRC- 
AM-FM-TV Birmingham, WIT'VN-AM- 
FM-TV Columbus, Ohio, WBIR-AM- 
FM-TV Knoxville and WKYT (TV) 
Lexington, Ky.: A five-man news crew 
directed by WI VN-TV Promotion Man- 
ager Harry Mohr is furnishing more 
than 200 special convention news bulle- 
tins directly to Taft’s nine am and tv 
outlets during the Democratic and GOP 
conventions, according to Lawrence H. 
(Bud) Rogers II, vice president. 

WKRC-TV Tv News Director Nick 
Basso and Taft Washington bureau 
chief Ralph de Toledano keep close 






watch on state delegations in areas 
served by Taft outlets with tape and 
film reports sent through a network cir- 
cuit four times daily. Shell Oil Co. has 
bought the coverage in Columbus, Cin- 
cinnati and Lexington and local spon- 
sors were lined up in Birmingham and 
Knoxville. The same crew covers both 
conventions. 

Triangle Stations—WFIL-AM-FM- 
TV Philadelphia, WLYH-TV Lebanon, 
WFBG-AM-TV Altoona, Pa.; WNBF- 
AM-FM-TV Binghamton, N.Y., 
WNHC-AM-FM-TV New Haven, 
Conn., and KFRE-AM-TV and KRFM 
(FM) Fresno, Calif.: Triangle’s 10-man 
news team of reporters and cameramen, 
headed by Roy Nassau, community re- 
lations director of WFIL, furnished the 
outlets with first-person reports from 
the convention floor, side conferences 
and delegates headquarters. 

The “Eyewitness” team, supported by 
more than 50 regular newsstaffers, 
working at the local stations around the 








clock, made more than a hundred direct 
feeds and used 3,000 feet of film op 
pre-convention activities before formal 
sessions began. The same group wil 
cover the GOP convention except for 
three men from the Fresno outlet. 

WHITI-TV Terre Haute, Ind.: Ben 
on doing a state job with its Indiana del. 
egation, WHTI-TV got nationwide pro. 
motion for itself with perhaps the most 
unique camera coverage. A_ portable 
camera was carried by a camerawoman 
with a bracing contraption which re. 
sembled a flag-pole toter. She wore skin- 
tight western garb embossed all over 
with station call-letters. General Man- 
ager Joe Higgins was on hand to direct 
news operations. 

Paramount Television Productions; 
PTP, licensee of KTLA (TV) Los An- 
geles, the only one of that city’s four non- 
network tv stations to carry the conven- 
tion proceedings live from the Sports 
Arena, also fed specially prepared quar- 
ter-hour convention programs to seven 









Broadcasting not only had a 
large representation for news cover- 
age of the Democratic and Republi- 
can national conventions, but had 
many representatives taking active 
part as delegates. 

A scanning of both parties’ pre- 
convention lists of state delegates 
(Democrats did not complete dele- 
gate lists for California, Connecticut, 
Mississippi and Puerto Rico) and in- 
formation from other sources turned 
up a total of 38 names. 

Many broadcaster delegates them- 
selves hold public office, ranging 
from U.S. senators and representa- 
tives and state governors down to 
offices on the local level. The list is 
headed by Senate Majority Leader 
Lyndon B. Johnson (D-Tex.), the 
Democratic vice presidential running 
mate of Sen. John F. Kennedy (D- 
Mass.). The broadcaster list: 


Democrats 


a Clinton P. Anderson (N.M.), part own- 
: KGGM-AM-TV Albuquerque; KVSF Santa 
e. 


a l J. Brown, president, WSPA-AM-FM- 
TV Spartanburg, S.C 
New Mexico Gov. John Burroughs, co-own- 
er, KENM Portales, N.M. 
Pennsylvania Lt. Gov. John M. Davis, ma- 
jority stockholder, WALL Middletown, N.Y.; 
WSPB Sarasota, Fla. 


“i James J. Delaney (N.Y.), 
stockholder, Capital Cities Bestg. Corp. 
WROW-AM-FM and WTEN (TV) Penn 
WCDB ae Hagaman, all N.Y.; WCDC (TV) 
Adams, Mass.; WTVD (TV) Durham, N.C.; 
WPRO-AM-FM-TV Providence, R.I. 


P J.B. Fuqua, president, WJBF (TV) Augusta, 
a. 


minority 


Rep. L.H. Fountain (N.C.) secretary-treas- 
urer and Ty family-owned WCPS-AM- 
FM Tarboro, N.C. 

James H. Gray, president WALB-AM-TV 
Albany, Ga. 





The many broadcast leaders with delegate buttons 


Sen. Lyndon B. Johnson (Tex.): his wife, 
Claudia Ai (Lady Bird) is board chairman and 
majority stockholder in KTBC-AM-TV Austin; 
KRGV-AM-TV Weslaco, both Texas. 

Sen. Olin D. Johnson (S.C.): his wife, 
Gladys, also a delegate, is stockholder in WFGN 
Gaffney, S.C 

Rep. Paul Jones Sr. (Mo.), President KBOA- 
AM-FM Kennett, Mo. 

Sen. B. Everett Jordan (N.C.), stockholder, 
WBBB-AM-FM Burlington, N.C. wife stock- 
holder in WHKY-AM-FM Hickory, N.C. 

Vann M. Kennedy, president, KSIX and 
KZTV (TV) Corpus Christi, Tex. 

Rep. Eugene J. Keogh (N.Y.), minority stock- 
holder, Capital Cities. 

Sen. Robert S. Kerr (Olka.), he and family 
own KVOO-TV Tulsa; WEEK-AM-TV Peoria; 
WEEQ-TV La Salle, Ill. 

Rep. Richard Lankford (Md.), part owner, 
WNAV-AM-FM Annapolis, Md. 

Murray D. Lincoln, president, Nationwide 
Insurance Co., owner Peoples Broadcasting Co.; 
WRFD Worthington, WGAR-AM-FM Cleveland, 
Ohio; WNAX Yankton, S.D.; KVTV (TV) Sioux 
City, Iowa; WMMN Fairmont, W.Va.; WTTM 
Trenton, N.J. 

» Edward J. Lynett, owner, WEJL Scranton, 
a. 

Sen. Warren G. Magnuson (Wash.), minority 
stockholder, KIRO-AM-FM-TV Seattle. 

Tracy S. McCraken, family controls KFBC- 
= Cheyenne and KSTF (TV) Scottsbluff, 

eb 

Former Arizona Gov. Ernest McFarland, part 
owner, KTVK (TV) Phoenix, Ariz. 

Frank E. McKinney, director, WISH-AM-TV 
Indianapolis; WANE-AM-TV Fort Wayne, Ind.; 
WTAE (TV) Pittsburgh. 

Sen. Joseph C. O’Mahoney (Wyo.); his wife 
Agnes is stockholder in ownership of KFBC- 
AM-TV Cheyenne, KSTF (TV) Scottsbluff, Neb. 

Edwin W. Pauley, part owner, KTVU (TV) 
x Francisco. 

Joe Rahall, president, Rahall Stations: 
WKAP W wacy-TV Allentown, Pa., WNAR Nor- 
ristown, Pa. WWNR Beck ley, W. Va.; WLCY 
St. Petersburg, Fla. 
. — Rao, president, WRIB Providence, 


J. Leonard Reinsch, executive director, James 
M. Cox Stations: WSB-AM-FM-TV Atlanta; 
WHIO-AM-FM-TV Dayton; WSOC-AM-FM-TV 
Charlotte, N.C.; WCKR-WCKT (TV) Miami. 

J. Frank Warmath, president, WIRJ Hum- 
boldt, Venn. 





SEN. LYNDON B.YoHNSON ( D-Tex.) 
The vice presidential candidate 


Republicans 


Eugene Carr, president, WHBC-AM-FM Can- 
ton, Ohio. 
Ethel H. Cooley, president, KLPM, Minot, 


N.D. 

Luke Medley, WHUB Cookeville, 
enn. 

Harry N. Pollock, director, KFSA Fort 
Smith, Ark. 


Franklin D. Schurz, president, WSBT-AM- 
TV South Bend, Ind. 

Edward Shattuck, part owner, KNGS Han- 
ford, Calif. 

Robert Taft Jr., secretary, Taft Stations: 
WKRC-AM-FM-TV Cincinnati; WTVN-AM-FM- 
TV Columbus; WBRC-AM-FM-TV Birmingham; 
WBIR-AM-TV Knoxville, WKYT (TV) Lexing- 


ton, Ky. 
4 WTTS-AM-FM- 


owner, 


Sarkes Tarzian, owner 
WTTV (TV) Bloomington, Ind.; WPAT (TV) 


Roanoke, Va; WFAM-TV Lafayette, Ind.; 
WPTH (FM) Fort Wayne, Ind. 
Thomas G. Tinsley Jr., president, WITH- 


AM-TV Baltimore, WLEE Richmond, WXEX- 
TV Petersburg, Va. 
o Hoyt Wimpy, president, WPAX Thomasville, 
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U.S. stations and the Canadian Broad- 
casting Corp. Three 15-minute segments 
a day, including UPI newsfilm, a panel 
of Newsweek reporters and commentary 
specially tailored, were sent live to 
WGN-TV Chicago, WNEW-TV New 
York and WTTG (TV) Washington. Vi- 
deo taped programs, using local station 
personalities, were produced by PTP 
for KMBC-TV Kansas City, KIRO-TV 
Seattle. KHVH-TV Honolulu § and 
WGR-TV Buffalo. A special 15-minute 
program was sent each day to CBC. 

Time Inc.’s WICN-AM-TV Minne- 
apolis-St. Paul: Coverage was furnished 
by WTCN’s News Director Sheldon 
Peterson and Bill Roberts, head of 
WTCN’s Washington bureau. Mr. 
Peterson’s on-spot coverage of the Min- 
nesota delegation and other conven- 
tion activities were recorded on film 
and flown to the Twin Cities for show- 
ing on regular tv news shows and re- 
corded from phone reports for WIT'CN 
radio newscasts. Similar coverage is 
planned in Chicago. 

WAVZ New Haven, Conn., and 
WTRY Troy, N.Y.: These sister radio 
stations are airing up to 10 broadcasts 
daily from both conventions by George 
Phillips, WAVZ news editor, for audi- 
ences in the New Haven and Albany- 
Schenectady-Troy area. 

WRUL, international shortwave sta- 
tion with studios in New York: WRUL 
is broadcasting the proceedings of both 
conventions to its audience in Latin 
America, where, the station says, there 
are eight million homes equipped with 
shortwave sets. Each half-hour WRUL 
airs a five-minute summary of the ses- 
sions in Spanish. They are offered to 
several Latin American local broadcast 
stations for rebroadcast. 

Philco International Corp. is one of 
the major sponsors for the WRUL 
broadcasts. WRUL uses 11,830 kc, 
15,380 ke and 17,750 kc. 

WLIB New York: special attention 
is being given to the civic rights angle 
by WLIB, which programs for the Ne- 
gro audience. General Manager Harry 
Novik presented half-hour reports 
nightly during the Democratic conven- 
tion and he and News Director George 
Goodman will supply similar reports 
during the Republican sessions. In ad- 
dition, convention highlights and bulle- 
tins are being carried in beeper-phone 
reports throughout the day during both 
conventions. 

WSOC-TV Charlotte, N.C.: A team 
including Carroll McGaughey, news 
director, and Fred Barber, reporter- 
photographer, kept Carolinians up to 
date on their own delegates’ activities 
with daily telephone and film reports. 
Mr. McGaughey also covered the 
Democratic convention as part of an 
NBC team covering southern delega- 
tion development. 
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WNAC-AM-TV Boston: President 
Norman Knight headed a trio angling 
the New England aspects of the con- 
vention story to its audiences, inter- 
viewing New England delegates and 
candidates in addition to coverage pro- 
vided by RKO General Teleradio. 
Filmed reports, with the New England 
point of view, were flown back to 
Boston. 

WTOP-TV Washington: The activi- 
ties of District of Columbia, Maryland 
and Virginia delegates were shown to 
area listeners in a series of special news 
programs highlighting exclusive cover- 
age. Tony Sylvester acted as anchor 
man for reports by Steve Cushing, 
Roger Mudd and Mike Turpin. The 
same plan is set for Chicago. 

WWDC Washington: News Director 
Robert Robinson will air frequent re- 
ports on the Republican convention on 
the activity of Maryland, Virginia and 
District of Columbia delegations, ac- 
cording to President Ben Strouse. He 
said this year’s coverage is the most 
extensive ever made by a Washington 
independent station. Daily reports are 
planned by Jim Snyder of Westinghouse 
Broadcasting as well as interviews by 
Mike Wallace and interpretive reports 
by Vincent Sheean. 

KCOP (TV) Los Angeles: Baxter 
Ward, former Gov. Goodwin J. Knight 
and Cal Tinney aired all regular news 
and commentary directly from the con- 
vention and Tom Duggan conducted 
nightly broadcasts. 

WATV Birmingham: Long distance 
beeper reports were aired on the station 
by Betty Frink, Alabama secretary of 
state. Bob Harper of the Alabama gov- 
ernor’s staff also filed reports from the 
Democratic convention. 

KFAX San Francisco: More than 
50% of the KFAX broadcast day was 
devoted to direct convention coverage 
in Los Angeles. KFAX inaugurated an 
“all news” format last May 16. The 
station had a four-man team at the 
convention, concentrating on the Cali- 
fornia delegation. 

WINS New York: Jim Randolph, the 
station’s Washington correspondent, 
headed a WINS staff at the convention, 
presenting special pickups from the 
convention floor and special features 
pre-arranged with major contenders for 
the presidential nomination. The station 
aired morning recaps of events which 
happened the night before for early 
risers. The WINS group also will go to 
Chicago. 

Cleveland Broadcasting Inc.—WERE 
Cleveland, WLEC Sandusky, both Ohio, 
and WERC Erie, Pa.: Newsman Bill 
Jorgenson aired his twice-daily One 
Man’s View program from Los An- 
geles, plus special editorial reports to 
the three stations. He also did special 
features for Radio Press International, 





which services 80 independent stations 
He was assisted by Ray T. Miller Jr, 
Ohio state senator and president of the 
stations. 

WIR Detroit: Extensive coverage by 
a 10-man team headed by Jim Vinajj 
was furnished to the Detroit area audi. 
ence, with Mr. Vinall presiding over ap 
afternoon Convention Caucus and ap 
evening Convention Roundup, the latter 
program reviewing the major events of 
each day. The keynote and other major 
addresses were carried on a non-sched. 
uled basis. Convention reports were 
carried on regular station news pro. 
grams. WJR newsman Jack Hamilton 
will head the station team at the GOP 
convention. 

WNTA-TV New York: H. V. Kal- 
tenborn, who covered his first political 
convention for radio in 1924, hosted a 
convention program series on WNTA- 
TV. Mr. Kaltenborn, who was 82 on 
July 9, came come out of retirement to 
discuss the conventions with newspaper 
reporters in a panel show titled Con- 
vention Wrap-Up. The program re 
sumes July 24 for the duration of the 
Republican convention. The series ori- 
ginated in a WNTA-TV studio but is 
carrying live audio reports direct from 
Los Angeles and Chicago. 

WNTA radio used the combined fa- 
cilities of Westinghouse Broadcasting 
Co. and MBS from 6 a.m. (sign-on) to 
1 a.m. (sign-off) during the Los Angeles 
convention. Programs included a daily 
Convention Today roundup at 9:30 p.m. 
WNTA carried the Wednesday night 
balloting live and on Friday aired the 
acceptance speeches of both the presi- 
dential and vice presidential nominees. 
One WNTA feature program carried 
convention music and voices from the 
past, including William Jennings Bryan, 
Grover Cleveland and Franklin Roose- 
velt. 

KRAM Las Vegas: Commentator 
Alan Jarlson headed a five-man news 
team covering the Los Angeles conven 
tion, following up planning which be 
gan last October. The station shipped 
10 tape recorders, broadcast amplifiers, 
a dozen microphones and miles of 
cables to the Democratic meeting and 
will do the same when the Republicans 
gather. Ted Oberfelder, vice president 
and general manager, claimed KRAM$ 
effort is the first independent convet- 
tion coverage ever attempted in Nevada 
radio-tv history. KRAM’s convention 
coverage is part of a series, Campaign 
’60, on significant election year events. 
The series has four local sponsors. 

KUSC (FM) Los Angeles: To help 
senators and congressmen at the col- 
vention keep constituents at home it- 
formed on what they are doing, 25 tele- 
communications students at the U. of 
Southern California offered facilities at 
the educational station for making five 
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IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


You’re shooting at a booming economy when you 


beam your sales message into Beeline station 
radio broadcast territory. For example, in Fresno 
@  — home base of KMJ — retail sales exceed Spo- 
kane, Washington and Trenton, New Jersey, both 


with larger populations.* 

Last year alone 14 new companies moved into 
Fresno County. There were 117 industrial expan- 
sions. Millions in farm and food-processing in- 
come generated in this No. 1 U.S. agricultural 
county help keep buying demand high. 


The most effective way to beam your radio 
message into the thriving Fresno market is on 
KMJ, the Beeline station in Fresno. 

As a group, the Beeline stations give you more 
radio homes than any competitive group of sta- 
tions ... at by far the lowest cost per thousand. 
(Nielsen & SR&D) 


* Sales Management’s 1959 Survey of Buying Power 
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minute voice tapes to mail to radio sta- 
tions in home communities. Donating 
their services without charge, the stu- 
dents also offered to airmail the tapes 
at their own expense. At least 12 sena- 
tors and three representatives accepted 
the offer. The student broadcasters also 
offered opportunity to make tv reports 
on film, but regretfully levied a charge 
to cover the cost of the film. 


Payola, quiz-rigging 
condemned in platform 


Payola, quiz-rigging and government 
corruption are roundly condemned in 
the platform adopted July 12 by the 
Democrats. There’s no _ freedom-of- 
broadcasting plank, however, reported- 
ly because Chairman Oren E. Harris 
(D-Ark.) of the House Commerce Com- 
mittee felt it would embarrass his legis- 
lative crusade. Chairman Harris was a 
member of the committee that produced 
the platform. 

Freedom of information was en- 
dorsed. The platform rejected “the Re- 
publican contention that the workings 
of government are the special private 
preserve of the Executive.” 

The Democrats criticized the Repub- 
lican failure to reverse a national mood 
that accepts payola and quiz scandals, 
tax evasion and false expense accounts, 
soaring crime rates, influence-peddling 
and “the exploitation of sadistic vio- 


HOW MANY 


Close to 14.5 million U.S. homes were 
watching the Democratic Convention 
during any given minute of the first 
three sessions. Last Wednesday night, 
when the delegates got down to the 
business of picking their nominee, the 
audience reached a peak of 17,314,000 
homes per average minute. During 
three half-hour periods the per-minute 
average exceeded 20 million and during 
one of these it surpassed 21 million. 

These figures, based on Arbitron na- 
tional ratings, reflect tune-in to the three 
national networks during their conven- 
tion coverage up to 11 p.m. on each of 
the three nights. They do not include 
viewing of special convention cover- 
age on independent stations, or view- 
ing of network coverage past 11 p.m. 

On a competitive basis, NBC-TV 
scored a clean sweep in the battle for 
audience on each of the three nights, 
according to the findings. On Wednes- 
day night its average tune-in was 
higher than those of CBS-TV and ABC- 
TV combined. CBS-TV was a clear 
second on all three nights, with ABC- 
TV lagging throughout. 

American Research Bureau, whose 
national Arbitron system of instant 
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lence as popular entertainment.” 

Reform of government processes was 
promised along with a code of federal 
ethics that should attract able people 
to public life. A cleanup of administra- 
tive agencies was promised, with restora- 
tion of the integrity and powers of these 
agencies. 

A plank referring to “flagrant profit- 
eering” in the drug field proposed crea- 
tion of a consumer council to represent 
consumers in the formulation of federal 
policies and at administrative proceed- 
ings. This, it was suggested, would have 
a direct bearing on the Federal Trade 
Commission and advertising. 

More effective presentation of Amer- 
ica’s image by the U.S. Information 
Agency was urged. 


And GOP’s preparing 


for its Chicago turn 


While the nation and important seg- 
ments of broadcasting were immersed 
in last week’s Democratic convention 
another job was underway at Chicago 
—completing the communications fa- 
cilities for the GOP convention starting 
July 25. 

Illinois Bell Telephone Co. has in- 
stalled a rooftop platform at the Inter- 
national Amphitheatre with 40 micro- 
wave dishes aimed at Chicago’s Loop 
and another 40 at other spots. A team 
of 200 technicians set up the communi- 


WATCHED THE DEMOCRATS? 


ratings was making its commercial de- 
but in the convention measurements, 
declined to disclose the scores of the 
three networks individually. But it did 
reveal that, on a half-hour by half- 
hour basis, total network tune-in per 
average minute was as follows (in num- 
ber of homes, 000’s omitted): 











Monday Tuesday Wednesday 
6-6:30 p.m. 12,475 
6:30-7 13,982 
7-7:30 11,790 16,313 
7:30-8 *8,545 10,829 14,760 
8-8:30 11,333 10,647 15,902 
8:30-9 12,063 13,068 564 
9-9:30 12,201 14,622 18,005 
9:30-10 13,937 14,028 20,244 
10-10:30 15,217 17,776 21,386 
10:30-11 16,176 12,200 19,512 


*CBS and NBC only; ABC coverage had not yet 
started. 


While ARB did not show a com- 
petitive breakdown as between net- 
works, it was learned that on a nightly 
basis—up to 11 p.m.—the ratings and 
homes-reached figures lined up as fol- 
lows: 


Homes reached per average minute (000's 


omitted) 
Monday Tuesday Wednesday 
ABC 1,713 2,210 2,577 
CBS 4,863 5,324 5,561 
NBC 6,450 586 9,176 
TOTALS 13,026 13,120 17,314 


cations, including 250 teletypewriter 
and sheafs of underground cables. 


Hal Carlson, Illinois Bell plans com. 
mittee chairman, said telephone facili. 
ties are 10% greater than was the cage 
at the Democratic convention held jp 
Chicago four years ago. Facilities wil] 
feed the Bell 87,000-mile coaxial-micro. 
wave network linking tv stations in 425 
communities plus 1,000 radio outlets, 
Bell anticipates a potential viewing av- 
dience of 45 million homes. 


Most convention activities will be 
concentrated in the amphitheatre and 
the Conrad Hilton Hotel. A fleet of ve- 
hicles, including a mobile telephone 
center and 75-foot snorkle tv towers 
and trucks, will be placed at strategic 
points for special pickups. 

Other vital statistics: 3,500 tele. 
phones, capable of servicing a city with 
about 10,000 population; 40 tv and 100 
audio circuits, fanning out from the 
amphitheatre to likely “hot spots” (the 
Hilton, airports, railroad stations); 25 
special switchboard positions, 200 tele- 
typewriters and 200 public telephones; 
28 microwave systems (transmitters and 
receivers), which Illinois Bell is borrow- 
ing from other Bell System companies 
and now testing, plus other prewired 
apparatus. A 510,000-mile cross-coun- 
try telephone network will serve 1,800 
newspapers and wire services, with tele- 
typewriters alone covering a 470,000- 
mile network serving 9,500 locations. 


onday Tuesday Wed 
ABC 4.4 58 59 
CBS 10.6 11.7 12.2 
NBC 14.4 12.5 20.6 


The figures are based on information 
compiled by a combination of Arbitron 
instant-ratings devices installed in tele- 
vision sets, and coincidental telephone 
calls (which will gradually be replaced 
by Arbitron equipment). Approximate- 
ly 800 television homes, selected to be 
representative of the U.S., were sampled 
every half-hour. 

When installation of equipment is 
completed, homes in 100 so-called 
“tracts” throughout the U.S. will be 
sampled automatically and _continu- 
ously in the same way that ARB’s local 
and seven-city Arbitrons currently are 
operated. At present, homes in 24 
“tracts” of the national Arbitron 
sample have been equipped with the 
continuous sampling devices and the 
rest, pending completion of _installa- 
tions, are sampled by telephone every 
half-hour. The national Arbitron proba- 
bly will get its second commercial run 
—not counting a test conducted in 
mid-June—during the Republican con- 
vention in Chicago starting July 25. 
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CAN, PUBLIC 


MERCIA 


We think so! DATELINE SHREVEPORT, 
a.station-produced public-service program that focuses 
attention on local current events and happenings 
of interest in the area, has been commercial for two years! 
Following the Early Edition News, 
DATELINE SHREVEPORT is KSLA-TV’s 
“feature page” complementing our regular 
pa items of tied bobs 


channe shreveport, la. 
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Westinghouse gets 
Stratovision contract 


Westinghouse Electric Corp., Balti- 
more, has been awarded a $2.2 million 
contract to equip and staff the two air- 
craft needed to launch an etv program 
announced last fall by the Midwest 
Council on Airborne Television Instruc- 
tion (Broadcasting, Oct. 26, 19, 1959). 

Reported jointly last week by Buford 
M. Brown, vice president of the West- 
inghouse Baltimore Div., and Dr. John 
E. Ivey Jr., president of the Midwest 
Council at Purdue U., the contract calls 
for two planes equipped with special 
transmitting facilities and for three 
broadcasting engineers, who will oper- 
ate all of the broadcasting and monitor- 
ing equipment, tape recorders and other 
gear. The FCC has allocated tv broad- 
cast channels. 

The program is scheduled to start 
Jan. 30, 1961, with a four-month dem- 
onstration period consisting of three 
hours of broadcasts from one of the 
planes four days a week, Dr. Brown 
said. During the regular school year 
beginning September 1961, the telecasts 
will operate six hours a day, Monday- 
through-Thursday. Instructional pro- 
grams will be transmitted directly from 





tapes carried aboard the plane. One 
plane will serve on a standby basis. 

Six-State Coverage 8 Developed by 
Westinghouse, this “Stratovision” tech- 
nique for transmitting tv signals from a 
high-flying (altitude of 23,000 feet) air- 
plane will bring tv classes to millions of 
students in an area covering all or parts 
of Illinois, Indiana, Kentucky, Ohio, 
Michigan and Wisconsin. 

The Midwest Council is assisted in 
the program by Purdue Research 
Foundation and Purdue U., where the 
courses will be prepared. The Westing- 
house technical program is under the 
direction of Charles E. Noble, who 
originated and demonstrated Strato- 
vision in the mid-forties and is currently 
manager of surveillance radar projects 
at the Westinghouse air arm division. 


Merger plans would 
avoid duopoly charge 


When multiple broadcaster Transcon- 
tinent Television Corp. takes over its 
fifth vhf outlet—and its sister am sta- 
tion (WDAF-AM-TV Kansas City; see 
CHANGING HANpDs, page 65)—there 
are a couple of agreements that may 
or may not go into effect depending 
on the merger plans of two giant cor- 
porations—General Railway Signal 


and Regina Corp. (waxers and polish- 
ers). 

General and Regina are in the proc- 
ess of a merger which when consum- 
mated (stockholders are due to vote in 
next couple of weeks) would lead to 
this “duopoly” problem: 

General Railway owns about 15% of 
the Class B stock of Transcontinent. 
Among the stockholders of Regina are 
John Hay Whitney and others associated 
with him in the ownership of the Cor- 
inthian stations. 

If the merger between General Rail- 
way and Regina goes through this would 
mean that Corinthian principals would 
own significantly over 1% of General 
Railway stock and thus be counted in 
Transcontinent ownership. 

Transcontinent owns four vhf (and 
with Kansas City, five) and Corin- 
thian owns five vhf outlets. Since 
FCC rules prohibit any one entity 
from owning more than five vhf, ar- 
rangements have been made to— 

# Place General Railway Transcon- 
tinent stock into voting trust agree- 
ment insulating General Railway from 
corporate affairs of TTC. 

= Remove General Railway director 
on TTC board. ‘He is Herbert Cham- 
berlain who has tendered his resigna- 
tion effective upon the merger between 
his company and Regina. 





Dominance « « IN GREENVILLE — SPARTANBURG — ASHEVILLE 
A GIANT Market ranking with Birmingham, 


*ASHEVILLE 


pe, SPARTANBURG 
GREENVILLE 


$..&, 


MARKET 


WFBC.-TV 

Birmingham 
\ w Nashville 
New Orleans 
Richmond 


“The Giant 
of f™ 


Southern Gey, S 
Skies” acy 


a 


. Nashville, New Orleans and Richmond* 


*Here’s the comparison, from TELEVISION Magazine 
Data Book, March 1960 (Note: Add (000) to all figures). 


TELEVISION 
HOMES 


TOTAL 
HOMES 


394.5 
427.3 
345.2 
383.4 
272.5 


502.4 
549.1 
463.4 
468.8 
329.2 


NB 


( 


RETAIL 


POPULATION SALES 


1,971.6 
2,096.6 
1,731.4 
1,710.7 
1,315.5 


$1,517,766 
1,724,231 
1,426,693 
1,556,221 
1,266,846 


Represented Nationally by 


DOMINANCE IN THE RATINGS! 


Beginning in 1953, WFBC-TV was 
first to serve all three metro areas of 
Greenville, Spartanburg and Asheville. 
From sign-on to sign-off, WFBC-TV 
has dominated every major survey 
covering these three areas. 


a 
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AVERY-KNODEL, INC. 
CHANNEL 4 


WEBC-TV 


GREENVILLE, S. C. 


Ask the Station or our 
Representatives for complete 
information, rates, and avail- 
abilities in the “Giant Market” 











Help to Colorado U. 


KBTV (TV) Denver has donated 27 
units of television equipment, valued at 
time of purchase at more than $30,000, 
to the U. of Colorado for use in its 
projected educational television devel- 
opment. The gift was made by John 
Mullins, president of TV Denver Inc., 
who said the units have been replaced 
at KBTV by more modern models. The 
equipment consists of all components 
needed to operate a tv station except 
camera chains and a_ synchronizing 
generator. KOA-TV Denver had made 
a similar gift of used equipment sev- 
eral years ago. 


Changing hands 


ANNOUNCED 8 The following sales of 
Station interests were announced last 
week, subject to FCC approval: 


= WCHS-AM-TV Charleston, W.Va.: 
Sold by Tierney Co. to Rollins Broad- 
casting Co. for reported $3 million. 
Multi-broadcaster Rollins owns WPTZ 
(TV) Plattsburgh, N.Y., and WEAR- 
TV Pensacola, Pla., and radio stations 
WNJR Newark, N.J.; WBEE Harvey, 
Ill.; WGEE Indianapolis, Ind.; WAMS 
Wilmington and WJWL Georgetown, 
both Delaware, and WRAP Norfolk, 
Va. John T. Gelder Jr., present vice 
president-general manager, will con- 


tinue in active executive capacity as 


will present personnel, it was an- 
nounced. Tierney Co. also owns WPLH 
Huntington. W.Va. WCHS, which was 
founded in 1927, operates with 5 kw 
on 580 ke and is affiliated with CBS. 
WCHS-TV on ch. 8 went on the air 
in 1954. It is affiliated with ABC. 


= WWIL Fort Lauderdale, Fla.: Sold 
by Lester M. Browning and Carey H. 
Blackwell to William A. Roberts for 
$400,000. Mr. Roberts is senior part- 
ner in Washington law firm of Roberts 
& McInnis. He is former president of 
Federal Bar Assn. and is a director 
and stockholder of Trailways bus lines. 
WWIL is 1 kw on 1580 kc, with a cp 
for 10 kw daytime. Broker was W.B. 
Grimes & Co. 


= KEOS Flagstaff, Ariz.: Sold by E.O. 
Smith to CLEM Inc., owned equally 
by Edythe Walker, her husband, Lee 
Walker, Rev. Claud Pettit and Mrs. 
Pettit for $45,000. Mrs. Walker is one- 
third owner of KLAK Lakewood, Colo. 
Mr. Walker is associated with U.S. 
Army Film Library at Fort Carson, 
Colo. KEOS is on 1290 ke with 1 kw 
daytime. Broker was Wilt Gunsendor- 
fer & Assoc. 


APPROVED ® The following transfers 
of station interests were among those 
approved by the FCC last week (for 





ance on favorable terms. 


balance over five years. 


desirable areas. 
over six years. 


Chicago, Illinois—FlInancial 6 


WEST 
vard—Beverly Hills, Californi 





Outstanding Exclusive Properties 
MIDWEST MAJOR MARKET $350,000 


Fulltime facility covering one of the 
top midwest markets. 29% down, bal- 


FLORIDA FULLTIME 


Located in one of Florida’s very at- 
tractive growth markets. This full- 
time facility is breaking even under 
absentee ownership. $15,000 down, 


CALIFORNIA EARNER 


This consistently profitable property 
dominates one of California’s most 


$75,000, balance 


NEGOTIATIONS—FINANCING—APPRAISALS 


Blackbuen & Company ix. 


RADIO-TV-NEWSPAPER BROKERS 


WASHINGTON, D. C.: James W. Blackburn—Jack V. Harvey—Joseph M. 
Sitrick—Washington Building, Washington, D.C_—ST 3-4341. 


MIDWEST: H. W. Cassill—William B. Ryan--333 North Michigan Avenue— 
SOUTHERN: Clifford B. Marshall—Stanley Whitak: bert . _— 

Healey Building, Atlanta, Georgia—JAckson 5.1576" ss M-s-Baird 
COAST: Colin M. Selph—California 
a—CRestview 


$350.000 


$340.000 


Bank Building—9441 Wilshi - 
1.2770. ts re Boule 
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Because of what it feels is the 
broadcaster’s “responsibility to set 
a good example for the public in 
the correct use of the English lan- 
guage,” WAVE-AM-TV Louis. 
ville, Ky., has issued a style book 
for its reporters and copywriters, 
The book urges writers to keep 
sentences short, simple and effec- 
tive. It includes abbreviations of 
terms commonly used in news 
copy and continuity. Emphasis is 
placed on the necessity for con- 
versational tone and for taking 
into account the limitations of the 
announcer. Particular attention 
is paid to cliches traditionally ov- 
er-used on radio and writers are 
instructed to avoid them. 





Correct English 








other commission activities 
THE RECORD, page 92). 


= WDAF-AM-FM-TV Kansas City, 
Mo.—Sold by National Missouri Ty 
Inc. to Transcontinent Tv Corp. (Eé- 
ward Petry, 91% owner) for $97 
million. Transcontinent is licensee of 
WROC-TV Rochester, WGR-AM-FM- 
TV Buffalo, both New York; 60% 
owner of WNEP-TV Scranton-Wilkes 
Barre, Pa.; 100% owner of KFMB- 
AM-FM-TV San Diego and KERO-TV 
Bakersfield, both California. Commis- 
sioner Robert T. Bartley dissented. 


=" WUSN-TV Charleston, S.C.—Sold 
by Southern Broadcasting Co. to Reeves 
Broadcasting and Developing Corp. in 
a deal which involues merger and stock 
transaction. Hazard E. Reeves will own 
43.4%, Christiana Oil Corp. (Louis W. 
Douglas Jr., president), 13.3%, and 
Jay Drayton Hastie with three relatives, 
11.8%. Southern Broadcasting stock- 
holders retain a 7.4% interest. Com- 
missioner Robert T. Bartley dissented. 
Mr. Reeves was advised that any 
change in his stock interest should be 
reported to the commission. 


see For 


= KCVR-AM-FM Lodi, Calif.: Sold by 
Lloyd Burlingham to George Snell, 
B. Floyd Farr and George M. Mat- 
dikian for $157,500. Purchasers have 
75% interest in KEEN-AM-FM San 
Jose, Calif. 


= KGNS Hanford, Calif.: Sold by AJ. 
Krisik and Ellsworth Peck to John C. 
Cohan - for $360,000. Mr. Cohan fe- 
cently sold KSBW:AM-FM-TV Salinas- 
Monterey, and KSBY-TV San Luis, 
Obispo, both California. He also owns 
KVEC San Luis Obispo. Mr. Krisik is 
majority owner of KFIV Modesto and 
board chairman of KJBS San Fran- 
cisco, both California. 
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Newsman released 


An NBC News correspondent on duty 
jin Cuba arrived safely in Miami 
Wednesday night (July 13) after being 
jailed by Cuban military intelligence 
Taorities for approximately 24 hours. 
NBC News had reported late Tuesday 
that John Hlavacek, a reporter and 
cameraman, had been picked up at his 
Havana hotel and taken to intelligence 
headquarters for questioning after he 
was caught taking pictures of two other 
American newsmen who had been re- 
leased from custody a few hours earlier. 
Charges were not announced, but the 
following night Mr. Hlavacek was 
escorted to a plane bound for Miami, 
NBC said. At week’s end he was await- 
ing further developments in Fort Lau- 
derdale, Fla. 


@ Media reports 


New subcriber ® WPRO Providence, 
RI, WGSA Ephrata, Pa. and WABW 
Annapolis, Md. have become sub- 
scribers to Radio Press International, 
voiced news service. 


Fm companion ® WBCM-FM Bay 
City, Mich., is slated to sign on the 
air today (July 18) on 96.1 me with 
41 kw. The station is operated by 
Michigan Broadcasting Co., which also 
Tuns its am companion, WBCM, and 
WBCK Battle Creek, Mich. It is man- 
aged by Leo Jylha, manager of WBCM. 
The broadcast schedule is 1:58—11 
p.m. Monday through Saturday and 
1:58-7:30 p.m. on Sunday. Mr. Jylha 
says the format will emphasize good 
music—classical, semi-classical and 
popular but not rock ’n’ roll. The sched- 
ule will include programs produced by 
the French Broadcasting System, the 
U. of Michigan and Michigan State U. 


Profit sharing ™® A pension and profit 
sharing plan instituted by Farris: E. 
Rahall during the period he owned 
WFEA Manchester, N.H. paid _ off 
for 16 employes as they divided $13,- 
546. The checks ranged from $116 to 
$3,225. Mr. Rahall said the plan was 
sponsored in its entirety by the com- 
pany as was a group life insurance 
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plan. His company operated WFEA 
from 1954 to March 1959. Of the 16 
employes receiving checks, 10 have re- 
mained at the station. Mr. Rahall said 
he has similar plans at his current sta- 
tions, WKAP Allentown; WNAR Nor- 
ristown, both Pennsylvania; WWNR 
Beckley, W. Va. and WLCY St. Peters- 
burg, Fla. 


A retainer ® National Assn. of Educa- 
tional Broadcasters has retained Jansky 
& Bailey Inc., Washington, D.C., as its 
engineering counsel. Dr. Harry K. 
Skornia, NAEB president, reported that 
the firm would aid NAEB on a “pro- 
posed survey to determine education’s 
needs for spectrum space throughout the 
nation.” Jansky & Bailey services sev- 
eral universities and other educational 
institutions in the radio and electronics 
consulting field. 


Vtr shipment ® Wometco Enterprises 
Inc. has purchased six Ampex Video- 
tape recorders. Each of the units in- 
cludes the new inter-sync tv signal 
synchronizer which permits the re- 
corders to be locked to any other sig- 
nal source affording complete versatil- 
ity. Two black and white machines go 
to WTVJ (TV) Miami; two other black 
and white recorders go to WLOS-TV 
Asheville, N.C., and the remaining two 
—color machines—are for WFGA-TV, 
Wometco-affiliated station in Jackson- 
ville, Fla. 


Studio move ® KRHM (FM) Los An- 
geles has moved its studios and offices 
to 3421 W. Eighth St., Los Angeles 5. 
Telephone number remains Dunkirk 
5-7421. 


Agency appointment ® KOMO-AM- 
TV Seattle appoints McCann-Erickson 
to handle all of its advertising. 


@ Rep appointments 


= WLYN Lynn, Mass.: 


Boston, as local and regional representa- 
tive. 


Kettell-Carter, 


a WPBC Minneapolis-St. Paul: Broad- 
cast Time Sales. 


= WFMM (FM) Baltimore: 
Rawalt. 


= KGHL Billings, 
Hampton, Va.: 


Walker- 


Mont. and WVEC 
Devney-O’Connell. 


= WKTY La Crosse, Wis., and WKAN 
Kankakee, Ill.: Radio-TV Representa- 
tives. 


= WEEP Pittsburgh: Gill-Perna. 


= WOL ‘Washintgon, D.C.; WNAV 
Annapolis, Md.; WDOV Dover, Del.; 
all Capital City Group Stations: Breen 
& Ward. 





PROPERTIES 


FOR SALE 


EASTERN 


Eastern suburban market daytimer now 
showing $35,000 annual cash flow, priced 
at $160,000. This is a terrific station for 
an owner-operator. Terms available. 


WASHINGTON, D.C. 


1737 DE SALES ST., N.W. 
EXECUTIVE 3-3456 
RAY V. HAMILTON 
JOHN D. STEBBINS 


MIDWEST 


Midwest fulltime station grossing excess 
of $100,000 annually, priced at $132,000 
on terms. This station serves metropolitan 
area of 90,000 population. 


CHICAGO 


1714 TRIBUNE TOWER 
DELAWARE 7-2754 
RICHARD A. SHAHEEN 


SOUTHWEST 





This station is just a little over a year old. 
It is now doing $10,000 per month. Fully 
equipped. Rents transmitter land for $12.50 
month on long lease. Rents studio at $150 
per month. Here’s a real money-maker in 
a small station. 29% down, 5 years to 
pay. Available only to qualified buyer. 


DALLAS 


1511 BRYAN ST. 
RIVERSIDE 8-1175 
DEWITT ‘JUDGE’ LANDIS 


WEST 


West Coast major market FM station 
priced at $105,000, with 29% down, 10 
years payout. All equipment brand new. 


California television station, major net- 
work outlet grossing over half million, 
making substantial profit. $875,000 cash. 


SAN FRANCISCO 


111 SUTTER ST. 
EXBROOK 2-5671 
JOHN F. HARDESTY 


HAMILTON-LANDIS & ASSOC. 


INC. 
NATIONWIDE BROKERS 
RADIO & TELEVISION STATIONS * NEWSPAPERS 


NEGOTIATIONS + APPRAISALS + FINANCING 
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BRAND-NEW: 

Out of the thousands of 
SATURDAY EVENING POST 
stories read and loved by millions 
of Americans, ITC now proudly 
brings to television first rur., 

for the first time, the 


‘BES’ t 


OQ} THI 


POST" 


Pat O’Brien 
. . hard-hitting 
action 


Everett Sloane 
. . Western 
adventure 


Charles Coburn 
... tongue- 
in-cheek 

farce 


Pulitzer Prize-winning 

authors like MacKinlay Kantor, 
Conrad Richter, Stephen Vincent 
Benet . . . and many others. 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Avenue + N.Y. 22 + PL 56-2100 








____. EQUIPMENT & ENGINEERING 


Emergency-proof fm 


Standard Electronics Div. of Reeves 
Instrument Corp., Farmingdale, N.J., 
has put out a series of fm transmitters 
with “patchover” protection to keep a 
station on the air despite emergencies. 
The transmitters have capabilities for 
simplex, fm stereo and other multiplex 
services, with the patchover principle 
adopted from that. used by Standard on 
tv transmitters since 1951. The 10-kw 
fm transmitter consists of matched 
units: a 1-kw driver with serrasoid 
modulation and two 5-kw amplifiers 
with a power combiner. The driver is 
available separately as a 1-kw trans- 
mitter or with one amplifier to radiate 
a 5-kw signal. Driver output and ampli- 
fier input and output impedances are 
identical, 50/51.5 ohms, facilitating 
rapid rerouting of the rf signal to patch 
over a temporarily inoperative driver or 
amplifier. 


@ Technical topics 


Cue tapes ® W.H. Brady Co., Mil- 
waukee, offers highly conductive, pres- 
sure-sensitive aluminum foil tabs to be 
applied to magnetic recording tape for 
automatic stop-start-repeat operation. 
The Quik-Cue Contact Tabs are made 
of .001-inch foil which becomes part 
of the tape. They are applied wherever 
automatic switching or cueing is de- 
sired. When the tab reaches the con- 
tact points of a relay on the machine, 
it actuates the mechanism to stop and 
shut off the player or to reverse and 
repeat the program. They are for pro- 
fessional or amateur use and work on 
video tape and regular recording tape, 
according to the manufacturer. The tabs 
come attached to cards in units of 42 
individual tabs to be peeled off at a 
cost of less than two cents per tab. 


Range controller ® Westrex Corp., a 
division of Litton Industries, has in- 
troduced a new general purpose audio 
compressor-limiter for use where the 
amplitude of the original sound is 
greater than the useful range of the re- 
cording or broadcasting equipment. The 
system consists of an RA-1593-A ampli- 
fier and RA-1594-A control unit. After 
initial settings are made on the control 
unit from a preliminary audio level 
test, the amplifier automatically com- 
presses its output or chops peaks to 
keep the volume to within limits of the 
system. For further details, write Leo 
Call, sales supervisor, Westrex Corp., 
Recording Equipment Dept., 6601 Ro- 
maine St., Hollywood 38, Calif. 


Catalogs available ® Two new cata- 
logs covering parabolic antennas for 
standard microwave service, mobile 


communications base station antenng 
and associated cables and mountig 
accessories are available from Prodelig 
Inc., Dept. G-20, 307 Bergen Ave 
Kearny, N.J. Pertinent data regardig 
each Prodelin antenna and accessory jg 
contained in the catalogs, the manip 
facturer states. They are available op 
request. 


Speedy delivery ® A “Tapemobile?” 
30-ton tractor-cab trailer-truck, has im” 
augurated a new delivery and pick-up 
system for Audio Devices, Stamford, 
Conn., manufacturer of magnetic tape” 
film and discs. On a two-way trang” 
continental run, Audio’s products be 
be delivered to company wareho 
and material used to make them 
ride home “free” on the return trig | 
Delivery is expected to be speeded 
by four days on the cross-country rum 
and the firm claims that the Tapemobilé/ 
could mean a saving of as much as 
$100,000 a year. 


New turntable # Fairchild Recording 
Equipment Co. has scheduled its new 
Model 440 turntable for August 1 re 
livery. The turntable will have two” 
speeds (33% and 45 rpm), single belt 
drive, and a control that varies tum 
table speed by plus or minus 1-42 %. It | 
is priced at $69.95 less base and mount. 
ing board. 


Greentree branch ® American Record 
ing Tape Corp., Costa Mesa, Calif, 

manufacturers of audio and industrial ~ 
magnetic recording tapes and acces — 
sories, has begun operating as a division ~ 
of Greentree Electronics Corp., which” 
has manufacturing facilities in Costa” 
Mesa and administrative-sales offices in” 
Los Angeles. 


Canadian development ® Canadian ~ 
General Electric Co. Ltd., Toronto, ~ 
Ont., has developed a 10 kw modulat © 
television transmitter with complete ™ 
standby. The standby equipment will © 
ensure no less than half-power opefa | 
tion under any circumstances. Desig 
nated TTC-100 series, the new unit 8 © 

a 10 kw sync peak visual, 5 kw aural” 

transmitter, has three chains of ampli-” 

fiers, two visual and one aural. It has 

a standby first amplifier and a drivel” 

unit. The transmitter has separate powet ” 
supplies for each chain, and two blow) 
ers, either of which will cool the tram 7 

mitter. The transmitter comes in three 7 

models, with TTC-100-C completely > 
automated. It is the first such trams = 
mitter designed specifically for Cana~ 
dian operational needs. It is designed” 
to take care of any kind of failure at7 
the touch of a button, with less than — 
five seconds lost air time, according 0 

C. E. Spence, manager of broadcast| 

equipment sales. 
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Gates produces moresthan half of ‘all phasing. systems today .. . 
twice as many as’ all other manufacturers combined. And, Gates 
phasing systems are built.byethe*largestefull time phasor production 
department in the,country .. . a department made,up of men special- 
izing in the design and manufacture of the finest possible phasing 
and antenna coupling equipment, 


The outcome 6f this unexcelled background has_resulted in 
the following Gates exclusives: 


@ The use of Gates manufactured silver plated coils for 
better conductivity, more stable opération and greater 
| system efficiency. 
| @ Easy accessibility to every part for adjustment and main- 
tenance. 
© The use of Gates “full grip” variable,conductors provid- 
ing a high degree of stability for all front panel controls. 
R, ©. The use of “make-before-break” meter switches that have 
inductance loops opposite the meter. These switches pro- 
vide complete compensation for the inherent meter induc- 
tance, extremely important today because of increasingly 
tight directional patterns. 


All directional phasing equipment is manufactured 
to the exact specifications of the customer’s consult- 





S : ing engineer, and work is not initiated until the 

ans v1 a ; consultant approves the design. 

: ly 4 ' Gates manufactures phasing equipment up to 100 

nail KW in power and for any number of elements. 

anal Prices are quoted promptly upon receipt of speci- 

nell fications. Many..phasing ag es can be quoted 

aa within one working day. We invite your inquiry. 

“an GATES RADIO COMPANY 

icast snus cine soul ; Subsidiary of Harris-Intertype Corporation z 
4 QUINCY, ILLINOIS ———— 
; S Offices in api tala INTERT YEE 

nea GAT E HOUSTON, WASHINGTON, B.C. 3 EAST TREET, composarion 


tn ue 
CANADIAN MARCONI COMPANY 
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BRITISH TV SOARS 35% IN 1960 | 


Total increase of 22 million pounds for entire 1960 predicted 


The figures for the first six months 
of 1960 as compared to those of the 
comparable period of 1959 have con- 
vinced Geoffrey Irwin, managing di- 
rector of Great Britain’s Television 
Press Agency, that “a £22 million in- 





crease in tv expenditure during 1960 
over the previous year is not too much 
to expect.” 

He further speculated that program 
contractors’ gross revenue, before dis- 
counts, is likely to be £80 million this 

















year as against 1959’s £58 million 
The six month’s increase represented 
in the tables below is 35%. Revenue js 
calculated from contractors’ rate cards 
and it excludes agency and series dis. 
counts. 














Month Total ALR. AT. ATV. A.B.C. Granada A.B.C. S.T.V. T.W.W. Southern Tyne-Tees Anglia —_ Ulster 
Expenditure London London Midland Midland North North Scotland Wales/West 

Jan. 1960 £5,557,321 1,128,970 621,510 496,170 320,786 1,102,720 514,441 296,891 324,520 266,586 271,903 159,924 52,900 
1959 £3,822,710 824,917 434,670 423,031 210,616 765,623 363,578 252,308 240,322 190,108 117,537 

Feb. 1960 £6,004,249 1,294,495 532,369 613,363 317,781 1,171,037 524,650 367,271 354,838 289,132 302,030 169,177 68,106 
1959 £4,589,372 996,989 518,860 488,265 248,897 855,080 427,175 302,645 298,700 243,763 208,998 

Mar. 1960 £6,757,644 1,483,405 556,186 704,714 321,250 1,363,062 541,909 418,621 407,531 328,681 347,236 198,082 86,967 
1959 £5,236,928 1,178,129 586,200 555,632 305,011 953,024 419,657 361,636 320,506 310,446 246,687 

Apr. 1960 £6,410,345 1,351,820 616,410 656,197 344,666 1,257,827 489,807 387,867 388,886 320,174 324,444 190,506 81,741 
1959 £4,959,189 1,162,843 475,165 580,561 230,803 964,383 377,096 334,267 306,975 312,195 214,901 

May 1960 £6,777,072 1,424,067 652,595 691,150 357,270 1,305,016 521,889 394,154 393,440 430,320 332,625 191,506 83,040 
1959 £4,886,082 1,054,858 570,630 541,330 289,379 888,809 421,205 302,821 298,516 288,919 229,615 

Jun. 1960 £5,880,567 1,387,711 452,345 575,412 292,018 1,251,496 397,969 334,121 351,461 366,925 252,125 151,306 67,678 
1959 £4,245,719 990,126 410,070 483,800 186,537 886,065 318,409 244,846 289,917 243,644 192,305 
1960 £37,387,798 8,070,468 3,431,415 3,737,006 1,953,771 7,451,158 2,990,665 2,198,925 2,220,676 2,001,818 1,830,363 1,060,501 440,432 
1959 £27,740,000 6,207,862 2,995,595 3,072,619 1,471,243 5,312,984 2,327,120 1,798,523 1,754,936 1,589,075 1,210,043 














CBC’S COMPETITION 
BBG proposes rules 
for second tv network 


A 49% interest in any company li- 
censed to operate a television network 
competitive with the Canadian Broad- 
casting Corp., must be held by at least 
six second tv stations in Canada’s ma- 
jor markets. This basic ground rule 
was proposed by the Board of Broadcast 
Governors at Ottawa on July 7. 


The BBG proposed 12 rules for a 
second tv network. A public hearing 
will be held on these proposals on Sept. 
1 and 2 at Ottawa. Following the hear- 
ing, final regulations for licensing a 
competitive network will be announced 
and applications received until Novem- 
ber 1. ° 


Until now, national networks in ra- 
dio and television have only been per- 
mitted to the government-owned CBC. 
With competitive tv stations licensed 
and soon to be in operation in eight 
major markets, need for a competitive 
network has arisen. 

The BBG proposed that a company 
be licensed to operate a network, that 
it must prove its ability to obtain micro- 
wave facilities and adequate microwave 
network time for live and taped pro- 
grams; that such a company be licensed 
for an initial five years, with renewal in 
five year periods; that half the directors 
of the company must be elected by six 
or more basic tv stations holding stock 
in the company; that BBG must approve 
share transfers. The second network 


70 





stations could only be affiliated with one 
network, but individual stations could 
obtain special programs from another 
network with BBG approval. 

Stations must have an_ affiliation 
agreement with the network. The 
agreements would be subject to BBG 
approval. The network must provide 
for distribution of studio produced pro- 
grams and remote facilities. All pro- 
grams produced by the network must 
be offered all affiliated stations, but if 
not taken within 30 days, can be of- 
fered to competitive stations in the area. 
The agreement between the network 
and its affiliates may provide for reserve 
time periods; but the affiliates may, have 
only first option on any additional pro- 
grams offered it by the network. 

No network may have an exclusive 
contract to take programs only from 
one program supplier or non-Canadian 
network. BBG regulations applying to 
stations must be observed by the net- 
work, and final responsibility for pro- 
grams and program policy of the net- 
work will rest with the network com- 
pany. 


Football sponsors 


British American Oil Co. Ltd., To- 
ronto, Ont., and Dow Brewery Ltd., 
Montreal, Que., will share the sponsor- 
ship of 21 games of the Eastern Ca- 
nadian Football Conference, plus three 
play-off games and the final Grey Cup 
championship game on the eastern Ca- 
nadian English and French-language 
CBC television networks. This marks 
the first time a brewery has sponsored 








the games outside the province of Que- 
bec. 

In western Canada, CBC has an- 
nounced the Western Interprovincial 
Football Union games, covering 11 
league games and four or five play-offs, 
plus the Grey Cup game, will be 50% 
sponsored by British American Oil Co. 
Ltd. Negotiations are continuing for 
sale of other 50%. The western games 
will be carried by the CBC’s western tv 
network. 


Liquor ad code 
proposed in Canada 


The principles and objectives of a 
proposed national code for liquor ad- 
vertising have been endorsed by the 
Canadian Assn. of Provincial Liquor 
Commissioners at their July meeting at 
Jasper, Alta. Nine provinces and the 
Yukon Territory had representatives at 
the meeting. Only Newfoundland was 
not represented. The code is the first 
drawn up to guide liquor advertising on 
a national level. It will not be made 
public until the various provincial gov- 
ernments adopt it and make it public. 

The conference was told by Ontario 
representatives that the province will 
implement the code in stages between 
Aug. 1 and Nov. 1 this year. This will 
permit legal liquor advertising in all 
media for the first time in the most 
‘populated province, where radio and 
television advertising of beer has been 
seen only from U.S. border stations 
or Quebec stations. Publishers have 
circumvented the law by printing out 
side the province. 
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a a SAUVE 


52,900 


an QUI 


86,967 
a7 PEUT 


83,040 
onsih (or women and schedules first?) 


440,432 


—— A heavyweight H-R salesman (195 pounds), two 
 Que- secretaries (small, 105 pounds; petite, 90 pounds) 

and a 75-pound carton of indispensable WMAL-TV 
3 schedules* are trapped on the third floor of a hot 
vincial agency. In fact, the building is burning. 


ig Il Two baskets are attached to opposite ends of a rope 
y-offs, which is strung across a pulley outside a window. 
> 50% When one basket is grounded, the other is at third- 
dil Co. floor-window level. However, there is only one way 
ig for to utilize this device: by placing a heavier weight in 
games one basket than the other. The weight of human 
ern tv being(s) in the descending basket must not exceed 

that of the other by more than 15 pounds, because 

lives would be endangered. This restriction does not 

hold for the WMAL-TV schedules. They can take it. 


a Naturally, you can depend on the H-R salesman. 
of a How did he save all? 


i Burn up the mails—send solution pronto. First- 
y the time winners will receive a free copy of Dudeney’s 
iquor hot opus “Amusements in Mathematics”—Dover 
ing at Publications. Repeat winners will receive other 
id the valuable prizes. 


ves at *Weighty, indeed—due to WMAL-TV’s emergence as the 
d was Number One nighttime audience leader (ARB and Nielsen). 
e first Summer advertisers on WMAL-TV’s Straw Hat Plan win 
ing on ex officio via audience increases of as much as 15% without 
mail additional cost. 


1 gov- 
yublic. 
ntario 
e will 
tween 


Rec: : oe Pie eon Channel 7 Washington, D.C 


ations pee fs An Evening Star Station, represented by H-R heitiien Ine, 
have ae . 
2 out- 


3, 1960 Affiliated with WMAL and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va. 
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NEW STANDARD UPRIGHT (VR-1001A) 


incorporates all the components of the perform- 
ance-proven DeLuxe Console in a pint-size 1114 
sq. ft.... just 5’ 3” high . .. the perfect answer for 
mobile-unit use ... or anywhere else space is tight. 
Easy to operate sitting down. And, it’s got accessi- 
bility plus...for servicing, every component at 
your fingertips. You get this same kind of conven- 
ience in tape handling, too... working with stand- 
ard, side-by-side horizontal reel operation when 
threading tape or splicing on the tape-stacking 
work shelf. The compact Ampex VR-1001A...a 
new standard in TV tape recording. 


Ampex VTR’s...the Democratic choice! 25 Ampex 
VTR’s were used to cover the Democratic National 
Convention. At the local level, campaign spots and & 
speeches can pay for an Ampex for your station. Hop 
on the tape bandwagon ...and help yourself to new 
profits...now! 


*TM Ampex Corp. 


NEW DELUXE CONSOLE (VR-1000C) 


unites years-ahead features with years-proven, 
table-top convenience. Just slip tape reel on spindle 
... lift off. No hold-down knobs. No pins to line up. 
The only recorder that “works so fast” you can 
schedule tapes back-to-back... (and profit from 
it) ! Use work surface for stacking reels. . . hold- 
ing cue sheets... splicing tape. And accessibility 
— from either front or back — is virtually as easy 
as “swing-out” shelves. For the facts on all the 
features you expect —and get—only from Ampex, 
write for detailed information. 


Ampex tapes are made and played around the world. 


VIDEO PRODUCTS DIVISION 
AMPEX PROFESSIONAL PRODUCTS COMPANY 


|S 934 Charter Street + Redwood City, Calif. 









































BACKGROUND 


Edward R. Murrow returns—with 
a major innovation .in news pro- 
grams. Every Sunday he and crack 
CBS News correspondents abroad 
examine the week’s most signifi- 
cant news in a 25-minute interna- 
tional “‘conference call.” The ob- 
jective : to impart fresh insight into 
the meaning of the news. In all 
radio, Edward R. Murrow is the 
kind of company you keep... 


ONLY 
ON CBS 
RADIO 
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Canadian BBG okays 
two new tv stations 


New tv stations have been recom- 
mended for Antigonish, N.S., and Mont 
Blanc, Que., by the Canadian Board of 
Broadcast Governors. 

Atlantic Television Co., Antigonish, 
will be licensee of a new station in Anti- 
gonish on ch. 9 with 73 kw video and 
36.5 kw audio. The new Mont Blanc 
station on ch. 80 with 401 w video and 
200.5 w audio will be a satellite of 
CHAU-TV New Carlisle. 

The BBG also recommended a 
foreign language radio station for C. 
Stanczykowski, who applied for such a 
license a year ago. It will be on 1410 
kc with 1 kw. The BBG studied the 
foreign language broadcast problem in 
the Montreal area before recommend- 
ing the new operation. 


Set sales dropping 


Sales of radio and television receivers 
in Canada continue to drop, with 117,- 
033 tv sets sold in the first five months 
of 1960, compared with 139,744 in the 
same 1959 period. Radio set sales in the 
January-May period this year totalled 
189,012 against 220,547 in the same 
1959 months, according to figures re- 
leased by the Electronic Industries Assn. 
of Canada at Toronto. 

Ontario continued to lead in pur- 
chases accounting for 43,954 tv sets of 
the total and 89,300 radio receivers, 
with Quebec in second place with 29,- 
751 tv receivers and 47,134 radio sets. 


Dutch station illegal 


An unlicensed radio station operating 
on board a ship off the coast of Holland 
has been declared an illegal operation 
by the Dutch government. Commercial 
broadcasting is not allowed in Holland 
and the 1620-kc station is violating that 
statute. Operated by Vrije Radio Om- 
roep Nederland, VRON programs pop- 
ular music principally. It is following 
a pattern established some months ago 
by Radio Mercur, a ship-station trans- 
mitting in Danish. It is reported that 
similar operations are planned off the 
coast of Scandanavia. 


BBG’s tv plans 


Applications for second television 
stations in all Canadian cities, not just 
the eight major markets, are expected 
to be heard by the Board of Broadcast 
Governors starting this fall. No ap- 
plications have been filed with the BBG, 
but the board is expected to announce 
soon that it will entertain such appli- 
cations in September. Not all cities 
which are now served by one station 
have a second tv/vhf channel availa- 
ble by international agreement between 


the United States and Canada. Recom. 
mendations will be made by the BBG 
if the market permits the economic es. 
tablishment of a second station in these 
smaller cities. Third tv stations in major 
cties where vhf channels are still availa. 
ble, such as Vancouver and Winnipeg, 
may also be licensed after the second 
stations have had a chance to become 
established. 


Record year predicted 


Gross commissionable national bill- 
ings in Canadian television were up 
29% in the first three months of this 
year to $14,484,460, according to a 
report of the Broadcast Advertising 
Bureau, Toronto, a branch of the 
Canadian Assn. of Broadcasters. At 
this rate, Karl A. Steeves, tv sales di- 
rector of BAB points out, Canadian ty 
stations could produce $60 million of 
national business this year, a record in 
Canadian tv advertising. 


@ Abroad in brief 


Animals star ® Riverbank Productions, 
Toronto, Ont., has sold its 13 episode 
film series, Tales of the Riverbank, to 
the British Broadcasting Corp., London, 
England. The children’s film series is 
about animals. All the actors are small 
animals including hamsters, mice, frogs, 
chipmunks and a raccoon. The series 
has been shown on the Canadian Broad- 
casting Corp. Negotiations are in prog- 
ress for their use in Russia. They also 
have been shown at the Stratford (Ont.) 
Film Festival and the Moscow Film 
Festival. David Ellison and Paul 
Sutherland of Toronto are producers. 
The films’ budget was as low as $2,500 
each. 


Mobile Canadian vtr ® Taylor Video 
Corp., Toronto, has ordered for fall 
delivery a mobile video tape television 
production _studio-on-wheels costing 
over $250,000 from Canadian General 
Electric Co. Ltd., Toronto. The 50-foot 
truck will be equipped to produce both 
feature television programs and tv com- 
mercials in any location. Equipment 
will include three British E.M.I. 4% inch 
image orthicon tv cameras, the first such 
units sold in Canada since Canadian 
General Electric reached a marketing 
agreement with the British firm. The 
mobile studio will also have the latest 
Ampex Videotape recorder, associated 
studio gear for the cameras, complete 
16-channel audio system, telechrome 
special effects and other facilities. 


Compton’s British affiliate = Comp- 
ton Adv., N.Y., has acquired an interest 
in S.T. Garland Advertising Service 
Ltd., London. The agencies will make 
their international facilities available to 
their clients. The Garland organization 
will be known as Garland-Compton Ltd. 
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WARNERS SELLS POST-’48s 


Canadian group to distribute movies to tv 


Warner Bros. Pictures Inc. has 
granted a seven-year license to Creative 
Telefilm & Artists Ltd., Toronto, to 
distribute about 110 post-’48 feature 
films to television. Though the purchase 
price was not disclosed, it was re- 
ported to be approximately $11 million. 

Warner’s move is expected to touch 
off similar action by other major stu- 
dios, including Columbia Pictures, 20th 
Century-Fox and Samuel Goldwyn 
Productions. The Warner group is not 
the first major U.S. product of post-’48 
vintage to have been released to tele- 
vision. Matthew Fox, who purchased 
the entire RKO library in 1955, has 
sold the 83 post-’48 films in the group 
to tv, starting in 1957, after making 
payment to unions representing writers, 
actors and directors. 


Details Later ® Details of the Warner 
transaction with Creative Telefilm were 
sketchy. David B. Stillman, president 
of Creative Telefilm, said that additional 
information would be released at a 
news conference in New York this 
week. He declined to give titles of the 
features included in the package but 
confirmed that the group inciuded “A 
Star Is Born,” “Battle Cry,” “East of 
Eden,” and other films issued to the- 
atres between 1950 and 1956. 

Creative Telefilm is listed on the 
Toronto stock exchange. A leading in- 
vestor in the company is Louis Chesler, 
Canadian industrialist, who provided 
the financing for the purchase of the 
pre-’48 Warner library. Eliot Hyman, 
who was associated for a time with 
Mr. Chesler in Associated Artists Pro- 
ductions, which distributed the pre-’48 
Warner features, has renewed his busi- 
ness affiliation with Mr. Chesler in Cre- 
ative Telefilms. It is reported that a 
US. subsidiary of Creative Telefilms 
will be formed, with Mr. Hyman in a 
top level post, for the purpose of sell- 
ing the post-’48 Warner features. 

The recent agreements concluded by 
the motion picture producers paved the 
way for the release of post-’48 films to 
. A major obstacle was that talent 
guilds had insisted upon a share of 
the profits in the rentals of these films 
0 tv. The latest contracts with actors 
and writers provide that they will not 
share in post-’48 features’ revenue but 
wil in films produced in 1960 and 

fter. 


Post-’48 Rush Seen ® All major pro- 
ducers leased or sold outright their pre- 
48 features. Most are reported to be 
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formulating plans for offering their 
post-’48 product to tv, though United 
Artists has reported recently it is biding 
its time. 

Many post-’48 films produced abroad 
or by independent companies here al- 
ready have been sold to tv. Broadcast 
Information Bureau reported last week 
that there are almost 2,000 titles al- 
ready available. BIB’s latest issue of its 
“Tv Feature Film Source Book” indi- 
cates that a total of 9,200 features 
have been released to tv. 


Post-’48s offered 
by Alexander Prods. 


M. & A. Alexander Productions has 
assembled a star-studded “VIP” package 
of 35 post-’50 theatrical features which 
are being offered to tv stations. The 
package already has been sold in more 
than a dozen top markets from Atlanta 
to Spokane. “When stations can offer 
big names . . . they can be assured of 
top ratings and ready interest on the 
part of sponsors,” Arthur Alexander, 
president of the firm, said. 

The “VIP” package includes: “Pan- 
dora and the Flying Dutchman,” with 
Ava Gardner, James Mason and Nigel 
Patrick (a 1952 release); “The War- 
riors,” starring Errol Flynn, Joanne Dru 
and Peter Finch (1955); “Tonight’s the 
Night,” with David Niven, Yvonne De- 
Carlo and Barry Fitzgerald (1955); “Se- 
curity Risk,” with John Ireland and 
Dorothy Malone (1954); “Seven Angry 
Men,” with Raymond Massey, Debra 
Paget and Jeffrey Hunter (1955); 
Mickey Rooney and Wendell Corey in 
“Bold and the Brave” (1956); “High- 
way Dragnet,” with Joan Bennett and 
Richard Conte (1954), and others. 


Survey analyses 
radio sports shows 


Two out of three locally produced 
sports programs on radio stations are 
sponsored, according to a survey con- 
ducted by Karl Klages, director of the 
Utah State U. sports news division. 

Based on a study of 225 returned 
questionnaires, Mr. Klages found that 
sponsorship of sports shows ranges from 
60% of total coverage at large sta- 
tions to 70% at medium and 78% at 
small stations. 

Football was found to be the favorite 
play-by-play sport, followed by basket- 
ball, baseball, hockey, track and other 
events. Football sportscasts are carried 





‘Perkins 


Her story is the oldest, continuous 
daytime drama in radio, but Ma 
Perkins is as up-to-date, as freshly 
confident as the youngest face in 
Rushville Center. Her point of 
view, her newest adventure always 
hits home, no matter where home 
is across America. Sponsors find 
her sales message hits home too. 
In all radio, Ma Perkins is the 
kind of company you keep... 


Only 
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Concerned by critcisms of tv in 
newspapers and magazines, WHIO- 
TV Dayton, Ohio, decided to take a 
poll to determine how local viewers 
felt about tv in general. Purpose of 
the survey was to investigate general 
public attitudes on programming 
rather than measure the popularity 
of WHIO-TV. The first mailing was 
1,500 questionnaires, of which 33% 
were returned. The second mailing 
was 250 with identical questions. 
The results were compared separ- 
ately as a check on the accuracy of 
the sampling. The percentages were 
approximately the same, convincing 
the station the margin of error on a 
sampling of that size would be rela- 
tively small. 

Detective adventure programs 
were first-choice favorites of the 
greatest percentage of viewers, while 
only ohe-third as many preferred 
educational programs. Perry Mason 
and 77 Sunset Strip were the best- 





What the viewers think 


liked shows in the former category. 
Questioned on network “specials,” 
54% of the viewers favored them, 
though some of these added quali- 
fying comments such as “if worth- 
while,” or “if they really are spe- 
cial.” However, 42% replied they 
preferred regular programs. Many 
of the comments expressed disap- 
pointment in spectaculars, but there 
was favorable response to such docu- 
mentaries as Population Explosion. 
It was learned that 47% of the 
respondents had watched _ that 
show—40% liked it; 6% didn’t, and 
1% offered no opinion. 

WHIO-TV requested comments 
in addition to straight answers to 
the questions and reports that 45% 
cooperated in this, with comments 
running from one line to a full page. 
Less than 1% of the comments could 
be construed as hyper-critical or 
anti-tv, the station reports. 








by 63% of the surveyed stations, with 
stations averaging better than 14 games 
in the 1959-60 sports year. This in- 
cludes high school, college and profes- 
sional games originated by the stations. 
Nearly four-fifths (78%) of small sta- 
tions originated football; 84% of all 
replying stations originate play-by-play 
coverage of various sports. 

Two out of three of the stations em- 
ployed sports directors, with 64% of 
stations saying these directors doubled 
in news, sales and other station func- 
tions. Thus only 36% of radio stations 
have fulltime sports directors. 

Salaries of station sports directors 
match and in many cases exceed those 
paid to newspaper sports editors in com- 
munities of comparable size, it was 
found. Average salaries: Large stations, 
$11,500 for fulltime directors, $11,600 
for combination men (many of these 
also get tv talent fees); medium sta- 
tions, $8,200 for fulltime, $7,400 for 
combination men; small stations, $6,- 
200 for fulltime, $5,900 for combina- 
tion men. 

Talent fees for play-by-play were 
found to average $37.50 per game at 
large stations, $31 at medium and $22 
at small stations. Over half of the sports 
directors or play-by-play men are col- 
lege graduates. 

The 5-7 p.m. period was found the 
most popular sports period (56% of sta- 
tions), followed by 7-9 a.m. and 10 p.m. 
Sports scoreboards and 1-2 minute 
capsules are becoming popular, Mr. 
Klages’ survey found. He pointed out 
that the survey figures came, to a con- 
siderable extent, from stations which 
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have won acceptance through local 
sports and/or news coverage. Replies 
were from the management level. 


@ Film sales 
“Assignment: Underwater” (NTA) 
Sold to WNEW-TV New York: 
WTTG (TV) Washington, D.C., and 
WBZ-TV Boston. 
Now in more than 55 markets. 


“Greatest Headlines of the Century” 
(Official) 


Sold to WTVJ (TV) Miami; WFMJ- 
TV Youngstown, Ohio; KOMO-TV 
Seattle; KYW-TV Cleveland; KCRA 
(TV) Sacramento, Calif.; WFBM-TV 
Indianapolis; WXYZ-TV Detroit; 
KDKA-TV Pittsburgh; WFBC-TV 
Greenville, S.C., and KELP-TV El 
Paso, Texas. 

Now in 17 markets. 


“Pre-1948 Paramount Features” 
(MCA-TV) 

Sold to WDEF-TV Chattanooga; 
WDBJ-TV Roanoke; WRVA-TV Rich- 
mond, Va.; WKTV (TV) Utica, N.Y.., 
and WFMJ-TV Youngstown, Ohio. 


“V.LP. Package” (35 post-’50 feature 
films) (M&A Alexander) > 
Sold to WAGA-TV Atlanta,~ Ga.; 
WJBK-TV Detroit; WISH-TV Indiana- 
polis, Ind.; KRON-TV San Francisco, 
Calif; WAVE-TV Louisville, Ky.; 
WCAU-TV Philadelphia, Pa.; WREC- 
TV Memphis, Tenn.; KFSD-TV San 
Diego, Calif.; WWL-TV New Orleans, 
La.; KHQ-TV Spokane, Wash.; WK BW- 
TV Buffalo, N.Y.; KRLJ-TV Las Vegas, 


Nev.; KGNS-TV Laredo, Texas, 


“Two Faces West” (Screen Gems) 


Sold to Labatt’s Beer for Rochester 
Buffalo and Watertown, all New York 
and Erie, Pa.; Coors Beer for Denye 
and Colorado Springs, both Colorado; 
Yuma, Ariz.; El Paso, Amarillo, Mig. 
land-Odessa, all Texas; Drewry’s Bee 
for stations in Grand Rapids and Flin 
both Mich., and Cedar Rapids, low, 
and to Standard Oil of Texas for 6 south. 
west markets. Also sold to KTTV (Ty 
Los Angeles; WGN-TV Chicago; WWJ. 
TV Detroit; WDSU-TV New Orleans 
WLWA (TV) Atlanta; WTVJ (Ty 
Miami; WSM-TV Nashville; WBNS-Ty 
Columbus, Ohio; WITCN-TV Minne. 
apolis;s KFMB-TV San Diego; WJXT 
(TV) Jacksonville, Fla; WBTV (Ty 
Charlotte, N.C., and WAVY-TV Nor 
folk, Va. 

Now in 115 markets. 

“Have Gun, Will Travel” (CBS Films 

Sold to Lever Bros. and Whitehall 
Laboratories, Div. of American Home 
Products for alternate sponsorship on 
the full Canadian Broadcasting Op, 
English network. 


“Award Theatre” (Screen Gems) 


Renewed by Quaker Oats Co., for 
21 Western markets, including Sa 
Francisco, San Diego, Spokane, Seattle, 
Salt Lake City and Portland, Ore. 
“Lock Up” (Ziv-UA) 

Sold to WTMJ-TV 
WBAL-TV Baltimore; 
troit; KFSA-TV Ft. Smith, Ark; 
WMAZ-TV Macon, Ga.; WJAR-TV 
Providence; WSTV(TV) Steubenville, 
Ohio; WRCV-TV Philadelphia; KFYR- 
TV Bismarck, N.D.; WT'VM (TV) CG 
lumbus, Ga., KMOT (TV) Mino, 
KUMV-TV Williston, KDIX-TV Dick 
inson, all North Dakota; WCTV (TV) 
Tallahassee, KLAS-TV Las Vegas, and 
KOOK-TV Billings, Mont. 

Also sold to Old Kent Bank and 
Trust Co., Standard Oil of Indiam, 
both on WOOD-TV Grand Rapids. 


Milwaukee; 
WWJ-TV De- 


Ziv-UA policy change 


In a change of programming policy 
at Ziv-United Artists, the company last 
week announced it has signed a Cot 


tract with John Robinson, head of 
Libra Ltd., Hollywood, under which 
that organization is to produce an a& 
tion tv film series for Ziv-UA. Richatl 
Durso, Ziv-UA vice president in charge 
of programming, New York, said th 
agreement covering the still untitled 
series is the first of a group of similal 
transactions to be negotiated with pre 
ducers, writers and directors as part of 
the new programming principle at Zit 
UA. He noted that in the past, the comr 
pany relied on its own production 
ganization for its tv output. 
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TAN 


' It's the 
» BIGGEST 


- 45 MINUTES 
IN 


BUFFALO 


* 


Food, toys, candy, clothing — all youth- 
inspired items plus merchandise for adults 
get effective exposure in this new WBEN- 
TV late-afternoon entertainment package. 


Youngsters revel in the kiddie acts, circus 
features and adventure segments. Adults 
enjoy the nostalgia of seeing big 

names of a bygone day. 


From Warners’ 2000-pius 


get the facts 
in our new 


Bic MAC 


brochure... from 
HARRINGTON, RIGHTER & PARSONS 
National Representatives 
or write 


WBER-TV | 


The Buffalo Evening News Station 
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MON. thru FRI. 


5:15 — 6 P.M. 
ON 


WBEN-TV 


library of famous featurettes, 210 are pro- 
fessionally integrated into daily programs 
of interesting variety. 


THE BIG MAC SHOW can do a big job 

for you in Western New York. With back- 

to-school planning and holiday promotions 

coming up, now’s the time to make your 

move. A good place is the BIG MAC 

Show on Ch. 4 — where your dollars 
always count for more. 


CBS in Buffalo 
Affiliated with WBEN Radio 





HE JUST KEEPS RIDIN’ ALONG ON TV 


Syndicated Roy Rogers’ re-runs bring big results for Nestle 


There is some creative material—a 
few books, a lesser number of plays 
and still fewer movies—that seems to 
be endowed with eternal life and the 
ability to go on entertaining people 
year after year, generation after genera- 
tion. 

To this select band of immortals, 
add a tv entry, the Roy Rogers Show. 
For five years it occupied a weekly 
half-hour time period on NBC-TV, 
with General Foods as sponsor. Then, 
in the fall of 1958, 100 of those pro- 
grams were put into syndication. 
Scarcely had that move been an- 
nounced before the Nestle Co. de- 
cided that this might be a good adver- 
tising medium for its beverages, bouil- 
lon cubes and flavorings. Nestle pro- 
posed a test to Roy Rogers Syndication. 

The terms of that test, as set up by 
Nestle and its agency, McCann-Erick- 
son, were simple but difficult: (1) Get 
the Roy Rogers Show into good time 
slots on top stations in 35 major mar- 
kets, including New York, Chicago and 
Los Angeles, and do it in approximate- 
ly one month. (2) In three months, the 
Roy Rogers Show must equal or beat 
the rating and cost-per-thousand of the 
Lone Ranger (solidly entrenched on 
CBS-TV after eight years, three of 
them with Nestle as sponsor). (3) De- 
liver proof of sales of Nestle products 
directly traceable to the program. 

The Results ® “We cleared time on 
31 stations, 85% of them within the 
stipulated 30 days,” Ned Koenig, presi- 
dent, Roy Rogers Syndication, ex- 
plained. “At the end of three months, 
actually two of broadcasting the pro- 
gram for most of the stations, the Roy 
Rogers Show had an average rating of 
14.9 versus 10.3 for thé Lone Ranger, 
and a cost-per-thousand of $1.61, com- 
pared to the Ranger's $2.02. 

“So far, so good. Then came the 
test of our program’s selling power. We 
offered a calendar, something everyone 
expects to get for nothing. But to get 
ours the viewer had to buy a can of 
Quik and tear off the label and take 
it and a dime and put them in an en- 
velope and send them in. Despite the 
trouble and the cost, we got roughly 
100,000 orders in one month from only 
seven spots on the 31 stations. Later, 
we did the same thing in Canada and 
sent out 150,000 calendars.” 

Convinced, Nestle has continued its 
sponsorship of the Roy Rogers Show 
ever since. Today it is in 110 U.S. mar- 
kets, plus Canada, where Nestle shares 
sponsorship with General Mills. Nestle’s 
contract runs through May of next 
year, with options for two more years 
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which everyone expects will be taken. 
The programs are also syndicated in 
another 60 U.S. cities for other adver- 
tisers. 


Still a firm believer in contests, 


Nestle is preparing to stage a big one 
this fall based on naming a Palomino 
pony which is almost a duplicate of Roy 
First prize will 


Rogers’ own Trigger. 


Roy RoGERs 
Happy tv trails 


be a family vacation for one week in- 
cluding a visit to the Roy Rogers ranch. 
Second and third prizes will be 15 other 
Palomino ponies, complete. with west- 
ern saddles, stirrup and bridle, and 50 
German shepherd Bullet-type puppies. 
There will be 10,000 additional prizes 
of Roy Rogers merchandise, from 
boots to pajamas. 

Proof of Purchase ® Tailored to ap- 
peal to children under 14 years of age 
with the objective of stimulating mass 
display and sales. of the Nestle Quik 
product, the proof of purchase angle 
is covered by entrants attaching any 
portion of a Quik label or tracing the 
Quik brand name. The contest begins 
on Sept. 12th, 1960 and closes Oct. 
22nd, 1960, with the Reuben H. Don- 
nelley Co. of Chicago handling all the 
details. 

The contest will be advertised through 
one-minute tv commercials on each Roy 
Rogers half-hour show during the six- 
week contest period, and on Circus Boy, 
an NBC show. In print, two one-half 
full color comic strip advertisements will 
be employed in all major markets. 

In addition to the U.S. and Canada, 


Nestle has been projecting sponsorship 
of the Roy Rogers Show in Australia 
France, Germany, Puerto Rico, Cuba, 
Brazil and Bermuda and is going into 
Belgium in the fall. The series has been 
dubbed into French, German and Span. 
ish and provided with Portuguese, Mr, 
Koenig said, adding that he now has 
contracts for it in Nigeria, Lebanon, 
Hong Kong and Ghana. “We've had 
an offer from Japan, but we’re holding 
off here, waiting until they lift their 
present price limitation of $300 per 
half-hour program.” 

The phenomenon that is Roy Rogers 
began to pick up steam 21 years ago 
when the newly titled “King of the 
Cowboys” shook hands with his present 
manager, Art Rush, on what is perhaps 
the most unique deal in show business, 
No formal contract exists between them. 

Top Movie Star ® For 12 years Roy 
was the top western star of the movies, 
measured by box office receipts. Today 
the 86 pictures in which he starred are 
still to be seen on television where their 
ratings bely any notion that the old 
style hard-riding, hard-fighting, fast ac- 
tion westerns have lost their popularity. 

As a movie star, Roy amassed a com- 
fortable small fortune. But it was not 
until ten years ago, when he .entered 
television through his original 100 half- 
hour films sponsored by General Foods 
over the NBC-TV network, that he be- 
came the tycoon of the western field. 

To handle the deluge of ideas offered 
by various manufacturers, merchandis- 
ing expert Larry Kent was brought into 
the company as vice president and get 
eral manager of Roy Rogers Enterprises 
Inc., of which Roy is president and Dale 
Evans vice president. 

Presently there are more than 400 
items bearing Roy’s Double R Bat 
brand. They range from toy guns and 
cowboy paraphernalia to such prosait 
things as lunch boxes. For the past 
eight years this merchandise has aver 
aged $30 million annually at retail level 
with Roy receiving 5% of the gross om 
a royalty basis. Mr. Kent attributes this 
huge volume to two factors: Roy's 3 
year reign of popularity, now sustained 
largely by television, during which Roy’ 
original fans have grown up and pre- 
sented him with a second generation 
of equally ardent fans. Of almost 
equal importance is the high quality 
level of his merchandise, every item 
which bears a personal pledge to par 
ents from Roy and Dale, reading: “Dale 
and I are proud of every product that 
bears our name and we use these items 
for our own children. You pay ™ 
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WNDU-TV South Bend, Ind., is 
scoring points on several fronts this 
summer with its daily telecasts of 
the area’s Junior League and Babe 
Ruth League baseball teams. The 
Monday - through - Friday (4- 5:30 
p.m.) series began in mid-June and 
will continue through August, when 
championships will be decided. 

According to W. Thomas Hamil- 
ton, WNDU-TV general manager, 
the plan was to revive sagging local 
interest in teenage and pre-teenage 
baseball. The daily ball game has not 
only accomplished its goal but has 
developed into a “surprisingly un- 
expected commercial bonanza.” 
Commercially, the games have at- 
tracted strong support from local and 
regional advertisers, it was reported. 

Station personnel helped the var- 
jous teams in the two leagues find 
sponsors to underwrite the expense 
of furnishing uniforms. The station 
also had a specially designed base- 
ball field set up adjacent to Notre 
Dame U.’s stadium. 

The novelty of playing on tv has 





Successful baseball tv 


created tremendous interest among 
the families, friends and relatives of 
all the youngsters playing the na- 
tional pastime, Mr. Hamilton says. 
Moreover, recreation and civic offi- 


without a Mickey Mantle 


cials are said to have hailed the 
WNDU-TV action as the biggest 
boost the area’s overall recreation 
program that has taken place in 
many years. 








premium for our name. Rather, it is 
your assurance of authenticity and 
quality.” 

Tv Specials, Too = The syndicated 
half-hour shows are but part of the 
Roy Rogers tv activity which supports 
the vast merchandising campaigns. For 
three years, the cowboy king and his 
queen, Dale Evans, have »put on a 
half-dozen western spectaculars in the 
Chevrolet-sponsored NBC-TV Sunday 
evening hour normally occupied by 
Dinah Shore. They’ve just contracted 
to do seven more during the 1960-61 
season. These specials during 1959 
tuned in three of Chevy’s most highly 
tated shows. 

Sports-minded Roy, who owns a gun 
club with a trout lake and a 9-hole golf 
course complete with lights for night 
play, is also president of National Foot- 

League Enterprises, the newest 
mushrooming area of his enterprises. 

Roy's executives smile over his 
Petiodic gestures toward the easy life. 
This summer he completed a book titled 
My Favorite Christmas Story for fall 
telease. While relinquishing interest in 
Wo automobile agencies, he matched 
this “cut-back” by acquiring part own- 
eship of the Shelter King tent com- 
Pahy and several new real estate ven- 
lures, in addition to his Big Bear, Cali- 
rend boat landings and Arizona ranch 


Friends say that Roy believes that 
is the best possible investment. 
Before his departure on an extended 
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summer fishing tour with his sons, 
Dusty and Sandy, Roy was asked what 
division of his enterprises he considered 
the best prospect for the future. 

His reply: “Television. Dale and I 
enjoy doing the Chevy shows and hope 
to be on them for some years to come. 
There seems to be no end in sight for 
the growing foreign market for our 
films or for the domestic re-runs. 

“We have just developed a format 
for a new series . . . I can’t divulge the 
premise because there are so many imi- 
tators around, but it will be aimed at 
the western-loving youngsters, a new 
crop of which blooms every year. If 
it weren’t for the kids I'd be nowhere 
and as long as they'll have me on tv 
I expect I'll be around trying to keep 
"em happy.” 


@ Program notes 


Company is coming ® FCC Chair- 
man Frederick W. Ford will be inter- 
viewed by Charles Collingwood on 
CBS-TV’s Person to Person July 22 
(10:30-11 p.m.), originating in Alex- 
andria, Va. Actor Cesar Romero will 
appear in another segment of the show. 


Strike call? ® Board of Screen Extras 
Guild is asking members for authoriza- 
tion to call a strike against the Alliance 
of Television Film Producers if the 
board feels such action necessary to 
obtain a fair collective bargaining con- 
tract. Ballots were mailed Wednesday 
(July 13); deadline for their return is 


next Monday (July 25). SEG contracts 
with both ATFP and the Alliance of 
Motion Picture Producers expired more 
than a year ago, April 2, 1959, but 
board letter states that “the strike if 
called will NOT be against the major 
studios. ONLY the Alliance.” 


Format moves ® Format Films has 
moved to new quarters, over 10,000 
square feet in area, at 4741 Laurel Can- 
yon Blvd., North Hollywood. The new 
building is twice the size of the former 
one in Burbank and will permit Format 
to offer a self-contained unit complete 
with sound and cutting equipment for 
the production of tv commercials and 
animated cartoon series. 


Navy time ™ KALB-TV Alexandria, 
La., gave over full sponsorship of a 
one-hour dramatic show to the U.S. 
Naval Reserve as a public service. The 
program was part of NTA’s Tv Hour 
of Stars package and was presented 
in prime time. The station’s production 
department altered the credits and titles 
of the program to present them against 
the background of a naval officer’s 
cap, thus associating the program with 
its “sponsor.” The commercials were 
written and prepared by stationkeepers 
at the local Naval Reserve base. They 
were directed by Harold Thom for the 
KALB-TV department of public affairs. 


In command ® British Field Marshal 
Bernard L. Montgomery recreates his 
own campaigns in a tv documentary 
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series starting Sept. 11 on the 47 affili- 
ated stations of the National Educa- 
tional Television and Radio Center, 
N.Y. The British Broadcasting Corp 
series, titled Command in Battle, con- 
sists of eight half-hour shows. 


Overseas report ® CBS Films Inc., 
N.Y., reports international business 
during the first five months of 1960 in- 
creased 45.2% over the same period of 
1959. CBS Films’ business rose 455% 
in Europe, 159% in Japan, 56.9% in 
Australia, 50.9% in Canada, 44.6% in 
Latin America and 15.2% in the United 
Kingdom. Growth is expected to be 
maintained during the remainder of the 
year because of new stations going on 
the air soon in both Canada and Aus- 
tralia, the new quota in Japan and 
other factors, according to Ralph M. 
Baruch, director of international sales. 


RTNDA awards ® William Small, presi- 
dent of Radio Tv News Directors Assn. 
and news. director of WHAS-AM-TV 
Louisville, Ky., has announced a new 
system to be adopted in judging 
RTNDA’s 13th annual awards competi- 
tion. Northwestern U.’s Medill School 
of Journalism, which has judged all 
entries in the past, will handle tv and 
Indiana U.’s School of Journalism will 
judge radio. Entries must be submitted 
on official RTNDA entry blanks by 
September for programs broadcast be- 
tween Sept. 1, 1959 and Aug. 31, 1960. 
Blanks may be obtained from _ the 
RTNDA Bulletin, Communications 
Center, Iowa State U., Iowa City and 
should be submitted to the judging 
universities. Written presentations will 
not be returned to competing stations. 
Outlets in the U.S., Canada and ter- 
ritories are eligible. The winner will 
be announced with the winner of the 
Paul White Memorial Award, at 
RTNDA’s international convention in 
Montreal Oct. 5-8. 


Quick listening ® Radio Programming 
Service is making available to stations 
four series of 60-second Minit-Mats 
programs. Twenty of each are moved 
every week. Shows are mailed the day 
they are produced. They may be pro- 
grammed separately or spliced to make 
five-minute programs. Stars are Don 
Dunphy, sportscaster; Earl Wilson, 
Broadway-Hollywood reporter; Dr. Paul 
Popenoe, marriage counselor, and Sam 
Shulsky, market expert. 


Syndicated singers ® Living Opera 
with Alan Wagner, heard for two years 
on WNYC New York, is being syndi- 
cated by Fred B. Tarter Productions. 
On the show the m.c. plays and dis- 


cusses recordings, interviews opera 
luminaries and reports opera news. It 
has universal appeal, the syndicator 
says, but especially attracts upper-in- 
come listeners. Audition reels are avail- 
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SOND AWA SERLAB 


Here are the next 10 days of network 
color shows (all times are EDT). 


Note: Regularly scheduled NBC-TV eve- 
ning colorcast programs will be pre-empted 
(July 25-27) by coverage of Republican 
convention, as well as those daytime shows 
scheduled between 11 a.m. ard 2 p.m. on 
July 25. 


NBC-TV 


July 18-22, 25-27 (11-11:30 a.m.) 
Price Is Right, participating sponsors. 

July 18-22, 25-27 (12:30-1 p.m.) It 
Could Be You, participating sponsors. 

July 18, 25 (7:30-8:30 p.m.) Riverboat, 
Del Monte through McCann-Erickson. 

July 19, 26 (9:30-10 p.m.) Arthur Mur- 
ray Party, P. Lorillard through Lennen & 
Newell and Sterling Drug through Norman, 
Craig & Kummel. 

July 20, 27 (8:30-9 p.m.) Price Is Right, 
Lever through Ogilvy, Benson & Mather 
and Speidel through Norman, Craig & 
Kummel. 

July 21 (9:30-10 p.m.) The Ford Show, 
Ford through J. Walter Thompson. 

July 22 (9:30-10 p.m.) Masquerade 
Party, Hazel Bishop through Donahue & 
Coe, Block Drugs through Grey Adv. 

July 22 (10-11 p.m.) Moment of Fear, 
Lever through Sullivan, Stauffer, Colwell 
& Bayles. 

July 23 (10-10:30 a.m.) Howdy Doody 
Show, Continental Baking, Nabisco through 
Ted Bates. 

July 23 (10:30-11 a.m.) Ruff and Reddy 
Show, Borden through Benton & Bowles. 

July 23 (7:30-8:30 p.m.) Bonanza, RCA 
through Kenyon & Eckhardt. 

July 24 (8-9 p.m.) Music On Ice, sus- 
taining. 

July 24 (9-10 p.m.) The Chevy Mystery 
Show, Chevrolet through J. Walter Thomp- 
son. 











able from Fred B. Tarter Productions, 
26 W. 47th St., Room 700, New York, 
N.Y. 


New bureaus ® The Associated Press 
has begun operation of two new radio 
news bureaus, one at Columbus, Ohio, 
the other in Charleston, W.Va. The out- 
lets will supervise all service in their 
local areas. 


Musical memorabilia ® WFAA Dallas 
and its parent organization, The Dallas 
News, have presented the station’s li- 
brary of 15,000 copies of sheet music, 
valued at $40,000, to North Texas 
State College, Denton. The music has 
been collected for 38 years and ranges 
from jazz to classical. Included are 
2,947 classical arrangements for or- 
chestra, said to be as valuable today as 
when they were written, and such 
curiosa as nine arrangements of “Yes, 
We Have No Bananas.” The college 
said the collection would be available 
to worthwhile musical groups on a free 
loan basis, as well as to scholars. 


Soap aria ® Described by its producer 
as “the essence of the soaps,” Listen 
to Joe, a daily taped five-minute radio 
series has been released by KBK Pro- 
ductions, Hartford, Conn. The pro- 
gram is based on the question “Do you 


understand your husband?” ap 
beamed to women, giving them 
on how to learn about and discuss j 
ligently the subjects husbands arg 
terested in. 


Harlem headliners ® Lone Star 
Productions, Dallas, has acq 
worldwide distribution rights to Hg 
Variety Review, a musical half 
series featuring more than 30 
Negro entertainers, from ‘Pathe 
tures. Lone Star President Rg 
Montgomery announced that the_ 
half-hour films will be offered initj 
nationwide in the U.S. Among { 
singers, dancers and comedians feat 
are Count Basie, Duke Ellington, } 
tha Davis & Spouse, Nat (King) G 
and Bill Bailey. } 


Race problem ® WBT Charlotte, N 
originated a six-hour broadcast of 
World 600, ‘a stock car race of § 
miles for a purse of $106,775, whi 
fed to a network of 40 stations fi 
Pennsylvania to Georgia. The f 
marked the opening of the $5 mil 
Charlotte Speedway. The Pure Oil € 
sponsored the program on WBT. ~ 


NBC-TV to add Paar 


to tv color schedule 


NBC-TV will administer another sh 
to color tv this September when it ad 
the Jack Paar Show to its string} 
colorcast programs, boosting the i 
work lineup to 28 hours a week. Th 
addition, plus two daytime half he 
also being added this fall, will bring 
network’s color programming to 1,i@ 
hours this calendar year, up 50% om 
the 720 hours last year. 4 

The Paar show (Mon.-Fri., 11 
p-m.-1 a.m. NYT) will be taped ino 
the first four nights of the week, Wi 
the Friday night repeat version {1 
Best of Paar) catching up later if 
season. The two daytime shows 
color are Play Your Hunch (10 
11 a.m. NYT) and the Jan Mu 
Show (2-2:30 p.m.), both across th 
board. 

NBC-TV credits the decision to color 
cast the Paar shows and the two day- 
timers to development of RCA’s nev 
4401 image orthicon tube which per 
mits shooting color with the sam 
amount of light used for black and 
white. This will permit the shows 
originate from their present studios 
without extensive alterations. 

Already planned for NBC-TV’s fal 
color lineup: the weekly Tennesse 
Ernie Ford Show, AT&T Musicals 
Price Is Right, Perry Como Show, Bo 
nanza, Shirley Temple, Dinah Shore 
Chevy Show, and the daily Continenid 
Classroom, Price Is Right and It Could 
Be You. 
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‘Opry’ talent hunt 


Pet Milk Co.’s third annual Grand 
Ole Opry talent contest drew 5,000 en- 
trants. 

Finals of the 1959 country-western 
music contest were held in Nashville 
June 25 through the facilities of WSM 
there. The winner, Johnny Milnor, 
who auditioned over KBWD Brown- 
wood, Texas, received a contract for 
appearances on six Grand Ole Opry 
shows and a recording contract with 
Hickory Records. Six contenders ap- 
peared in the finals, culminating talent 
searches on 200 Keystone Broadcasting 
System stations. 

Pet Milk Co. executives, including 
Ted Gamble, president, and Robert 
Piggott, advertising manager, served as 
hosts to the finalists; the agency, Gard- 
ner Adv. Co.; WSM, which originates 
Grand Ole Opry locally; KBS repres- 
entatives, including Sidney J. Wolf, 
president, and Edwin R. Peterson, sen- 
ior vice president and station man- 
agers. 

Finalists and the stations they rep- 
resented (KDBS_ Alexandria, La.; 
WWNR Beckley, W. Va.; KLCO Po- 
teau, Okla; WLET Toccoa, Ga.; 
WTBC Tuscaloosa, Ala., and KBWD) 
received scrolls at the awards dinner. 
Principals were guests of recording star 
Roy and Mrs. Acuff at an all-day pic- 
nic on their estate on Hickory Lake. 


Radio brings home the bread 


American Bakeries Puts the Whole 
Loaf in Radio” is the title of a four- 
page brochure just released by Radio 
Advertising Bureau. It tells how the 
baker (58 plants in 26 states) ear- 
marked its entire budget of $500,000 
for radio, running “good music” spots 
in 33 markets. 

American needed a medium to in- 
fluence the housewife in her three- 
times weekly bread buying, Robert 








Rip-and-read 


Rip-and-read may not be the 
approved form for radio wire 
news, but the idea may have pos- 
sibilities for timely promotion. 
CBS Radio network promoters 
have refined the format for pro- 
gram-promo copy to the point 
where rip-and-read is almost all 
an affiliate promoter has to do for 
continuously fresh announce- 
ments. 

Stations are getting a “weekly 
calendar” with separate, daily 
copy for CBS shows and special 
events. Each page of the calen- 
dar carries a half-dozen announce- 
ments, numbered and dated, with 
show time and call letters to be 
filled in. A sample week’s calen- 
dar from the CBS program pro- 
motion office might include 30 an- 
nouncements. 











Llewellyn, the company’s advertising 
manager tells in the book. Radio was 
picked for its frequency and economy. 
The advertiser then commissioned six 
melodies and used up to 17 pieces to 
record them. A subsequent record-al- 
bum offer drew 1,000 listener requests 
in one market, the RAB booklet says. 


‘Clutch Cargo’ Awards 

Wheeling, W. Va., police and local 
station WTRF-TV collaborated on a 
joke that turned into a serious youth 
project, the Clutch Cargo awards. 

The original, lighthearted Clutch 
Cargo Humanitarian Award was tied 
in with the cartoon show seen Monday- 
Friday, 6:55-7 p.m. over WTRF-TV. 
It was presented by police to a parking- 
lot attendant who was singled out as a 
humanitarian for letting police store 
gear in his shack until it was needed. 
The gimmick got such wide publicity 


DIAL 1110 | 50,000 WATTS 


KRLA 


RADIO LOS ANGELES 


Represented by 
DONALD COOKE INC. 


that police and the station got togeths 
to launch the legitimate Clutch 
award. First winner was a 12-year 
girl who saved a drowning fri 
Future awards will be made as the 
casion arises and the sponsors hope f 
will be an inspiration to Wheeling tg 
agers. j 


KREI Boulevard 


The Board of Alderman of Farm 
ton, Mo., has voted to rename § 
Webster Street in honor of KREI, 
city. Henceforth it shall be known) 
KREI Boulevard. In announcing 
change a city official said, ““The cha 
in names of this street is to publidy 
acknowledge the 12 years of pub 
service to the entire community 
KREI and its owners, Mr. and } 
Cecil W. Roberts. KREI has n 
failed to use its facilities to the 
extent for the betterment of the ¢ 
munity, and this act expresses the ¢ 
appreciation of the people of Farmi 
ton to the station and its owners.” 7 


mw Drumbeats 


Grocery boy ® WING Dayton, 0 
has instituted a promotion which 
claims builds audiences and spon 
goodwill at the same time. A mani 
of a local Kroger grocery storey 
named “Manager of the Day” and 
name is mentioned over WING 
during the morning. Listeners who hag 
submitted entry blanks are called 
asked to identify this manager. 17 
prize is $25 in groceries and the po 
raised by $5 each time a call is mi 
answered correctly. So far 10,000 
try blanks have been received and @ 
bonus has not grown larger than $407 
Five tons of sales power ® 
Pittsburg, Calif., tied in with a le 
circus promotion involving the opemili 
of a food market as a Norge applianit 
dealer in that town. Besides animil 
acts, stars of Ring Bros. Circus per 
formed and a five-ton elephant ws 
used to demonstrate the durability of# 
Norge FV-F9 home freezer. KKS 
taped circus sounds and aired them dit 
ing the three-day event. Affinito’s Quit 
ity Food Market reported it sold sever 
freezers and home laundry appliances 
through the overall circus-manufactt 
er-dealer-station promotion. 


Nose for weather ® WCBS New York 
offers a barometer to listeners wilt 
tells them the weather by the change® 
color of a chemically-treated nose oa# 
caricature and urges them to listen 

the Jack Sterling Weather Watch sho® 


Under par ® WIP Philadelphia has af 
ganized a “Hole-in-One Club” for g 
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programming! The rating pic- 
ture proves our point! In this huge 3-station 
market WMAR-TV delivers MORE of the audi- 
ence you're looking for . . . MORE Adult 
Viewers*—MORE quarter-hour firsts-ratings** 
-. « MORE Homes Viewing*—MORE quarter- 
hour firsts-homes** . . . and MORE Homes 


Potential.*** No doubt about it—if you want 
MORE—Channel 2 is the “buy” for you! 


*ARB—March, 1960—Bosed on aggregate of all quarter-hours 
for one week, sign-on to midnight, where audience composition is 
given for all three Baltimore TV stations. 

**NIELSEN—May, 1960—Aggregate for all quarter-hours in one 
week (4-week average), sign-on to midnight, when all three 
Baltimore TV stations were on the air. : 


**FARB—March-April, 1960 


In Maryland Most People Watch WMAR-TV! 
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Taking it easy ® Relaxing in Chi- 
cago are four of the 20 midwest 
NBC affiliate tv promotion manag- 
ers who attended a special promo- 
tion planning session. The meeting 
took place July 8 following similar 
sessions in New York and New Or- 
leans and before one in San Fran- 
cisco. The purpose of the session 





was to familiarize the promotion 
managers with NBC’s fall program- 
ming plans. Left to right are Caley 
Augustine, WIIC (TV) Pittsburgh; 
Al Rhylander, NBC director of ex- 
ploitation; Carol Geerdes, KROC- 
TV Rochester, Minn., and John 
Keys, WNBQ (TV) Chicago. 








ers within its listening area. Each golfer 
who accomplishes the feat up to Labor 
Day is rewarded with a transistor radio 
and the mention of his name on a 
sports show, provided he presents docu- 
mentation of the ace made during 18- 
hole play from his golf club’s pro or 
official. 


What's your CHQ? ® CHQ stands for 
Charleston Quotient and was the name 
of a nationwide contest for timebuyers, 
conducted by WCHS-TV Charleston, 
W. Va. Contestants were asked a series 
of 10 multiple-choice questions in which 
one answer was directly pertinent to 
the station’s location or operation. Part 
two of the contest required 10 words or 
less on “why WCHS-TV is a good tele- 
vision buy.” The winner was Greg 
Sullivan of Ted Bates & Co., New York, 
who received a long weekend for two 
at the Greenbrier Hotel, White Sulphur 
Springs, W. Va., plus $200 to cover 
“babysitting” costs. 


BPA mailing piece ® Broadcasters’ 
Promotion Assn. is distributing to its 
membership a brochure designed to ac- 
quaint non-organization members with 
what BPA is and what it offers in serv- 
ices. In letter signed by Gene Godt, 
KYW-TV Cleveland and BPA president, 
members are urged to pass along copies 
to those “who should be in BPA”. The 
folder was developed by Ken Chrenin, 
Triangle Stations’ WFIL-AM-TV Phila- 
delphia and BPA membership chair- 


man, and explains various facets and 
aims of the organization. The accom 
panying folder is a reprint of trade 
headlines and stories about its 1959 
convention in Philadelphia. 


After its personality * WBAY-AM-TV 
Green Bay, Wis., has named a railroad 
caboose after its kiddie-show personality 
Colonel Caboose and attracted over 
1,000 children for a dedication cere- 
mony. The car was constructed by the 
Green Bay and Western Railroad and 
includes two-way radio equipment. 
Noting that June is Dairy Month, the 
colonel christened his namesake with 
a bottle of Wisconsin milk. 


Program director for a day 

Agency personnel in and around San- 
ta Ana, Calif., were urged to listen day 
and night—at their convenience—to 
KWIZ, that city, for 10 days. Then they 
were to submit ideas on how to im- 
prove programming, thus making each 
of them what the station dubbed a “pro- 
gram director pro-tem.” Carole Weeks, 
formerly with Ideas Unlimited, was 
grand prize winner; Dorothy Bowers, 
public relations consultant with Geiet 
& Assoc., took second; Armand Hat- 
son, head of the agency bearing his 
name, won third prize. All agencies are 
located in Orange County, Calif. Prizes 
included a Las Vegas holiday, dinner 
at the Skyscraper Penthouse Executive 
Club and businessman’s lodging at 4 
Hollywood hotel. 
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a trangistor 
radio 


in celebration of 


'WWI’s 40th ANNIVERSARY... 


Dates and events 
are jumbled. Have 
fun straightening 
them out by writing 
the letter that 
Signifies the cor- 
rect date the event 
occurred in the box 
next to the event. 


NAME 


The World’s First Commercial Radio Station—WWJ-The Detroit News—invites all 
advertisers and personnel of their advertising agencies to participate in celebrating 
WWYJ’s 40th Anniversary. 


To join the celebration, just match dates with events as listed on this page, and mail the 
whole page to: 40th ANNIVERSARY, Radio Station WWJ, Detroit 31, Michigan. 


Senders of the first 40 correct or most nearly correct answers will each receive a new 
transistor radio as an Anniversary Remembrance from WWJ. 


One entry per person. In case of ties, first postmarked entries will be declared winners. 
Contest will close at midnight, August 20, 1960. All entrants will be notified of winners 
by mail. 


(1 _ WW) becomes an original affiliate of NBC . August 20, 1920 
(J - WW) broadcasts first play-by-play direct-from-the-scene baseball (Detroit 

vs. Cleveland) . October 25, 1924 
O pe aw first radio newscast of election returns and general . November 15, 1926 


[ WW) inaugurates first regularly scheduled religious broadcasts (Easter 
Sunday from St. Paul’s Cathedral, Detroit); services have been broadcast 
every Sunday since - August 31, 1920 

( - WWI originates first broadcast of a complete symphony concert (Detroit 
Symphony Orchestra) . November 2, 1920 

( WWJ first goes on the air with regularly scheduled daily programs ; 

(0 _WWJ broadcasts first play-by-play direct-from-the-scene football (Michigan g- April 16, 1922 
vs. Wisconsin) — a 

[1 Thomas E. Dewey, “a baritone from Owosso, Michigan” sings over WWJ - February 10, 1922 

() WW) does first broadcast of national election returns (Harding vs. Cox) i. March 15, 1922 

( WW) makes first “missing person” broadcast; later Detroit Police Depart- 
ment station, WCOP, is founded as result j. June 9, 1922 


. April 19, 1927 








COMPANY OR AGENCY. 


W Wd Radio 





STREET ADDRESS 


Detroit’s Basic Radio Station 





CITY. 


NBC Affiliate 
NATIONAL REPESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. 
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Broadcast Advertising 


Norman B. Mullendore and Her- 
mine Lueders elected vps at Sullivan, 
Stauffer, Colwell & Bayles, N.Y. Mr. 
Mullendore is manager of art depart- 
ment; Miss Lueders is copy group 
head. 


Harold Graham, Jr., manager of cli- 
ent planning, McCann-Erickson, N.Y., 
and Thomas F. Greenhow, manager 
of program services at M-E, Los An- 
geles, named vps of M-E Productions. 


Betty Thomas and Robert Nourse 
named vps at Adams & Keyes 
Inc., Los Angeles. Mrs. Thomas, for- 
merly supervisor of packaged products 
at Grant Adv., will be western division 
vp. Mr. Nourse, formerly vp and west 
coast supervisor for Compton Adv., 
will be inter-office liaison vp. Thomas 
N. MacBurney Jr. appointed west 
coast district office coordinator. 


R. Bruce Baldwin, formerly vp and 
creative director at John W. Shaw Inc., 
Chicago, to Clinton E. Frank Inc., that 
city, as copy supervisor. 


Stafford Clark appointed vp and 
general manager of Pat McDermott 
Co., New York pr firm. Lynne Mapel 
joins McDermott as account executive. 


Walter Mayer, formerly account 
supervisor for BBDO, advertising di- 
rector of Carnation Co. and consultant 
to Hixson and Jorgensen, Los Angeles, 
joins Wade Adv., that city, as media 
director. 


Archibald McG. 
Foster, member board 
of directors, senior vp 
and account group 
head on Brown & 
Williamson, at Ted 
Bates, N.Y., elected 
to executive commit- 
tee. He joined Bates 
in 1954 after serving 
as vp, member, executive committee, 
Cecil & Presbrey Inc. 


Mr. FosTER 


Edwin J. Heaney and Roland G. 
James, both of Geyer, Morey, Mad- 
den & Ballard, N.Y., elected vps. Mr. 
Heaney is account executive for Sin- 
clair Refining Co.’s public service ad- 
vertising. He has been with agency 
since 1952. Mr. James joined firm in 
1947. He is art director on American 
Motors Corp. Prior to his affiliation 
with GMM&B, Mr. James was assistant 
art director at Kenyon & Eckhardt, 
WF, 









Mr. HEANEY MR. JAMES 


Jim Blair, formerly eastern sales 
manager for Telescript, N.Y., to N.W. 
Ayer, Detroit, as radio-tv account 
executive on Plymouth, Valiant and De- 
Soto. Mr. Blair formerly was with 
TelePrompTer, WPTZ (TV) Philadel- 
phia, WTOP-TV Washington and 
WBAL-TV Baltimore. 


Harry D. Moore, joins Creative Adv., 
Grand Rapids, Mich., as pr director. 


Douglas K. Burch, formerly media 
director at Reach, McClinton, N.Y., 
joins P. Lorillard Co., that city, in 
similar capacity. 

Betty Mandeville McGarrett, pro- 
ducer-director of The FBI in Peace 
and War, joins program unit, broadcast 
department at Ogilvy, Benson & Ma- 
ther, N.Y. 


Stephen |. Simon, formerly of 
Compton Adv., N.Y., joins Television 
Audience Research (TAR), that city, as 
director of client services. 


Al Bennett, formerly president of 
Alvin Adv., Buffalo, joins grocery 
products division of Donahue & Coe, 
N.Y. 
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Julian L. Watkins rejoins NW 
Ayer & Son’s Los Angeles oflice wi 
responsibilities for expanding agency; 
operations on west coast. He first joing 
Ayer in 1924. 


William H. Hallahan, formerly copy 
supervisor, M. Russell Berger, Philadel. 
phia, joins copy department, N.W. Aye 
& Son, that city. Jean M. Hoffman 
fashion writer and publicist at Russeks, 
N.Y., also joins Phila. copy departmeny, 


James A. Milne Jr., formerly prod. 
uct manager at General Mills’ produc 
mixes, to plans and marketing division, 
David L. Webber, formerly associay 
copy supervisor at Kenyon & Eckhart 
Detroit, joins Ayer’s copy staff, that 
city. 

Thomas J. Ellis, formerly media ¢. 
rector at Grant Adv., N.Y., joins Alls 
ton, Smith & Somple, Greenwich, 
Conn., as director of media planning 
and purchasing. 


O.V. Tracy, president of Esso Stand. 
ard Div. of Humble Oil and Refining 
Co., retires, effective Aug. 1. William 
W. Bryan, marketing vp in Houston 
office, will succeed Mr. Tracy. 


Roy B. (Buck) Rogers appointed yw 
of pr for midwest division of Borden 
Co. 


Scrappy Lambert, formerly in charg 
of network sales for Independent Tele. 
vision Corp., joins Telescript Corp.’ 
new Hollywood office in contact and 
liaison with advertising agencies. 


Maxfield S. Gib- 
bons, account super- 
visor on American 
Gas Assn., Columbia 
Gas Co., County Fair 
bakery division of Con- 
tinental Baking Co., 
Reeves Bros., and 
Westinghouse Broad- 
casting Co. at Ketch- 
um, MacLeod & Grove, N.Y., pte 
moted to vp. 


Jack Sidebotham Jr., head of 1 
art department at Young & Rubicam, 
N.Y., appointed vp in charge of tV 
commercial production. 


Philip Wolf, formerly with Mac 
Manus, John & Adams and Charles A. 
Mottl Inc., both L.A., appointed radio 
and tv director of Eisaman, Johns & 
Laws Adv., that city. 

Robert C. Will, formerly reporter 
with Los Angeles Times, to Harshe 
Rotman, Los Angeles, as account exet- 
utive. 

Gene Hill, formerly of J. Wallet 
Thompson, N.Y., joins Doyle Dane 
Bernbach, that city, on copy staff. 


Bonnie Monnahan, formerly aé- 
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Who covers Ashtabula County? 


—_ ASHTABU LA 
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ARB’S 1960 TV COVERAGE STUDY reports in depth the full 
story of TV coverage in Ashtabula and all 3,071 other counties 
in the 50 United States. 


All counties . . . all TV markets . . . all TV stations are covered in ARB’s big 1960 
“encyclopedia of television” soon to be released. It not only provides the most 
recent data available (reflecting the changes that have taken place at over 200 TV 
stations since the last county-by-county study two years ago), it offers this infor- 
mation based on a sounder technique of measurement than has ever been attempted. 


Two Nationwide all-county sampling sweeps were conducted utilizing more than 
500,000 home interviews backed by ARB’s proven Interviewer Supervised Viewing 
Diary. Each sweep was specifically designed to simultaneously gather viewing and 
coverage information. Viewing data, already delivered to clients as the most com- 
prehensive market summary of local audience size, was the first phase of these 
Nationwide sweeps. Phase two, ARB’s 1960 TV Coverage Study, now locates these 
viewers, by county, for a finite evaluation of television in every area of the country. 


Your ARB Representative has the details! 


AMERICAN RESEARCH BUREAU, INC. 


WASHINGTON 4320 Ammendale Road, Beltsville, Md., WEbster 5-2600 
NEW YORK 400 Park Avenue, New York 22, WN. Y., PLaza 1-5577 
CHICAGO 1907 Tribune Tower, Chicago 11, lil., SUperior 7-3388 
LOS ANGELES 6223 Seima Ave., Hollywood, Calif., HOllywood 9-1683 
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WTHI-TV is a single 
station market of 
217,400 TV homes. 
































An advertising dollar 
on WTHI-TV delivers 
more TV homes than 
many dollars in a 
multiple station 
market. 
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vertising director of Exchange Nation- 
al Bank wf Chicago, to H.M. Gross Co., 
that city, as account executive. 


David C. Watrous, 
formerly account su- 
pervisor (on Butter 
Nut Foods’ coffee and 
Ovaltine food prod- 
ucts accounts) at Ta- 
tham Laird, Chicago, 
joins Earle Ludgin & 
Co., there, as vp and 
director. He also will 
serve as chairman of agency’s execu- 
tive committee. Mr. Watrous previous- 
ly was with Benton & Bowles, N.Y., 
and. Dancer-Fitzgerald-Sample, Chi- 
cago. Howard L. Ballard, previously 
marketing executive at McCann-Erick- 
son, and Albert C. Mullen, account 
executive at Holtzman-Kain Adv., join 
Ludgin as account executives. Marge 
Flotron, formerly time and print buyer 
at Leo Burnett, to Ludgin in similar 
capacity. 





Mr. WATROUS 


Nelson O. Argu- 
eso, previously con- 
troller of Sullivan, 
Stauffer, Colwell & 
Bayles, N.Y., named 
treasurer. Prior to 
joining SSC&B_ in 
1958, he was treas- 
urer of Doherty, Clif- 
ford, Steers & Shen- 
field, N.Y., for 15 years. 


The Media 


Richard R. Nason, 
formerly radio sales 
manager at CKLW 
Windsor, Ont.-Detroit, 
appointed general 
manager of KFRC 
San Francisco. Prior 
to joining CKLW, he 
was with WGBI Scran- _ 
ton-Wilkes Barre, Pa.; Mr. Nason 
WIJIM-AM-TV, Lansing, Mich., and 
KABL Oakland-San Francisco. 





Mr. ARGUESO 





Dick Burris, formerly salesman with 
WLDM (FM) Detroit, becomes owner 
and general manager of WBAX (FM), 
that city. 


Bill Wells appointed vp of Marshall 
Broadcasting Corp. and general man- 
ager of KADO Marshall, Tex. 


Edward B. (Tex) Kimball, veteran 
of 34 years in broadcasting, retires. He 
formerly served as program director for 
KSL Salt Lake City, manager of KSL- 
FM, sales manager of KSL-TV and 
manager of music services for Radio 
Service Corp. of Utah which owns 
KSL-AM-FM-TV. 





Represented by THE BOLLING CO. 


Thomas R. Nunan Jr. joins Crosley 





Broadcasting Corp.’s New Yor! sale 
office: as director of marketing commy. 
nications. Mr. Nunan formerl, was 
with Steinman Stations in Lancaster 
Pa., with responsibilities for 
opération, sales and programing 


H. George Carroll, station man. 
ager of WNBF-AM-FM-TV Bingham. 
ton, N.Y., appointed operations man. 
ager of KFRE-AM-FM-TV Fresno 
Calif. Both are Triangle stations. 


Overall 


Norman Hawkins, national sales 
manager for CKLW-TV Windsor, Ont. 
Detroit, appointed general sales man. 
ager. Charles E. Gunn, local sales 
manager of CKLW-TV, becomes gen. 
eral sales manager of CKLW. Previous. 
ly, he was general manager of KXLY. 
TV Spokane, Wash. 





Mr. GUNN Mr. HAWKINS 


Wendell Mayes Sr., A. Louis Read, 
and Harold Thoms, named to Plans 
Committee of Radio Advertising Bu- 
reau, N.Y. Mr. Mayes is president of 
Wendell Mayes Stations, Mr. Reed, vp 
and general manager of WDSU Broad- 
casting Corp., Mr. Thoms is president 
of Harold H. Thoms Stations. 


Alfred N. Greenberg, formerly di- 
rector of advertising and pr for Tele- 
PrompTer Corp., N.Y., joins CBS Radic 
as manager of stations promotion serv- 
ices for owned outlets. 


Thomas Stanwood, formerly air 
personality at WSBA York, Pa., joins 
WAQE-AM-FM Baltimore as program 
director. 


Jim DeCaro, formerly salesman for 
KFSD San Diego, named station man- 
ager of KPRO Riverside, both Cali- 
fornia. Russ Barnett, news director of 
KPRO in 1957-58, rejoins station in 
same capacity following 
KORD Pasco, Wash. 


Perry S. Samuels, formerly account 
executive at WMCA New York, ap- 
pointed general manager of WBNY 
Buffalo, N.Y. 


service at 


Al Racco, formerly 
account executive at 
KNX Los Angeles, 
appointed general 
manager of KLAC- 
AM-FM, that city. 
Mr. Racco began his 
radio career with 
KLAC in 1952 as - 
sales service repre- Mr. Racco 
sentative, and later, account executive. 
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The FBI last 
week asked 
broadcasters to 
be on the look- 
out for a for- 
mer radio ad- 
vertising sales- 
man who is 
wanted for mail 
fraud and bail 
jumping in Boston. The fugitive 
is Donald F. Thayer (see photo) 
who is known to have been a time 
salesman from 1951 to 1953 and 
is suspected by the FBI of having 
since worked in radio or adver- 
tising. Thayer was arraigned in 
federal court in Boston July 21, 
1953, on charges of fraudulent 
interstate transactions, mail fraud 
and conspiracy and was released 
on bond. When he failed to ap- 
pear for a court hearing on Feb. 
14, 1955, a warrant was issued 
for his arrest. A federal grand 
jury indicted him later for bail 
jumping. Thayer was born Jan. 
18, 1904, in Malden, Mass. He 
is 5 feet 10 inches tall, weighs 
170-180 pounds and has a ruddy 
complexion. 





THAYER 











Armin N. Bender, in sales depart- 
ment of WROC-TV Rochester, N.Y., 
promoted to assistant sales manager. 


Walter E. Bartlett, 
acting general man- 
ager of WWLC Co- 
lumbus, Ohio, since 
death of James Leon- 
ard (BROADCASTING, 
June 20), appointed 
general manager. Pre- 
viously he was sales 
manager of WWLC. 


Kent Fredericks appointed account 
executive for WXYZ-TV Detroit. Jan 
Coil, radio traffic manager, promoted 
to local sales service manager. 


Jerry O’Brien joins WICE Provi- 
dence, R.I., as account executive. He 
formerly was president and treasurer of 
Sports Nets Inc. of Rhode Island. 





Mr. BARTLETT 


Jay Walters, formerly of Dancer- 
Fitzgerald-Sample, N.Y., joins N.Y. 
sales staff of Harrington, Righter & 
Parsons. Richard Gardner joins firm’s 
Chicago office. He was with Weed Tel- 
evision Co., that city. 


George C. Carpenter Ill, formerly 
local-regional sales representative for 
WOW-TV Omaha, Neb., to KCRG-TV 
Cedar Rapids, Iowa, as general sales 
Manager. 
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Howard Reifsnyder, formerly as- 
sistant producer at NBC, joins sports 
department of CBS News as producer- 
director. Previously, he was with Young 
& Rubicam, N.Y. 


Dick Allen, formerly air personality 
at WALT Tampa, to WLCY Tampa- 
St. Petersburg, Fla., as associate pro- 
gram director. Murph McHenry, air 
personality at WLCY, promoted to 
news director. 


Malcolm B. Laing, formerly regional 
manager of tv station relations at ABC, 
joins NBC in similar capacity. 


Vern Jones on news staff of WAVY- 
AM-TV Norfolk, Va., promoted to 
news director. Previously, he held 
similar position for WHYN-AM-TV 
Springfield, Mass. 


Richard Beesemy- 
er, with CBS Spot 
Sales, N.Y., rejoins 
KNXT (TV) Los An- 
geles as sales man- 
ager. He had been ac- 





count executive at 

station from 1956-58 

before joining CBS MR. 
Spot Sales. BEESEMYER 


Allen Long, formerly of Dancer- 
Fitzgerald-Sample, N.Y., joins Avery- 
Knodel, that city, on tv sales staff. 


Kenneth L. Miller joins KABC sales 
staff as account executive. 


Howard Zacks and Edwin Charles, 
formerly manager of WLLY Rich- 
mond, Va., and KENT Shreveport, 
La., respectively, join WKAT Miami 
as account executives. 


Norman Holve, sales coordinator at 
WAVY-TV Norfolk, Va., promoted to 
account executive. Al Owens appoint- 
ed peninsula representative for WAVY- 
AM-TV. James Boswell joins station 
as air personality. 


Chap Rollins joins KXO El Centro, 
Calif., as assistant manager. He will 
be in charge of local sales and will host 
own show. 


Don Bennet, formerly account exec- 
utive at KOYN Billings, Mont., to 
KWRL Riverton, Wyo., as commercial 
manager. 


Robert D.J. Leahy, 
formerly member of 
FCC staff for 24 years 
until retirement in 
1958, appointed man- 
ager of business af- 
fairs for WSUN-AM- 
TV St. Petersburg, 
Fla. He was FCC’s 
chief investigator and 
financial advisor to Broadcast Bureau. 


Mr. LEAHY 
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William Venell, director of sales de- 
velopment for WPBC Minneapolis-St. 
Paul, promoted to national sales man- 
ager. Previously, he was assistant sales 
manager at WHO Des Moines, Iowa. 


Perry Lafferty, CBS-TV writer-pro- 
ducer, named producer of Person to 
Person for new season. 


James K. Ward, formerly in promo- 
tion department of Cleveland Plain 
Dealer, joins WGAR, that city, as sales 
promotion manager, succeeding Dale 
F. Palmer who now is in charge of 
national sales. 


Joan Ward joins KQED (TV) San 
Francisco as assistant to director of 
promotion and publicity. 


Bob Link promoted from production 
supervisor to production manager at 
WBBM-TV Chicago. 


Jack Macdonald, formerly with 
Cole & Weber Adv., Seattle, Wash., 
joins KVI, that city, as director of pro- 
motion. 


James Light Jr., formerly with 
WMVA Martinsville, Va., to WBIG 
Greensboro, N.C., as announcer-tech- 
nician. 


Robert Alan Aurthur, NBC-TV 


YOUR B.R.F. 
UP TO DATE? 









Here’s the latest on WFBR coverage, 
programming, air personalities, mer- 
chandising support, special features, 
and market data. WFBR Brochure 
includes results of a Pulse qualitative 
survey of the Baltimore audience. 

Write direct or ask your John Blair repreventative 
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Students * Tom W. Judge, director 
of CBS-TV Production Sales, CBS- 
TV Network (c), and Fred Ruegg, 
general manager of KNXT (TV) 
Los Angeles (r), talk things over 
with Hoke S. Simpson, director 
of Columbia U.’s 16th annual 
program in business administration. 
The executive program, a six-week 























































(June 12-July 23) course of study 
for senior executives, is part of the 
Graduate School of Business and 
has been described as “a concen- 
trated short-term program covering 
problems in international adminis- 
tration, economic forces affecting 
business leadership, and_ effective 
executive action.” 











writer-producer, signs new contract to 
produce three original dramas for fall 
season. 


James Collis joins news staff of 
WDAU-TV Scranton, Pa. 


Lisle Shires, formerly WHO Des 
Moines; Tom Murray, WDSM-AM- 
TV Duluth, Minn.; Ed Vennon, WLOI 
LaPorte, Ind., and Vito Frank, United 
Press International, all to news staff at 
WITI-TV Milwaukee, Wis. 


Dick Ford, formerly news director 
at WPTZ-TV Plattsburgh, N.Y., to 
WSAZ-TV Huntington, W.Va., as 
member of news staff. 


Mel Knoepp joins KFMB San Diego 
as staff announcer. 


Herb Shein, formerly air personality- 
program director of WBAZ Kingston, 
N.Y., to WGHO, that city, as an- 
nouncer. 


Frank Pierce, formerly meteorologist 
with U.S. Air Force for 25 years, joins 
weather staff of WLW-AM-TV Cin- 
cinnati. 


Joe Niagara, formerly air _per- 
sonality at WIBG Philadelphia, to 
KBIG Catalina, Calif., in similar ca- 
pacity. 


Gordon Spencer, formerly of Con- 
cert Network, N.Y., joins WHLI Hemp- 
stead, N.Y., as staff announcer. 


Carlyle Stevens, assistant operations 
manager at WGN-TV Chicago, ap- 


pointed continuity director. Bill Hitch- 
cock, continuity director, named con- 
tinuity coordinator. 


Programming 


Herbert Pearson, vp in charge of 
sales for Heritage Productions, N.Y., 
named executive vp. 


Wynn Nathan re- 
signs as vp and board 
member of MCA-TV 
Ltd. and MCA Inter- 
national to open ty 
producers’ representa- 
tive company in New 
York. Location for 
the new firm, as yet 
unnamed, is 550 Fifth 
Ave. Telephone: Judson 6-5363. Branch 
Offices will be established in Beverly 
Hills, Calif., and Chicago, according to 
Mr. Nathan. He joined MCA-TV in 
1954, following position as vp in charge 
of sales for United Television Pro- 
grams, later purchased by MCA-TV. 


Richard Jacobson, formerly station 
manager of KLAS-TV Las Vegas, 
Nev., joins RKO General, N.Y., as di- 
rector of eastern sales development. 





Mr. NATHAN 


Russell Karp, in Screen Gems, N.Y., 
legal department, named director of 
contract negotiations and assistant sec- 
retary of company. 


Stanley M. Swinton, world service 
general news editor of Associated Press 
since 1957, named world services direc- 
tor. 
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Ev Wren, formerly manager of Sky- 
way Adv., Denver, forms own com- 
pany, Ev Wren Radio-TV Productions, 
that city. 


Robert Pelgram, currently produc- 
ing South of the Border, joins Bill Bur- 
rud Productions as creator of new 
properties. 


William Ashworth, account execu- 
tive assigned to United Artists Assoc. 
national sales division, transfers to 
eastern sales division. 


Equipment & Eng’ring 

Thomas C. Clark, assistant vp and 
general manager of Los Angeles division 
of Houston Fearless Co., promoted to 
vp. 


Dr. Martin Schil- 
ling, vp of govern- 
ment programs and 
planning for Raytheon 
Co., Needham, Mass., 
promoted to vp of 
engineering and re- 
search with overall 
responsibility for co- 
ordination and guid- 
ance of company’s 12 operating divi- 
sions in U.S., Canada and overseas. He 
joined Raytheon in 1958 following 
service as chief of project management 
staff of Army Ordnance Missile Labs 
Research and Development Div., Red- 
stone Arsenal, Huntsville, Ala. Leon- 
ard D. Sullivan, appointed senior cor- 
porate representative in Washington, 
D.C., for Raytheon. 


Dr. SCHILLING 


Neff Cox Jr. promoted from as- 
sistant sales manager to merchandising 
manager for broadcast equipment di- 
vision of Sarkes Tarzian Inc., Bloom- 
ington, Ind. F.R. (Russ) Ide named 
marketing manager. 


Frederick S. Kerr and Chester J. 
Penza named sales engineers for Semi- 
conductor Div. of Sylvania Electric 
Products Co., Woburn, Mass. Mr. Kerr 
will handle New England area and Mr. 
Penza will cover lower Connecticut, 
New York and New Jersey. 


Ed Straw becomes industrial and 
commercial representative for Crown 
International, subsidiary of Radio and 
Electronics Corp., Elkhart, Ind. He 
will cover New York. 


E.E. Ferry, pr director of Hoffman 
Electronics Corp., Los Angeles, ap- 
Pointed manager of Western Electronic 
Manufactures Assn. (WEMA). Group 
8 Composed of more than 300 elec- 
tronic firms in 11 western states. 


René Snepvangers, formerly of 
Fairchild Recording Equipment Corp., 
joins Electro-Sonic Labs, Long Island 
City, N.Y., as director of engineering. 
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Campbell rites 


Funeral serv- 
ices were held 
in suburban Win- 
netka (Chicago) 
last week for 
Chesser M. 
Campbell, 62, 
president of 
Tribune Co. : 
(WPIX [TV] Mr. CAMPBELL 
New York and WGN-AM-TV 
Chicago) and publisher of Chi- 
cago Tribune. Cause of death 
was apparent heart attack, suf- 
fered while on fishing vacation 
in Baie Comeau, Quebec. Mr. 
Campbell started with Tribune 
as salesman for Paris edition in 
1921, rising to advertising man- 
ager in 1935, position he held un- 
til 1949. He was elected treasurer 
of Tribune Co. in 1946, vp in 
1951 and president in 1955, suc- 
ceeding late Col. Robert R. Mc- 
Cormick. At time of his death, 
Mr. Campbell was on boards of 
WGN Inc. and WPIX Inc., was 
director and vp of Newspaper 
Adv. Executives Assn. and board 
member of American Newspaper 
Publishers Assn. 











Howard P. Munday named training 
and communications coordinator for 
CBS Electronics. 


Government 


Robert M. Parrish appointed exec- 
utive director of Federal Trade Com- 
mission, effective immediately. He has 
been FTC secretary since April 1954, 
serving as chairman of commission’s 
Merger Task Force from April 1955 
to January 1956. Basil J. Mezines 
named to newly-created post of asso- 
ciate executive director. He has been 
serving as acting executive director 
since the resignation last March of 
late Harry A. Babcock. Mr. Mezines 
has been with FTC since 1949. 


William H. Bauer, who retired as 
FCC patent attorney in 1957, leaves 
Washington law firm of Watson, Cole, 
Grindle and Watson, to devote full 
time to practice before U.S. Patent 
Office and related matters. 


International 


Ray Gilbert, formerly vp in charge 
of marketing at Young & Rubicam Ltd., 
to Leo Burnett Co. of Canada Ltd. as 
vp, account supervisor and member of 
operating committee. He will supervise 
Salada-Shiriff-Horsey and Green Giant 


accounts in Canada out of agency’s 
Toronto office. 


Harold N. Butler, managing director 
of VOCM St. John’s, Nfid., named man- 
aging director of new 1 kw station at 
Corner Brook, Nfid., recently licensed 
to Humber Valley Broadcasting Co. 
Joseph V. Butler, vp and station man- 
ager of VOCM succeeds his brother as 
managing director. 


Spencer Moore, Ottawa regional di- 
rector of programs of Canadian Broad- 
casting Corp., named CBC representa- 
tive in London (Engiand), succeeding 
Don Bennett. Mr. Moore will do 
liaison work with British Broadcasting 
Corp. 


Michael Hind- 
Smith, formerly CBC 
tv producer, named 
manager of CBLT 
(TV) Toronto, key 
CBC English-language 
network originating 
station. He will be re- 
sponsible for new de- Mr. 
velopment in _ local HInD-SMITH 
programming and sales promotion. 


4\GHT BUDGET 2 


RENT 
CAMERA LENSES 


Now! If you are working on a 
-tight budget, but want to make 
a tremendous showing at.a small 
outlay ... your T.V. station can 
RENT the World’s, finest Lenses 
from B & J. Extensive selection! 
Off-the-Shelf Delivery! Pioneers 
in T.V. Optics—since 1936! 


TV and CINE’ OPTICS 
UNLIMITED!! 


For Color and 
Black and White 


| 
| 
| 
| 
| 
| 
| . . + Choice of Focal-lengths, Aper- 
| tures and Speeds direct FROM B & J 
| STOCK, or Special Custom Fittings 
| from B & J’s Modern Lens Lab. B & J 
| is prepared to meet the most exacting 
| needs of your TV Stations NOW! 
| Widest selection of Cine 
| Lenses — 16mm (Pathe’, 
| Filmo, Bolex, etc.) and 
| 35mm (Eyemo — Mitch- 
ell) — Normal, Wide- 
| Angie, Telephoto, Zoom! 
Write for Special 8 page 
Optics and Accessories Listing. 


| 

| FREE—132 pg. catalog of 
| Photo Equipment, Lenses and 
| 
' 


Accessories, for the Profes- | 
sional! 7 
BURKE & JAME 


321 S.Wabash Chicago 4, Iilinois 
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Station Authorizations, Applications 


As Compiled by BROADCASTING 


July 7 through July 13. Includes data on new stations, changes in existing 
stations, ownership changes, hearing cases, rules & standards changes and 
routine roundup. 


Abbreviations: 


DA—directional antenna. cp—construction 
permit. ERP—effective radiated power. vhf 
—very high frequency. uhf—ultra high fre- 
quency. ant.—antenna. aur.—aural. vis.— 
visual. kw—kilowatts. w—watts. mc—mega- 
cycles. D—day. N—night. LS—local sunset. 
mod.—modification. trans.—transmitter, unl. 
—unlimited hours. kc—kilocycles. SCA— 
subsidiary communications authorization. 
SSA—special service authorization.—STA— 
special temporary authorization. SH—speci- 
fied hours. *—educational. Ann. Announced. 


Existing Tv Stations 
ACTIONS BY FCC 


WEEK-TV Peoria, lll.—Returned requests 
for STA to operate on ch. 25 (WIRL-TV per- 
mittee) and for waiver of 90-day provisicn 
of Sec. 1.331(b), and dismissed application 
for mod. of cp to change from c 43 to 
ch. 25. Comr. Hyde and Lee dissented. Ann. 
July 8. 

WNEM-TV Bay City-Saginaw, Mich.—De- 
nied request for waiver of Sec. 3.652(a) to 
permit it to identify itself as Bay City-Sagi- 
naw-Flint station. Comrs. Hyde and Craven 
dissented. Ann. July 8. 

APPLICATION 


KVDO-TV Corpus Christi, Tex.—Cp to 
oa ge ency from ch. 22, 518-524 mcs. 
to ch 0-66 mes.; ERP from vis. 16.6 
kw, Ky 8.91 kw to vis. 100 kw, aur. 50 kw; 
change trans. and studio locations from 409 
South Staples St., Corpus Christi, Tex., to 2 
miles south of Petronila, near Corpus 
Christi, Tex.; change type of trans. and ant.; 
changes in ant. system and ant. height above 
average to 616 (Re = waiver of- sec. 
3.613 of rules). Ann. July 


New Am Stations 
ACTIONS BY FCC 

Liberal, Kan.—The vue Enterprise Inc., 
Granted 1470 ke, 500 w D. P.O. address Box 
432 Alva, Okla. Estimated construction cost 
$17,300, ‘frst yew operating cost $19,270 
revenue $43,000. W: Bowman Jr. (56.8% 
furs. is in radio-tv sales and service. Ann. 
Ju 

William R. Packham, Hendersonville, N.C.; 
WPCC Clinton, S.C.—Designated for consoli- 
dated hearing — of Mr. Packham 
for new am sta to operate on 1410 kc, 
500 w, D, and WPCC to increase power from 
500 w to 1 kw. continuing bvperation on 1410 
ke, D; made party respondent with 
respect to its existing operation. Ann. July 


“San Antonio, Te re Bestrs. Granted 
1400 kc, 1 kw D. P.O. address Tucson Inn, 
Tucson, Ariz. Estimated —— cost 
$16,195, $50 » - operating cost $36,000 
revenue $50. Owners are y By A.V. 
Bamford (each 49%) and Betty Odom and 
Maxine Bamford (each 1%). Mr. Odom is 


49% owner of KMOP Tucson, as is Mr. Bam- 
ford. Housewives Odom and Bamford are 
each 1% owners of KMOP. Ann. July 13. 


APPLICATIONS 


Agana, Guam—Guam Bcstrs. Inc., 990 kc, 
1 ze unl. = O. address 5293 Oio Drive, Hon- 
olulu 16, Hawaii. Estimated construction cost 

500, first year operating cost $60,000, rev- 
enue $75,000. Principals include Thomas F. 
Hollinger, 32.5%, Joseph Flores, 30%, and 
others, Mr. Hollinger is manager of KPOI 
Honolulu. Mr. Flores is in savings and loan 
business. Ann. July 13. 

Hohenwald, Tenn.—Hohenwald Bestg. 
Corp., 1150 ke, 500 w, kw D. P.O. address 
% Malcolm L. Barrett. Estimated construc- 
tion cost $20,149, first year operating cost 
$24,000, revenue $25,000. Applicant is Mal- 
[P= i Barrett, real estate operator, Ann. 

uly . 

Lovell, Wyo.—BGH Corp., 1050 kc, .250 kw 
D. P.O. address % A.D. Gaddis, 231 E. Main, 
Lovell, Wyo. Estimated construction cost 
$14,500, first year operating cost $18,000, 
revenue $24,000. Principals include A.D. 

Gaddis, 50%, Conrad E. Bales and Joe C. 
Henry, 25% each. Mr. Gaddis, who formerly 
held interest in KIML Gillette, Wyo., is in 
electronics. Messrs. Bales and Henry are 
stockholders in KWIV Douglas and KIML 
Gillette, both Wyoming, and KIMB Kimball, 


’ Neb. Ann. July 13. 
' Existing Am Stations 


ACTIONS BY FCC 

Radio Carmichael, Sacramento, Calif.; 
Redwood City Bestg. Co., Palo Alto, Calif.; 
KVON Napa, Calif.; KSAN San Francisco, 
Calif.; Trans-Sierra Radio, Roseville, Calif. 
—Designated for consolidated hearing appli- 
cations for new am stations to operate on 
1430 ke, DA-D—Radio Carmichael and 
Trans-Sierra with 500 w, and Redwood City 
with 1 kw; KVON to change operation on 
1440 ke from 500 w, DA-1, unl. to 500 w, 1 
kw-LS, DA-2, unl. and KSAN to increase 
daytime power from 250 w to 1 kw, con- 
ad operation on 1450 kc, 250 w-N_ made 
KM Marysville; KSTN Stockton, KAGR 
Yuba City, KROG Sonora and KARM Fres- 
no, all California, parties to proceeding, and 


KVON Napa, party with respect to its ex-. 


isting operation. Ann. July 8. 

WGGG Gainesville, Fla.; WBML Macon, 
Ga.; WSOK Savannah, Ga.; WBHB Fitz- 
gerald, Ga.: WXLI Dublin, Ga.—Designated 
for hearing applications to increase daytime 
power from w to 1 kw, continuing op- 
eration on 1230 & 1240 kc, 250 w-N, in con- 
solidated proceeding with application of Ra- 
dio Station WAYX Inc., to increase daytime 
—'s of station WAYX Waycross, Ga., from 

w to 1 xw, continuing operation on 1230 
ke, 250 w-N; made WLAG LaGrange, WTWA 
Thomson, WWNS Statesboro, WBIA Augus- 
ta, WPAX Thomasville, all Georgia; WULA 
Eufaula, Ala.; WALD Waterloo, S.C.:: WSBB 
New Smyrna Beach and Madison, 
both Florida, parties to proceeding and 


EDWIN TORNBERG 
& COMPANY, INC. 


NEGOTIATORS FOR THE PURCHASE AND 
SALE OF RADIO AND TELEVISION STATIONS 


EVALUATIONS 
FINANCIAL ADVISERS 





made following stations parties with respect 
to their existing operations: WAYX B 

WSOK, WBHB and WXLI; order super- 
sedes Jan. 14, 1959 hearing order. with re- 
spect to issues only, Ann. a 

WMZJM Cordele, Ga.; WSNT, Sandersville, 
Ga.—Designated for ‘consolidated hearing 
applications to increase daytime power of 

JM from 250 w to 1 kw and WSNT from 
250 w to 500 w, both Lage ag operation 
on 1490 kc, 250 w-N; made WRLD Lanett, 
Ala.; WSFB Quitman, WSYL Sylvania, and 
WMRE Monroe, all Georgia parties to pro- 
ceeding. Ann. ow % 

KSCB Liberal, Kans.—Granted change on 
1270 ke from 1 kw, D, to 500 w-N, 1 kw-LsS, 
DA-N; engineering conditions. Chmn. Ford 
absent. Ann. July 8. 

WICY Malone, N.Y.—Granted increase in 
daytime power from 250 w to 1 kw, con- 
tinuing operation on 1490 kc, 250 w-N; re- 
mote ware permitted. Chmn. Ford absent. 
Ann. July 8 

WRSA; WSPN Saratoga Springs, N.Y.— 
By letter, commission denied joint petition 
to expedite processing of their appli- 
cations—WRSA (1280 kc, 1 kw ) to move 
to Troy and operate on 900 kc, 1 kw, D, 
and hg ty to change its facilities (900 kc, 
250 w, D) to those presently used by WRSA 
in ySaratoea (1280 ke, 1 kw_D). Ann. July 8. 

WHLF South Boston, Va.—Granted in- 
crease in daytime power from 250 w to 1 
kw, continuing operation on 1400 kc, 250 

w-N; engineering condition. Chmn. Ford 
absent. Ann. July 8. 

KOL-AM-FM Seattle; Wash.—Is being ad- 
vised that applications for (1) renewal of 
am license and (2) assignment of am license 
and fm cp to KOL Inc. indicate necessity 
of hearing because of programming vari- 
ance. Comr. Craven dissented. Ann. July 13. 


APPLICATIONS 


KVRH Salida, Colo.—Mod. of license to 
change hours of operation from unlmtd. to 
sone fed hours: Mon. thru Sat.: 6:30 a.m. 

7:30 p.m. Sunday: 7:45 a.m. to 5:45 p.m. 
(sae ke). Ann. July 12. 

WLBJ Bowling Green, Ky.—Cp to change 
from emplo ying DA-ND to DA-N. (1410 kc). 
Ann. July 

WGEM ts. Ill.—Cp to increase day- 
time power from 1 kw to 5 kw, changes in 
DA-D pattern (DA-1 to DA-2); and install 
new trans. (1440 kc). Ann. July 6. 

KRSC Othello, Wash.—Mod. of license to 
change hours of operation from unlmtd to 
specified hours: Mon. thru Sat.: 6:00 a.m. to 
6:00 p.m. Sunday: 8:00 a.m. to 4:00 p.m. Ann. 
July 12. | 


New Fm Stations 


ACTIONS BY FCC 


Anchorage, Alaska—Northern Tv Inc. 
Granted 105.5 mc, .751 kw. P.O. address 4th 
& Denali St., Anchorage, Alaska. Estimated 
construction cost $16,640, first year operat- 
ing cost $19,000, revenue $20,000. Principals 
include A. Hiebert, 675%, Jack M. 
Walden, 6.476%, and others. Northern Tv 
Inc. is licensee of KTVA (TV) Anchorage 
and KTVF (TV) Fairbanks. Ann. July 8. 

enor aN Alaska—Radio Anchorage Inc. 
Granted 102.1 mc, 3 kw. P.O. address Box 
1960 ee Alaska. Estimated construc- 
tion cost $10,234, first year operating cost 
$18,000, revenue . Principal appli- 
cants are J. Chester and Josephine Gordon, 

35.82% each. Radio Anchorage Inc. owns 
KBYR Anchorage and we Fairbanks, 
both Alaska. Ann. July 8. 

*Amherst, Mass. — WGBH mopentionns 
Foundation granted, 88.5 mc, 34.4 kw. P.O. 
address Western Massachusetts Bestg. Coun- 
cil, Amherst College, Amherst, Mass. Esti- 
mated construction cost $34, 050, first year 
operating cost $1,200. Educational, non-com- 
mercial. Ann. July 8. 

Westerly, R.I—Rhode Island-Connecticut 
Radio Corp., granted 103.7 mc, 17.5 kw. P.O. 
address 11 Railroad Ave., Westerly, R.I. 
Estimated construction cost $13,145. Prin- 
cipals are Dr. Augustine L. Cavallaro, 
62'2%, and Augustine L. Cavallaro Jr., 
5 oi a owners of WERI Westerly, R.I. Ann. 

uly 8. 

Dallas, Tex.—Merchants Bestg. System 
Inc., granted 94.1 mc, 4.82 kw. P.O. address 
€05 ‘Wynnewood Village North, Dallas, Tex. 
Estimated construction cost $16,768, first 
year operating cost $23,452, revenue $36,000. 
Principals include Mr. & Mrs. Charles E. 
Ames, 68.15%, Ellis D. Ames, 16.85%, and 
others. Charles Ames is in sound equipment 
sales. Ellis D. Ames ss owner of adjustment 
business. Ann. July 8 

Lynden, Wash —Sidney Baron, granted 
106.5 mc, 1.20 kw. P.O. address 525 Front 
St., Lynden, Wash. Estimated construction 
cost $6,820, first = operating cost $6,400, 
revenue $6,500. pplicant is in electronic 
equipment sales and service. Ann. July 8 
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Green Bay, Wis.—Green Bay Bcestg. Co., 
granted 98.5 mc, 2.85 kw P.O. address 225 
N. Adams St., Green Bay, Wis. Estimated 
construction cost $14,552. Principals include 
Ben A. Laird, 85%, and others, licensees 
of WDUZ Green Bay. Ann. July 13. 


APPLICATIONS 


Montgomery, Ala.—Fine Music Inc. 98.9 
me, 10 . P.O. address 1469 Ann St., Mont- 
gomery, Ala. Estimated construction cost 
$4,300, first year operating cost $6,000, reve- 
nue $7,000. Principals include Isaac E, Cohen, 
Ronald A. Martin, and Dwight M. Cleve- 
land, 3315% each. Mr. Cohen is in vending 
machines. Messrs. Martin and Cleveland are 
a of telephone company. Ann. July 
13. 


Visalia, Calif—Air Waves Inc. 92.9 mc, 
239 kw. P.O. address Box 1429 Visalia, 
i Estimated construction cost $8,801, 
first year operating cost $5,000, revenue 
$8,000. Applicant fm will duplicate its am 
outlet, KONG Visalia. Ann. July 13. 


Ownership Changes 


ACTIONS BY FCC 


KTVE (TV) El Dorado, Ark.—Granted as- 
signment of cp (on air) to Home Bestg. Co. 
(William H. Simons sole owner); consider- 
ation $1,100,000, subject to condition that 
assignment proposed herein not be con- 
summated until assignor has reduced exist- 
ing KRBB antenna structure located at 
north latitude 33° 07’ 40”, west longitude 
92° 38’ 28”, to level not to exceed overali 
height of 300 ft. above ground. Commission 
shall be advised in writing when above de- 
scribed tower has been reduced to height 
specified. Comr. Craven absent. Ann. July 8. 


KDEO El Cajon, Calif.—Granted (1) re- 
newal of license and (2) assignment of 
license to Tullis and Hearne Becstg. Co.; 
consideration $475,000. Howard L. Tullis and 
John P. Hearne together own KAFY Bakers- 
field, and KFXM San Bernardino; Tullis is 
majority stockholder in KEAP Fresno, and 
Hearne has interest in KVEN-AM-FM Ven- 
tura, and KUAM-AM-TV Guam. Comr. 
Craven absent. Ann. July 8. 

KNGS Hanford, Calif—Granted (1) re- 
newal of license and (2) assignment of li- 
cense to Kings Bestg. Corp.; consideration 
$360,000. John C. Cohan, assignee president, 
owns KVEC San Luis Obispo, and has in- 
terest in KSBY-TV San Luis Obispo, and 
KSBW Salinas, and KSBW-TB alinas- 
Monterey. Comr. Bartley not participating. 
Ann. July 13. 

KCVR-AM-FM Lodi, Calif.—Granted as- 
signment of license, cp and SCA George 
D. Snell, B. Floyd Farr and George M. 
Mardikian, d/b as Radio KCVR; considera- 
tion $157,500. Assignees have 75% interest 
in KEEN-AM-FM San Jose, Calif. Ann. 
July 13. 

KPSR (FM) Palm Springs, Calif.—Granted 
assignment of license, cp and SCA to KPSR 
Inc. (in which Richard Sampson has 20% 
interest); stock and note considerations. 
Comr. Craven absent. Ann. July 8. 

WBGC Chipley, Fla.—Granted assignment 
if license to Lee-San Corp. (John Sanders, 
 ‘_rcmeed consideration $20,474. Ann. July 


KCIJ Shreveport, La.—Granted transfer 
of control to Samuel R. David; considera- 
tion $85,000. Ann. July 13. 

WVMI Biloxi, Miss.—Granted assignment 
of licenses to New South Comm cations 
Inc. (M. F. Ka us, H. E. Sanders, Frank 
E. Holladay and Joseph W. Carson); con- 
sideration $100,000 and land lease for 10 
years at $200 per month with option to 
purchase for $15,000. Comr. Craven absent. 
Ann. July 8 

WDAF-AM-FM-TV Kansas City, Mo.— 
Granted assignment of am and tv licenses 
and fm cp to Transcontinent Tv Corp.; 
consideration $9,750,000. Comr, Bartley dis- 
sented. Assignee is licensee of WGR-TV 
Buffalo, and WROC- Rochester, both 
New York; owns KFMB-TV San Diego, and 
KERO-TV, Bakersfield, both California, and 
has 60% interest in WNEP-TV Scranton, Pa. 
Ann. July 13. 

KBBS Buffalo, Wyo.—Granted acquisition 
of positive control by Malcolm D. Wyman 
through purchase of 11.11% of stock for 
$2,850 to give Mr. Wyman 51.11% interest. 
Ann. July 13. 

KXLL Missoula, Mont.—Granted assign- 
ment of licenses to June Inc. (June \ 
Wilson, president); consideration $98,000 
and lease of land and buildings for $175 
per month with option to buy for $20,000 
Comr. Craven absent. Ann. July 8. 

KRTN Raton, N.M.—Granted assignment 
of license to Jay W. Howe and Marvin H. 
Shute, d/b as Raton Bestg. Co.; considera- 
tion $95,000. Ann. July 13. 


WIMK North Syracuse, N.Y.—Granted as- 
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cigmant of license to Sol Panitz and Barry 
Winton (WQSWN Charleston, S.C.); consider- 
ation $75,000 plus $50,000 not to compete for 
six years within 50 miles of Syracuse. Ann. 
July 13. 

WBTC Farmville, N.C.—Granted assign- 
ment of license from James H. and R.E. 
Mayo to Carl V. Venters Jr., and Herbert C. 
Wade Jr., d/b as Farmers Bestg. Co.; con- 
——— $35,000. Comr. Craven absent Ann. 

uly 8. 

KJAM Madison, S.D.—Granted assignment 
of license to Madison Bestg. Co. (Clare J. 
DeKoster, president); stock transaction. 
Ann. July 13 

WHLP Centerville, Tenn.—Granted trans- 
fer of control to Harold Flood and 0O.O. 
Smith; consideration $4000. Ann. July 13. 

WSNO Barre, Vt.—Granted assignment of 
cp to Robert I. Kimel and Bessie W. Grad 
(who own WWSR St. Albans); considera- 
tion $58,373. Comr. Craven absent. Ann. 
July 8. 

KEDO Longview, Wash.—Granted assign- 
ment of license to KEDO Inc. (Don L. 
Veith, LaVern L. Eaton, Marvin E. John- 
son); consideration rental of $600 per 
month. Ann. July 13. 

KUDY Renton, Wash.—Granted transfer 
of negative control from Music Concessions 
Inc., to KWG Bestg. Co.; consideration 
$56,000 for half interest. Comr. Craven ab- 
sent. Ann. July 8 


, APPLICATIONS 

WAPI-AM-FM-TV_ Birmingham, Ala.— 
Seeks assignment of license from Alabama 
Bestg. System Inc. to Newhouse Bestg. 
Corp., subsidiary merger into parent corpo- 
ration with no financial consideration in- 
volved. Ann. July 13 

WSLA-TV Selma, Ala.—Seeks assignment 
of cp from Deép South Bestg. Co. to Selma 
Tv Inc., change in corporate name. No fi- 
nancial consideration, no change in stock- 
holders. Ann. July 13. 

KBLU Yuma, Ariz.—Seeks assignment of 
license from Desert Bestg. Co. to Robert W. 
Crites for $13,450. Mr. Crites, partner in 
KBLU previous to this assignment, is 50% 
owner of KAPP Redondo Beach, Calif. Ann. 
July 12. 

KWKW Pasadena, Calif.—Seeks assign- 
ment of license from Southern California 
Bestg. Co. to KWKW Inc. for $700,000. Pur- 
chasers are John F. and Georgiene A. 
Mally, 70%, and Stanley G. and Theresa 
Loewy M. Breyer, 30%, owners of KLIQ 
Portland, Ore. Ann. July 13. 

KTIP Porterville, Calif.—Seeks transfer 
of control of Gateway Bestrs Inc. from 
Gareth F. Garlund, Ann2 White Garlund, 
Henry C. Lindgren and Leo G. McClatchy, 
25% each, to same principals, 15.15% each 
= Robert J. Byrne, 30.30% and Lawrence 

. Cotta, 9.10% by new stock issue of 130 
shares at $100 per share. New stockholders 
are employes of KTIP. Ann. July 13. 

KOBY-AM-FM San_ Francisco, Calif.— 
Seeks assignment of license (am) and cp 
(fm) from Mid-America Bestrs. -Inc. to 
Gordon Bestg. of San Francisco Inc. for 
$600,000 in cash or $700,000 in terms. Pur- 
chaser is Sherwood R. Gordon, owner of 
KBUZ-AM-FM Mesa, Ariz. and KSDO San 
Diego, Calif. Ann. July 13. 

KPEN (FM) San Francisco, Calif.—Seeks 
assignment of license from Peninsula FM to 
Pacific FM Inc. Kenneth F. Warren, 25% 
owner with Garry M. Gielow, James J. Gab- 
bert and John S. Wickett, withdraws from 
partnership. His interest in firm equally 
divided among remaining partners at 3345% 
each, change to corporation. Mr. Warren 
we $12,000 for his interest Ann. July 


WTYS Marianna, Fla.—Seeks assignment 
of license from Jack Howard Mann to 
dames W. Tate for $37,750. Purchaser has 
et in WEKR Fayetteville, Tenn. Ann. 
uly 13. 


WNSM Valparaiso-Niceville, Fla._-Seeks 
assignment of license from Bay Bestg. Co. 
to Bay County Bestg. Co. for $55,725. Pur- 
chaser is E.L. DuKate, owner of CF 
Panama City, Fla. Ann. July 11. 

WVOP Vidalia, Ga—Seeks transfer of 
control of Vidalia Bestg. Co. from M.F. 
Brice and R.E. Ledford, equal partners to 
R.E. Ledford and T.H. Brice, executor of 
estate of M.F. Brice, deceased, equal part- 
ners. No financial consideration involved. 
Ann. July 13. 

WDAN-TV Danville, Ill—Seeks assign- 
ment of license from Northwestern Pub- 
lishing Co. to Plains Tv Corp. for $75,000. 
Plains Tv Corp., group headed by Elmer 
Balaban, is 50% owned H&E Balaban Corp. 
Transcontinental Properties Inc. owns _ re- 
maining 50%. Plains is licensee of WICS 
(TV) mp and is owner of WCHU Inc., 
licensee of WCHU-TV Champaign, both Illi- 
nois. Plains is also owner of Connecticut 
Tv Inc., licensee of WHNB-TV New Britian, 
Conn. Ann. July 12. 
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With The RCA 
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AM Transmitter . 


The ability of the BTA-1R 1000- 
watt AM transmitter to achieve 
and maintain a higher average 
level of modulation assures more 
program coverage. Simplified tun- 
ing, ease of installation, built-in 
provisions for remote control, and 
low operating cost make the RCA 
Type BTA-1R your best trans- 
mitter buy. 


Color styling adds harmony to 
station decor—a choice of red or 
umber gray. Whatever your equip- 
ment needs—SEE RCA FIRST! 


Write for complete informa- 
tion and descriptive literature to 
RCA, Dept. JC-22, Building 15-1, 
Camden, New Jersey. 
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WALP-AM-FM Lexington, Ky.—Seeks 
transfer of control of WLAP Radio Inc. 
from ohn B. Poor, sole owner, to 
Thoroughbred Bestg. Co. for $230,000. Pur- 
chaser is William R. Sweeney, former 
er in WBNC Conway, N.H. Ann. 
uly 1 

WSOC Charlotte, N.C.—Seeks assignment 
of license from Carolina Bestg. Corp. to 
Henderson Belk for $200,000. Purchaser has 
eres in WGUS North August, S.C. Ann. 
uly 1 

KTES-TV Nacagdoches, Tex.—Seeks as- 
signment of license from East Texas Bestg. 
Co. to G.P. “Pat” pooamrs for $5,000 and 
assumption of all liabilities. Mr. or 


owns business colleges. Ann. July 8. 
KKSN Grand Prairie, Tex.—Seeks assign- 
pee ss 3" from Kissin’ Radio Inc. to 


-TV Cincinnati, Ohio; WTMP Tampa, 
Pia. WLOU Louisville, Ky.; WMBM South 
Miami, Fla.; WVOL Berry Hill, Tenn.; 
WYLD New Orleans, La. and WTAM-TV 
Louisville. Ann. July 12. 


Hearing Cases 


FINAL DECISIONS 


@ By order, commission made effective 
immediately initial decision of May 31 and 
— applications of H and R Electronics 

and North Carolina Electronics Inc., 
for new daytime am stations to operate on 
1550 ke, 1 kw, in Greenville and Raleigh 
both North Carolina, respectively, and dis- 
missed application of Poston-Larson Bestg. 
Co. for new 500-w daytime station on same 
frequency in Graham, N.C. Comr. Bartley 
dissented. Ann. July 13. 

a By order, commission made effective 
intmediately initial decision of May 27 and 
denied, for failure to prosecute, application 
of Greentree Communications Enterprises 
Inc., for naw tv station to operate on 
~ 2 in PS we Ariz. Ann. July 13. 

~ £. der, commission made effective 
initia decision of January 13 and granted 
Sherrill C. Corwin mod. of cp for KGUD- 
FM Santa Barbara, Calif. to change trans. 
site, increase ERP from 29.5 to 30.7 kw and 
ant. height from minus 800 to 2,939 ft. which, 
on March 2, was stayed by commission 
pending further review. Ann. July 13. 


INITIAL DECISION 


@ Hearing Examiner H. Gifford Irion is- 
sued initial decision looking toward grant- 
ing application of Frank James for new 
class fm station to operate on 107.7 mc 
in Redwood City, Calif. Ann. July 11. 


OTHER ACTIONS 


@ By decision, commission granted appli- 
cation of Ho Cc and G. Russell 
Chambers, d. e Bestg. Co., for 
we ay am station to operate on 1590 kc, 
DA, in Carnegie, Pa., and denied 
mutually exclusive application of John J. 
Keel and Lloyd 3 mnis Jr., d/b as 
Jeannette Bestg. Co., for similar facilities 
with 500 w in eannette, Pa. Comr. Bartley 
not Ss Comr. Cross dissented 
with statement. Examiner's initial decision 
of Nov. 12, 1959, looked toward this action. 
Ann. July 7. 
ge By memorandum opinion and order, 
comission denied in all respects June 21 
ea ae by Price Bestrs. Inc., Frederick, 
for “prior or simultaneous considera- 
tion, or for consolidation, ‘and/or for other 
relief” in proceedings involving Price and 
other am a, = Gettysburg- 
Frederick area. Ann. — My 
* By decision, . on “ranted appli- 
cation of Musical Heights for new 
daytime am station to operate on 1370 kc, 


500 w, DA, in Braddock Heights, Md. Comr. 
Bartley not ee Ba initial 
decision of ae. looked toward 
denial. Ann. July 7. 
memorandum ——- and order, 
commission dismissed Aug. 15, 1957 protest 
by Philco Corp. to July 18, 1957 conditional 
— of renewal of licenses of National 
Ratiy en Philadelphia, Pa., stations WRCV- 
3) and auxiliaries. Comr. 
Bartley enraek Comr. Cross not partici- 
pating. (June 19, 1958 Court of ppeals 
decision reversed commission’s Sept. 11, 
1957 previous dismissal of Philco protest and 
remanded case to commission, and Supreme 
Court on Jan. 26, 1959 denied NBC petition 
for writ of certiorari. Oral argument was 
thereafter held on Oct. 8, 1959 
mission.) Ann. July 7. 

a By memorandum opinion and order ay 
joint petition by Palmdale Bcstrs. (KUTY 
Palmdale, Calif., and Voice of Orange Em- 
pire Inc., (KWIZ) Santa Ana, Calif., com- 
mission (1) reconsidered and fein with- 
out hearing application of KWIZ to increase 
daytime power from 1 kw to kw and 
change from DA-N to DA-2, continuing 
operation on 1480 ke with 1 kw-N, en, 
neering condition, and (2) retained appli- 
cation of KUTY to increase power from 1 
kw to 5 kw, continuing operation on 1470 
ke, D in hearing status for future con- 
solidation on interference issues with pro- 
posal of KTYM Inglewood, Calif., to im- 
ove facilities on 1460 kc, if such consoli- 
dation is found necessary. Ann. July 7. 

a By memorandum opinion and order, 
commission denied petition and supplement 
by Independent Bestg. Co., Darien, Conn., 
for clarification and enlargement of issues 
in proceeding on its application and High 
Fidelity Music Co., Port Jefferson, N.Y., for 
new fm stations. Ann. July 7. 

gw By memorandum opinion and order, 
commission granted joint petition by pro- 
testant John A. Barnett (KSWS-TV, Ch. 
8) Roswell, N.M., and Microrelay of New 
Mexico Inc., dismissed protest, vacated stay 
of Dec. 16, 1959 grants to Microrelay for 
common carrier crowave tv rela ae oem 
to ca roy al of KOB-TV 
and KGG all Albuquerque, a TRos- 
well for distribution there by community 
antenna tv system, and terminated pro- 
ceedings. Comr. Bartley abstained from 
voting. Ann. July 7. 

w By memorandum ream @ ong order, 
commission denied petition OWBoy 
Bestg. Co. (KOWB) Laramie, Wyo., yt en- 
largement of issues in proceeding involv- 
— &.. oy ap lications by Laramie Bestrs. and 

ers yo. and Colo. KOWB, only exist- 
ing am rt in Laramie, is an intervenor. 
Ann. July 7. 

a By age am ge opinion and order, 
ocieniasion denied on by Raymond I. 
Kandel and Gus Za a for review of ex- 
aminer’s ruling denying them leave to 
amend their tottent on for new daytime 
am station to operate on 940 kc, 250 w, in 
Zanesville, Ohio, and affirmed examiner’s 
ruling. Application is one of some 30 in- 
volved in proceeding concerning proposed 
ya on 930, 940 and 950 ke. Ann. 

uly, 

ew By memorandum opinion and _ order, 
commission granted 7 by WMBO Inc. 
(WMBO) Auburn, N. to extent of making 
effective immediately initial decision of 
March 11, 1960, insofar as granting applica- 
tion of WMBO to increase daytime power 
from 250 w to 1 kw, age ae ~ — on 
1340 ke with 250 w, N. Ann. 

es By memorandum o te ioe order, 
commission granted tition by Charles E. 
Springer to extent of making effective im- 
mediately May 2 initial decision and grant- 
ing Springer’s application for new = sta- 
tion to operate on 1450 ke 250 w in 
Highland Springs, Va. subject to a 


fore com- 
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that he accept any objectiqnaite interfer- 
ence which may be caused to his operatior 
as a result of grant of still-pending appli- 
cation of James J. Williams seeking same 
facilities in Williamsburg, Va. May 2 initia) 
decision looked toward granting Springe: 
2 +: a and denying Williams. Ann 

uly 

a By memorandum opinion and order 
commission granted petition by Interna 
tional Bestg. Cor - 2 (KWKH) Shreveport, 
La., to extent of modifying decision of 
April 13 to include two special engineering 
conditions (concerning phase monitor and 
ant. pattern) in grant made at that time 
to Radio Dinuba Co. to change operation 
of latter’s am station KRDU in Dinuba 
Calif., from 1240 kc, w, unl. to 1130 
Ke, 1 kw, unl. DA. Chmn. Ford not par- 
ticipating. Ann. July 7. 

Commission consolidated into single 
pees separate am proceedings involving 

Mid-America Bestg. System Inc., Highland 
Park, Ill, et al and Chester Bestg. Co., 
Chester, il., et al and added following 8 
other applications for increased daytime 
power on 1400, 1450 or 1490 kc to same pro- 
ceeding: Booth Bestg. Co. (WJLB) Detroit, 
Mich.; Southern Michigan Becstg. Corp. 
(WELL) Battle Creek, Mich.; Knorr Bestg. 
phason (WSAM) Saginaw, Mich.; WSJM Inc. 
Nada St. Joseph, Mich.; Green Bay Bestg. 

WDUZ) Green Bay, Wis.; Racine Bestg. 
. (WRJIN) Racine, Wis.; WPFA Radio 
Inc. (WCVS) Sprin field, Ill.; and Paul A. 
—— (WCBQ) Whitehall, Mich. 

OT to proceeding are: WMAN 
Maat Ohio; WCER Charlotte, Mich.; 
WAMM Flint, Mich.; WTCM Traverse City, 
Mich.; WIMS Michigan City, Ind.; WRDB 
Reedsburg, _V Wis.; WRIG Wausau, Wis.; 
WRM gin, Ill; WGES Chicago, II1.; 
WAOV Vincennes, Ind.; WASK Layfayette, 
Ind.; WKEI Kewanee, Ill.; WHFC Cicero, 
Ill.; WMBD Peoria, IIl.; KIRX Kirksville, 
Mo.; KADY St. Charles, ‘Mo.; WDSG Dyers- 
burg. Tenn.; WOSH Oshkosh, Wis., and 

J Anna, Ill. 

This consolidates more than 50 applica- 
tions which raise questions of potential 
interference to more than 150 existing do- 
mestic stations and 3 Canadian stations. 
Ann. July 8. 

@ Designated for hearing on engineering 
proposal specified in reinstated application 
of Muskingum Bestg. Co., Zanesville, Ohio, 
new am station to operate on 940 ke, 

1 kw, DA-D, in consolidated proceeding in 
Michigan Bestg. Co.; dismissed engineering 
art of amendment submitted May 4 by 

uskingum; made following parties to pro- 


ceeding: KXJK Forrest Ci , Ark.; FB 
Middletown, Ohio; etroit, Mich.; 
KFVS Cape Girardeau, Mo.; WLIV Living- 
ston, Tenn WPEN Philadelphia, Pa.; 


WXLW Indiana olis, Ind.; WNCC Barnes- 
boro, Pa.; WS Jackson, Miss.; ESA 
Charleroi, Pa.; RP Greenville, Pa.; 
WFMD Frederick, Md.; WCNR Bloomsburg, 
Pa.; WHYL Carl isle, Pa., and WEOL Elyria, 
Ohio; made WPET, WMIX and WXGI par- 
ties with respect to their existing opera- 
tions; order supersedes Pa or Bestg. Co. 
hearing order of Oct. 21, 1959 and memo- 
randum opinion and Salites of May 31, with 
respect to issues only. Ann. July 8. 

w Voice of Three Rivers, Three Rivers, 
Mich.; Florence Bestg. Co., Florence, Ore.— 
By order, denied requests for waiver of 
Sec. (hh) of rules; new file numbers 
will os assigned their am applications as 
of date of their respective amendments for 
— e of frequency. Ann. July 8. 

y memorandum opinion and order, 
commission denied petition by Dodge City 
Bestg. Co. to consolidate its application for 
new am station to operate on 600 kc, 500 
w, DA-2, unl. in beral, Kans., with ap- 
plications of Plains Enterprise Inc., for new 
—— in Liberal, Kans., and Seward Coun- 

RSCB Liber to change operation of station 
Ki : beral. Chmn. Ford absent. Ann. 
uly 8 

@ By memorandum opinion and order, 
cofnmission denied motion by Illiana Tele- 
casting Corp. to schedule early argument 
in proceeding eeeeng Be application and 
that of Wabash Valley stg. Corp. (WTHI- 
TV) for operation on tv chn. 2 in Terre 
a Ind. Ann. July 13 


a By y decision, commission granted Cap- 
ital Cities Tv Corp. ep for new tv station 
to operate on chn. 10 in Vail Mills, N.Y. 
and denied competing application of Vet- 
erans Bestg. Co. Chmn. Ford and Comr. 
Bartley not participating; Comr. Cross con- 
curred with statement. Initial decision of 
Aug. 11, 1959 and staff instructions of May 
26, 1960 looked toward this action. Capital 
shifted chn. 10 operation of WTEN (TV) 
from Albany to Vail Mills under special 
1, 1800, US. gumeriyy issued in 1957. On July 
District Court denied request 
vy} Veterans | (WBET-TV chn. 10 Rochester, 
to stay WTEN’s ames temporary 
RN, Ann. July 1 
a By decision, caaeatiadiae, granted Jane 
a® Roberts license for daytime am station 
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PROFESSIONAL CARDS 














Offices and Laboratories 
1339 Wiscensin Ave., N. W. 


Member AFCCE 


JANSKY & BAILEY INC. 


Washington, D. C. FEderal 3-4800 


JAMES C. McNARY 
Consulting Engineer 
National Press Bidg., 

Wash. 4, D. C. 

Telephone District 7-1205 

Member AFCCE 


—Established 1926— 


PAUL GODLEY CO. 
Upper Montclair, N. J. 
Pilgrim 6-3000 
Laboratories, Great Notch, N. J. 
Member AFCCE 





GEORGE C DAVIS 


CONSULTING ENGINEERS 
RADIO & TELEVISION 


527 Munsey Bidg. 
STerling 3-0111 
Washington 4, D. C. 
Member AFCCE 








Everett L. Dillard, Gen. Mgr. 
WASHINGTON, 


ANSAS CITY, MO. 
Member AFCCE 


Commercial Radio Equip. Co. 


INTERNATIONAL BLDG. y" — 


P.O. — ibe 5302 


A. D. Ring & Associates 


3@ Years’ Experience in Radio 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFCCE 





GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 
930 Warner Bldg. National 8-7757 

Washington 4, D. C. 
Member AFCCE 





Lohnes & Culver 


Munsey Building _ District 7-8215 
Washington 4, D. C. 


Member AFCCE 











RUSSELL P. 


Member AFCCE 


MAY 
711 14th $t.,N.W. Sheraton Bldg. 
Washington 5, D.C. REpublic 7-3984 


L. H. Carr & Associates 
Consulting 
Radio & Television 
Engineers 
Washington 6, D. C. Fort Evans 
1000 Conn. Ave. Leesburg, Va. 
Member AFCCE 





KEAR & KENNEDY 
1302 18th St., N. W. Hudson 3-9000 
WASHINGTON 6, D. C. 
Member AFCCE 











GUY C. HUTCHESON 
P. O. Box 32 = CRestview 4-8721 
1100 W. Abram 
ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 
1405 G St., N. W. 


Republic 7-6646 
Washingten 5, D. C. 


Member AFCCE 


A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 
DALLAS 9, TEXAS 
Fleetwood 7-8447 


Member AFCCE 











LYNNE C. SMEBY 
CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
Oliver 2-8520 





GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
Communications-Electronics 
= : St re 

asl , ©. C. 
Executive 3-1 230" Executive 3.5851 
Member AFCCE 














WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 
Associates 


19 E. Quincy St. Hickory 7-2401 
Riverside, Ill. 


(A Chicage suburb) 


George M. Skiom, Robert A. Jones 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, California 
Diamond 2-5208 








JOHN B. HEFFELFINGER 
8401 Cherry St. —_Hiland 4-7010 


KANSAS CITY, MISSOURI 





JULES COHEN 
Consulting Electronic Engineer 
617 Albee Bidg. Executive 3-4616 
1426 G St., N. W. 
Washington 5, D. C. 
Member AFCCE 








CARL E. SMITH 
CONSULTING RADIO ENGINEERS 


Tel: JAckson 6-4386 P.O. Box 82 
Member AFCCE 


J. G. ROUNTREE 
CONSULTING ENGINEER 
P.O. Box 9044 
Austin 17, Texas 
Glendale 2-3073 








VIR N. JAMES 
SPECIALTY 
DIRECTIONAL ANTENNAS 
232 S. Jasmine St. DExter 3-5562 
Denver 22, Colorado 





JOHN H. MULLANEY 
Consulting Radio Engineers 
2000 P St., N. W. 
Washingten 6, D. C. 
Columbia 5-4666 
Member AFCCE 








A. E. Towne Assocs., Inc. 


TELEVISION and RADIO 
ENGINEERING CONSULTANTS 


420 Taylor St. 
Sen Francisce 2, Calif. 


PR. 5-3100 











PETE JOHNSON 


Consulting am-fm-tv Engineers 
Applications—Field Engineering 


Suite 601 Kanawha Hetel Bidg. 
Charleston, W. Va. Dickens 2-6281 








MERL SAXON 
CONSULTING RADIO ENGINEER 
622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NeEptune 4-9558 


NUGENT SHARP 
Consulting Radio Engineer 
809-11 Warner Building 


,, Associate Member 
Institute of Radio Engineers 

















Service Directory 











M. R. KARIG & ASSOCS. 
BROADCAST CONSULTANTS 

Engineering Applications 

Management Programming 


o- A of. 4 4 
rat ings, ¥. 
eee ee 4300 


JOHN H. BATTISON 
AND ASSOCIATES 
Consulting Engineers AM-FM 
SPECIALTY TV 


209A LaSalle Building 
1028 Connecticut ‘ey N.W. 
Verner S. 6, D. i. 











PRECISION FREQUENCY 
MEASUREMENTS 
AM-FM-TV 
COMMERCIAL RADIO 


MONITORING CO. 
103 S. Merket pn 
Lee‘s Summit, 





Phone Kanses City, on 1-2338 








CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 
SPECIALISTS FOR AM-FM-TV 

445 Cencord Ave., 


Cambridge 38, Mass. 
Phone TRowbridge 6-2510 











PAUL DEAN FORD 
Broadcast Engineering Consultant 


4341 South 8th Street 
Terre Havte, Indiana 


Crawford 4496 








JOHN A. MOSELEY 
ASSOCIATES 
RADIO REMOTE 


CONTROL SYSTEMS 
Box 3192, 
Santa Barbara, Calif. 
Woodland 7-1469 
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KCFI, 1250 kc, 500 w, DA, in Cedar Falls, 
Iowa with direction to file amendment to 
ep to conform latter with certain require- 
ments noted in license grant. Comrs. Hyde 
and Craven not peregrine: Comr. Bart- 
ley dissented. This grant is pursuant to staff 
instruction of Nov. 27, 1959; initial decision 
of May 28, 1959, looked toward denial. Ann. 
July 13. 

gw By memorandum opinion and order, 
commission, on petition of Elmira Star- 
Gazette Inc., severed from Fredericksburg, 


Va., pri ing and granted Elmira a ie 
cation bs * a daytime se of WENY 
Elmira, N.Y., from w to 1 kw, continu- 


ing operation on 1230 kc, 250 w-N, subject 
to engineering condition. Ann. July 13. 


ge By memorandum opinion and order, 
ocinmission ow motions by Myron A. 
Reck (WTR Sanford, Fla., and Zephyr 
Bestg. Corp., Zeph —— Fla., to extent 
of eleting issues proceeding on their 
applications, permitting Zephyr to file af- 
fidavits in lieu of hearing, and providing 
that grant to Zephyr shall be subject to 
interference from grant of Reck applica- 
tion. Ann. July 13. 


Routine Roundup 


ACTIONS ON MOTIONS 


By Chairman Frederick W. Ford 


ge Granted motion by Broadcast Bureau 
to correct in various respects transcript of 
oral argument in sg ie on am appli- 
cation of Musical Heights Braddock 
Heights, Md. Action July 7. 


By Chief Hearing Examiner James D. 
Cunningham 


@ Ordered that Hearing Examiner Thomas 
H. Donahue will serve as presiding officer 
in in procesding, on am _ applications of Shen- 

oah Life Stations Inc. (WSLS), Roanoke, 
and Edwin R. Fushes. Winchester, both 
Virginia. Action July 6 

35 Ordered that Hearing Examiner Charles 

J. Frederick will serve as presiding officer 
in New Orleans, La., tv chn. 12 proceeding. 
Action July 6. 


gw Designated for hearing — a pro- 
ceedings on dates shown: Sept. 14: Fred- 
erick County Bestrs., Winchester, Va., et al 
fm applications of M. Earlene Stebbins, 
Skokie, Ill., et al Sept. 26: applications of 
Eleven Ten Bestg. Corp., for renewal of 
license of am station KRLA and aux., Pasa- 
dena, Calif., and for license to cover cp. 
Action July 6 


9 Continued prepestme hws - yo from 
July 13 = July 22 at ~ Senaeeees 
on am lications of ‘Saacon cst 
(WNEX)- acon, Ga., et al. Action July 8. 


By Chief Hearing Examiner James D. 
Cunningham 

gw Since presiding officer originally desig- 
nated in following proceedings became un- 
available to commission prior to taking of 
oe ordered following hearing ex- 
aminers to serve as presiding officers in 
proceedings at hearings on dates to be spe- 
cified by them: Thomas H. Donahue on am 
applications of Floyd Bell, Texarkana, and 
Belton Bestrs. Inc., Belton, Tex.; Millard 
F. French on am application of Northeast 
Radio Inc. (WCAP) Lowell, Mass.; Basil P. 
Cooper on am application of Pioneer Best 
Co. (KNOW) ustin, Tex.; ge ‘& 
Smith on am application of Ralph J. Silk- 
wood, Klamath Falls, Ore.; Herbert Sharf- 


man in New Bedford, * eee tv chn. 6 pro- 
ceeding. Action July 6. 

gw Ordered that in view of circumstance 

= presiding officer originally designated 

roceedings on am applications of Cooke- 
ville Bestg. Co., et al, 
has become unavailable to commission, 
scheduled hearing conference for July 12 
at 9:30 am. for purpose of determining 
future course of proceeding. Action July 6. 

a Granted petition by Taliesin Bestg. Co. 
for dismissal without prejudice its applica- 
tion for new fm station in Cleveland, Ohio; 
retained in hearing status application of 
Douglas G. Oviatt & Son Inc., Cleveland, 
Ohio. Action July 6. 

g Ordered that in view of circumstance 
that presiding officer originally appointed in 
proceeding on fm OAD R of High Fi- 
delity Stations Inc. P) Redding, Calif. 
has become unavailable to commission, des- 
ignated Examiner Walther W. Guenther to 
serve as presiding officer in proceeding and 
hearing will be held at date to be specified 
by him. Action July 6. 

w Due to illness of presiding hearing ex- 
aminer, oe. hearing from July 8 to 
9:00 a.m., ~~“ = in proceeding on am 
application Canandaigua Bestg. Co., 
Canandaigua, N.Y. Action July 6. ‘ 

a Granted petition be Upland Bestg. Co. 
to extent that it involves dismissal of its 
application for new am station in Upland, 
Calif.; dismissed seneeien with prejudice; 
retained in hearing status applications of 
Southland Communications Co., Anaheim 
and Robert Burdette & Asso. Inc., West 
Covina, both California. Action July 6. 


Cookeville, Tenn., 


By Hearing Examiner Basil P. Cooper 


gw Scheduled further prehearing confer- 
ence for July 6 at 2:00 p.m., in proceeding 
on am spplicesious of Brandywine Becstg. 
Corp., Media, Pa., et al. Action July 5. 


mw Scheduled prehearing conference for 
Sept. 12 in proceeding on application of 
Bunkie Bestg. Co., for new am station in 
Bunkie, La.; granted motion by applicant 
and continued date for evidentiary hearing 
from July 29 to Oct. 24. Action July 6. 


By Hearing Examiner Thomas H. Donahue 


gw On own motion, scheduled prehearing 
poe pte for July 18 in proceeding on am 
pplications of ashington Bestg. Co. 

{ WOL) Washington, D.C., et al. Action July 


gs On own motion, continued hearing 
from July 11 to date to be determined at 
July 11 agg conference in proceed- 
ing on application of O’Keefe Becstg. 
Co., Levittown-Fairless Hills, Pa. Action 
July 6. 

a Granted request by Bible Institute of 
Los Angeles Inc. ( BI) Los Angeles, 
Calif.. and continued certain procedural 
dates in proceeding on its fm SS 
et al.; hearing continued from so 21 to 
Sept. 8 and further hearing from July 28 to 
Sept. 14. Action July 6. 


By Hearing Examiner Charles J. Frederick 


gw Granted motion by Harlan Murrelle & 

ssoc., Lakewood, N.J., for extension of 
time to July 8 to file revised engineering 
exhibit in proceeding on its am application 
—applicant in group : in consolidated pro- 
ceeding. Action July 5 

gw Granted petition by Broadcast Bureau 
and extended to July 12 time to reply to 
petition by Long island’ s First Station Inc. 
(WGBB) Freeport, L.1, N.Y., applicant in 


Interested in buying or selling Radio and TV Properties? 


When your business is transacted through 


the David Jaret Corp., you are assured of 
reliability and expert service backed by our 
37 years of reputable brokerage. 
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am proceeding for reconsideration of May 
18 action gran in application of Petersburg 
Bestg. Co. P Petersburg, Va., for 
increase in salpek Action July 6 

wg Granted Fre by Broadcast Bureau 
and extende July 12 time to reply to 
etition by Norfolk Bestg. Corp. ( OR) 
orfolk, a., applicant in am proceeding 
for severance and grant of its application. 
Action July 6 


w Granted petition pe Broadcast Bureau 
and extended from July to July 8 time 
to respond to petition a review of ex- 
aminer’s ruling pertaining to field strength 
measurement data in proceeding on appli- 
cations of Alvarado Tv Co., (KVOA- 
and Old Pueblo Bestg. Co. (KOLD-TV) 
Tucson, Ariz. Action July 7. 


By Hearing Examiner Millard F. French 


a Granted ~~ by David L. Kurtz, 
Philadelphia, Pa. for leave to amend his 
fm _ appli ication to specify frequency of 
101.1 me in lieu of frequency of 100.3 mec; 
removed from hearing docket Kurtz ap- 
plication and returned to processing line; 


and retained in hearing application of 
— Bestg. Co., Media, Pa. Action 
uly 


By Hearing Examiner Walther W. Guenther 


mw Granted petition by Washington State 
Univ., Pullman, Wash., for postponement of 
hearing and exchange dates in proceeding 
on its am application, et al.; exchange of 
final engineering and lay exhibits—Sept. } i 
notification of ee desired for cross- 
examination—Sept. 8; and hearing—Sept. 15. 
Action July 6. 

gw On own motion, scheduled prehearing 
conference for July 21 in proceeding on am 
application of Mercury Bcstg., Colorado 
Springs, Colo. Action July 6. 


By Hearing Examiner H. Gifford Irion 


a Granted petition by Broadcast Bureau 
for permission to file late pleading and 
accepted proposed findings and conclusions 
filed on June 24 in proceeding on am ap- 
plication of KDEF Bestg. Co. \ cereals Al- 
buquerque, N.M. Action July 7 


By Hearing Examiner David I. Kraushaar 


ae By notice and order, x agcy- oral 
argument to begin at close of Ju “aT 13 further 
hearing on joint Fg no by Tinker Area 
Beate- Co. and M. Cooper, both Midwest 
City, Okla., for leave to amend their am 
ane in technical respects; sched- 
d oral argument for 4 3=.. July 7 on 
opposition by Tinker Area Bestg. Co., Mid- 
west City, Okla., to notice to take deposi- 
tion of M.W. Cooper, Midwest City and 
one other on July 11, at Oklahoma City, 
in am proceeding. Action July 7. 
ae Granted motion by Tinker Area Becstg. 
Co., Midwest City, Okla., to quash notice 
to take depositions of M.W. Cooper, Mid- 
west, and ordered that depositions of 
Cooper and his proposed station manager 
shall not be taken, and that parties will 
be prepared to complete all aspects of 
their presentations beginning on July 13, 
date scheduled for commencement of 
further hearing sessions, so that record 
may be closed not later than July 15 in 
proceeding on am applications of Tinker 
Area, M.W. Cooper, et al. Action July 8 


By Acting Chief Hearing Examiner 
day A. Kyle 


a Granted motion by Radio Station WESB 
for dismissal without prejudice of its ap- 
plication for new am station in Canandai- 
gua, N.Y. and retained in hearing status 
remaining application in consolidation— 
Canandaigua Bestg. Co., for am facilities 
in Canandaigua. Action July 1. 


a On own motion, due to absence from 
office on military leave, continued hearings 
on following am _ applications: Zephyr 
Bestg. Corp., Zephyhills and Myron A. 
Reck (WTRR) Sanford, both Florida from 
July 19 to July 25; Martin Karig, Johns- 
_ P eat from July 11 to July 22. Action 
uly 6. 


By Hearing Examiner Herbert Sharfman 


w Pursuant to July 6 prehearing confer- 
ence, scheduled further Cera | confer- 
ence for Sept. 13 at 2: and con- 
tinued hearing from July 8 to Sept. 27 
in panes, on application of WDUL Tv 
Corp. (WHYZ-TV) Duluth, Minn. Action 
July 6. 

. on request by M-L Radio Inc. (KMLW) 
Tex., and without objection by 
rties, continued hearing from July 
pt. 26 and extended time for ex- 
change of exhibits from July 12 to Sept. 
15 and for notification of witnesses and 
receipt of other material from July 19 to 
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Sept. 20 in proceeding on am application 
of M-L Radio Inc. (KMLW) and Taft Bestg. 
Co., Houston, Tex. Action July 7. 


BROADCAST ACTIONS 
by Broadcast Bureau 
Actions of July 8 

WTPA (TV) Harrisburg, Pa.—Granted as- 
signment of licenses to Newhouse Becstg. 
Corp. 

KIXZ Amarillo, Tex.—Granted acquisition 
of positive control by Jay J.G. Schatz 
through purchase of stock from G. E. Miller 
and Co. 

KOKE Austin, Tex.—Granted acquisition 
of positive control by G.E. Miller and Co. 
through purchase of stock from Jay J.G. 
Schatz. 

WITZ Jasper, Ind.—Granted license cov- 
ering installation of new trans. 

WEST-FM Easton, Pa.—Granted cp to de- 
crease ERP to 10 kw; increase ant. height 
to 440 ft.; change page wed to 105.7 me, 
trans. location, install new ant., make 
changes in ant. system (side mount fm 
ant. on WLEV-TV tower), install new trans., 
and change type ant.; remote control per- 
mitted; concition. 

WOLS Florence, S.C.—Granted extension 
of completion date to December 30. 


Actions of July 7 


WROD Daytona Beach, Fla.—Granted ac- 
uisition of negative control by each Mining 
ournal Co., and Iron Mountain Publishing 
Co. through purchase of stock from James 
F. McDonough. 

.WEZB Birmingham, Ala.—Granted assign- 
ment of license to Radio Birmingham Inc. 

WITB (TV) Bowling Green, Ky.—Granted 
assignment of cp to Argus Bestg. Co. 

KJEM Oklahoma City, Okla.—Granted 
mod. of license to change name to KJEM 
Inc. 

WSYE-TV, WSYR-AM-FM-TV, Elmira and 
Syracuse, both New York—Granted mod. of 
licenses and cp to change name to New- 
house Bestg. Corp. 

WKNX Saginaw, Mich.—Waived sec. 3.30 
(a) of rules and granted mod. of license 
to change studio location. 

KLIZ-FM Brainerd, Minn.—Granted li- 
cense for fm station. 

WHYS Ocala, Fla.—Granted license cover- 
ing installation of new trans. 

WALA-TV Mobile, Ala.—Granted cp to 
change ERP to aur. 159 kw, trans. location, 
type ant., and make changes in equipment 
and ant. height; ant. 1,250 ft. 

K70BZ Bemidji, Minn.—Granted cp to 
change frequency from ch. 72 to ch. 70 
of tv translator station. 

*WGTS-FM Takoma Park, Md.—Granted 
cp to increase ERP to 1 kw, ant. height to 
90 ft., and install new trans. and new ant. 

KEFW (FM) Honolulu, Hawaii—Granted 
mod .of cp to change type trans. 

KDOL Mojave, Calif.—Granted mod. of 
ep to change ant.-trans. and studio location 
and make changes in ant. system (increase 
height). 

gw Following stations were granted exten- 
sions of completion dates as shown: WFAA- 
F Dallas, Tex. to December 30; WISK 
(FM) Medford, Mass. to December 28, and 
WINZ-FM Miami, Fla. to January 2, 1961. 

Actions of July 6 

WICU-AM-TV Erie, Pa.—Granted mod. 
of licenses to change name to Gibraltar 
Enterprises Inc. 

WXYZ Inc. Detroit, Mich.—Granted cp 
and license for 1 trans. in low power serv- 
ice. 

KARO (FM) Houston, Tex.—Granted mod. 
of cp to change type trans.; remote control 
permitted. 

WGAL Lancaster, Pa.—Remote_ control 
permitted. 

WNIB Chicago, Ull—Granted change of 
remote control authority. 

KHOL-FM Kearney-Holdrege, Neb.—Re- 
mote control permitted. 


Actions of July 5 


WSSV Petersburg, Va.—Granted mod. of 
cp to change type trans.; without prejudice 
to such further action as commission may 
deem warranted as result of petitions now 
a before commission filed by Harry 

pperson Jr. on May 27, 1960, and by Long 
Island’s First Station Inc., on June 20, 1960. 


Actions of July 1 
KDWT Stamford, Tex.—Granted authority 
to operate 6 a.m. to 10 p.m. for period end- 
ing Aug. 
WPRE Prairie Du Chien, Wis.—Granted 
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authority to sign-off at 7 p.m., CST, for 
period ending July 31. 


PETITIONS FOR RULEMAKING 


*WGBH-FM Boston, Mass. — Requests 
amendment of rules so as to permit non- 
commercial educational fm broadcast sta- 
tions to engage in multiplex operations. 

KIEM-TV Eureka, Calif.—Requests amend- 
ment of rules with respect to tv allocations 
a Redding and Alturas, both Calif, as fol- 
ows: 

Present Proposed 

Redding, California 7 > 
Alturas, California 9 13- 


License Renewals 


a Following stations were granted re- 
newal of license: WADP Kane, Pa.; WCPA 
Clearfield, Pa.; WDAD Indiana, Pa.; WEDO 
McKeesport, Pa.; WEJL Scranton, Pa.; 
WESB Bradford, Pa.; WFLN Philadelphia, 
Pa.; WGET Gettysburg, Pa.; WHVR Han- 
over, Pa.; WILK Wilkes-Barre, Pa.; WJAC 
Johnstown, Pa.; WJUN Mexico, Pa.; W 
Dover Del.; WKOK Sunbury, Pa.: WLOA 
Braddock, Pa.; WMRF Lewistown, Pa.; 
WNCC Barnesboro, Pa.; WPAM Pottsville, 
Pa. WRAK Williamsport, Pa.; WRTA Al- 
toona, Pa.; WSCR Scranton, Pa.; WTUX Wil- 
mington, Del.; WVCH Chester, Pa.; WWPA 
ba a Pa.; WANB Waynesburg, Pa.; 

WATS Sayre, Pa.; WBCB Levittown-Fairless 
Hills, Pa.; WBRE Wilkes-Barre, Pa.; WBRX 
Berwick, Pa.; WBUX Doylestown, Pa.; 
WCHA Chambersburg, Pa.; WCHA- 
Chambersburg, Pa.; WCOY Columbia, Pa.; 
WEST Easton, Pa.; WEST-FM Easton, Pa.; 
WGSA Ephrata, Pa.; WKMC Roaring Spring, 
Pa.; W H Lansford, Pa.; WBRE-FM Wilkes- 
Barre, Pa.; WFLN-FM Philadelphia, Pa.; 
WIFI’ (FM) Philadelphia, Pa.; WLBR-FM 
Lebanon, Pa.; WTTC-FM Towanda, Pa.; 
WBRE-TV Wilkes-Barre, Pa.; WTPA (TV) 
Harrisburg, Pa.; WWNH Rochester, N.H.; 
*WAMF (FM) Amherst, Mass. WNLC New 
London, Conn.; WCAP Lowell, Mass.; KIEM 
Eureka, Calif. KXRO Aberdeen, Wash.; 
KJZM Oklahoma City, Okla.; K 
rillo, Tex.; WADS i 
Reno, Nev.; KUGN Eugene, Ore.; WAAT 
Trenton, N.J. KHFM (FM) Albuquerque, 
N.M.; KZTV (TV) Corpus Christi, Tex.; 
we. Pawtucket, R.L.; on WHG Hornell, 


Thermopolis, W. 0.; WPAC-FM 
ae Nencgue N.Y N.Y.; WJAC-FM ohnstown, Pa.;: 
Pittsburgh, Pa.; PN (FM) 


Philadelphia, Pa.; WIIC ivy sltuboeet 
Pa.; WMRC ‘Milford, Mass.: WBSM-AM-FM 
New Bedford, Mass.; *WBUR (FM) Boston, 
Mass.; *WRTC-FM Hartford, Conn.; *WSCB 
(FM) Springfield, Mass.; BE 
Brockton, ass.; WREM aes 
WVOX New Rochelle, N.Y.; *WVHC (FM) 
a N.Y.; WGPA-FM Bethlehem, 
a. 


gw Following tv translator stations were 
granted renewal of license: K72AE, KBOAQ 
Needles, Calif., and Gas City, Davis Dam 
and Bullhead, all Arizona; K77AD, K8OAE, 
K83AC Globe and Miami, all Arizona; 
K71AB, K75AD, K79AA _ Blythe, Calif.; 
K73AP, K77AO, K83AJ_ Quincy, Washing- 
ton; W78AA Frostburg, Md.; K78AH Joplin, 
Chester, Inverness and Rudyard, all Mon- 
tana, and K71AC Farmington, M. 


New FCC processing line announced 

Following applications are at top of 
am processing line and will be consid- 
ered by FCC beginning August 13, com- 
mission has announced. Any new appli- 
cations or changes in current applica- 
tions that may conflict with those that 
follow must be filed with FCC by close 
of business August 12, in order to be 
considered. 

Applications from the top of process- 
ing line: 

BP-12468—New, Tampa _  Fia., 
er Req: 810%«c, 50Jw, DA-i, 


BP-12811—New, Lemoo: :e, Calif., Elbert H. 
— and B.L. Golden. Req: 1240ke, 250w, 


nl. 

utBP- 12821—WEED Rocky Mount, N.C., Wil- 
liam Avero Wynn, Has: 1390ke, ikw, 5kw- 
LS, DA-2, unl. Req: 1390 kc, lkw, 5kw-LsS, 
DA-N, unl. 

BP-12952—New Edensburg, Pa., Cambria 
County Bestg. Co. Req. 1580ke, Ikw, (CR) 


Da 
BP-12997—New, Troy, N.C., Montgomery 
Re 500w, 


sane 


County Bestg. Co. 
BP- ig org 
Mindel. Req: 1220kc, 250w, 
BP- 13235 CWMOA. Marietta, Ohio, Marietta 


(Continued on page 103} 


4: 1390 : 
a er, Calif., Morris 





Bauer Kit 





1 Kw TRANSMITTER 


The“Bauer Kit” Model 707 isthe only 
1000 /250 watt AM transmitter with 
Silicon Rectifiers in all power sup- 
plies, a Variable Vacuum Capacitor 
and a Constant Voltage Transformer. 
Your assurance of maximum reli- 
ability and optimum performance. 
All components are standard items 
available at local sources. 


Assembly of the “Bauer Kit” is 
actually easier than many consumer 
audio kits —the wiring harness 
is furnished completely pre-fabri- 
cated and coded. And when you 
complete the transmitter it will be 
fully inspected, tested and guaran- 
teed by the Bauer Electronics Cor- 
poration. 


Bauer 1 Kw Transmitter 
(In Kit Form) $3495.00* 


Bauer 1 Kw Transmitter $4495.00* 


*FOB Burlingame, California 


Bauer 


ELECTRONICS 
CORPORATION 


1011 Industrial Way - Burlingame, Calif. 








JUST AROUND 
THE CORNER 


| Coteltiic Mm ol mm AOL). Miotoldal-1ap) 


A HAZARD THAT 
NEVER SLEEPS-— 


the accusation of 


Directed at Station, Staff, 
Speaker, Talent, Sponsor 


You can’t recapture the WORDS 
but you CAN INSURE 
and hold possible Dollar Loss 
within non-embarrassing limits. 
Learn about our UNIQUE 
EXCESS POLICY 
which does the job 
at surprisingly low cost. 








FOR DETAILS AND RATES 
WRITE 


EMPLOYERS 
REINSURANCE 
CORPORATION 














CLASSIFIED ADVERTISEMENTS 


(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.) 
2.00 minimum @e HELP WANTED 25¢ per word—$2.00 minimum. 


e SITUATIONS WANTED 


20¢ per word—S. 
.00 per inch~-STATIONS FOR SALE advertising require display space. 
ions 30¢ per word—$4.00 minimum. 


S ie See ber Wed bon 


Arriicants: If transcriptions or 


or bulk packages submitted, 
ete., sent to box numbers are sent at owner’s risk. 





1.00 charge for mailing (Forward remit 


ittance separatel: 
ROADCASTING expressly repudiates any liability or veupeaal ility for their custod 


. Send replies to Broadcasting, 1735 DeSales St., N.W., hoarse 6, D.C. 


lease). All transcriptions, photos, 
custody or return. 





RADIO 


Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





Help Wanted—Management 


Announcers 


Announcers 





Radio station manager 5 kw am top station 
in market. Ags! excellent. Send full de- 
tails Box 305B, BROADCASTING. 

Sales 


Our men are agers $120 50-$250 weekly ane 








000-$15,000 annua 


Conducting comm promotions 


Experienced mo man for western New 
York community. cellent future with 
oo =. Solid adult progr, 


ne ming. une wile. and resume. Box 1 


Northern California 5kw, formula, wants a 
nighttimer who can swing, ticket preferred. 
Sa my open. Air check juired. . 
confi ential. Box 212B, BROADCAS G. 








award contests now 37 ned 





York, P 
and New England. Write Box 138B, 'BROAD- 
CASTIN 


. 





Salesman—Mid-Atlantic top rated fulltimer 
(not a juke box operation) desires salesman 

who can sell at rate card. Mail reruns and 
aeeneet rere to Box 163B, BROAD- 
CAS 





agressive. Good closer. 
Single station mar- 
B, BRO. ADCASTING. ~ 


alesman—youn: 
Excellent oppo: ‘unit 
ket. Indiana. Box 





Radio time salesman for north Texas dient 
fulltime-regional established 1935—good op- 
rtunity for right man. Give full particu- 
ars first letter including ex es 7 and 
pete. references. Box 285B, BROAD- 
Cc 





Salesman for new Pennsylvania_ station 
starting in Fall. Permanent position. No 
floaters. Box 290B, BROADCASTING. 





Experienced young salesman, with some an- 
nouncing wanted by south-western station 
in grow group. Prefer sober, married, 
es By ned. rite Box 295B, BROAD- 





Salesman. Unusual qpqertentiy in Florida 
with number one rated regional fulltimer. 
Excellent hy to move up. Guaran- 
teed salary, fringe benefits. Give references; 
tell all in first wetter. Box 298B, BROAD- 
CASTING. 





Salesman-announcer for new station, mid- 
west. Potential most important. Send ta 
icture, resume, salary. Box 311B, BROA 
CASTING. i 





Growing am-tv group interested in powste 
interested in broadcast sales. We'll he Bay 
if you help us. Box 316B, BROADCAS' G. 





Salesman to manage Boston regional office 
of leading radio station representative. Op- 
Gercuntty for dynamic young radio salesman. 

lease send replies and resume to Box 
318B, BROADCASTING. 





Salesman who sells hard in a soft manner 
needed by southern New England am “Good 
Music” station that is building prestige ~4 
a future. Sizeable com — market. 

335B, BROADCASTIN 


Radio tv time salesman for advertising 
agency. Draw plus )  e 2, OEpos portunity for 
sales manage ut 1-6656 or 
write Suite 601— a Olive St., St. Louis 1, 
Missouri. 








Now-—Aggressive rns salesman for single 
station market. Heal rtunity in nation’s 
fastest growing ares. rite or call G.M. 
Lyle nidenrdeen, KUDE, Oceanside, Calif. 


Experienced salesman—Florida west coast, 
where radio is respected, it gets the ob 
done. Salary and commission. Top sta’ on. 
ideal community. Reply Manager, WBRD 
Bradenton. 








a 
market. Contact Leslie Atlee oe, ace 

nm e r. ° 
Hammond, a 


Imme diate job at top rated adult station in 
Pittsburgh suburban area, for announcer 
with minimum 132 years commercial experi- 
ence. Must be available for personal inter- 
view. G starting salary, regular raises. 
Send tape with resume. Box 217B "BROAD- 
CA STING. 


Tremendous opportunity for bright, versa- 
tile, e rienced staff man at 50 kw station 
in Sout west. Send “ape. resume and recent 
picture to Box 237B, BROADCASTING. 


Opportunity for married staff announcer. 
Send resume. Texas. Network station, Box 
_—. BROADCASTING. 

s-established 50-kw North Carolina net- 
a affiliated auditioning for staff vacancy. 
News, record shows, some sports. Applica- 








tions from southerners and native orth 
Carolinians given preference. vie and 
photo to Box 263B, BROADCASTING. 





Northern Illinois 1000 watt full time. Heavy 
on local news. Presently carrying major 
league baseball, next year’s plans not cer- 
tain on this. Music — calls oe use of 
about half of the avera Top 40 or Top 
50 list .\. . no rockers. very 4th —— 
from albums by top pop artists. — 
up-beat, fast, pr uction must et 
We move, we're alive, we’re also vfult. 
want top man to pick up over 17,000 work- 
ers leaving plants beginning at 3:30 = 
ride home with them, then Keep us on top 
Seoue™ the early evening. 3 station market. 

-¥! open, but average start would 
S123 or man who can do the job. 40 hour 
week, six days. Best employee benefit plan 
in the industry. Run your own board music 
and program content material, engineers 
must spin commercial ET’s. Box 
BROADCASTING. 


Announcer with Ist class ticket, immediate 
qpening. Send resume, tape. WJUD, St. 
Johns, chigan. 





Versatile announcer for quality 5 kw CBS 
prestige station. Adult music show and pro- 
duction work in growing metropolitan mar- 
ket. Fringe benefits—modern plant—imme- 
diate start. Send tape, photo, resume and 
salary requirements in first letter to: Pro- 
gram Manager, WTAR Radio, Norfolk, Va. 


Immediately, announcer or combo engineer- 
announcer. Must run own board. Os, 
Liberty, New York. 


Announcers losing jobs? Lack that profes- 
sional sound? Audition tape not a polished 
A . showcase? New York School of An- 
oouneme. 160 West 73rd Street, NYC, SU 











Announcer-engineer. Immediate opening for 
experienced man. South Georgia, top salary 
($100-$125 week). Many other good open- 
ings around the southeast. Rush tapes, pic- 
tures and resumes Professional Placement, 
458 Peachtree Arcade, Atlanta, Ga. 





Needed immediately—announcer with first 
pene. Permanent sition. Brand new sta- 
ion on air 5 ugust. Send tape and 
resume. Harry Phipps, 835 Alta Vista, Bar- 
stow, California. 





Announcers. Many immediate job openings 
for good announcers throughout the S.E 

Free registration. Confidential, Professional 

a 458 Peachtree Arcade, Atlanta 
a. 





Give your ratings a shot in the arm with 
Professional Services’ exclusive D-J comedy 


. material—written for sate owas for cur- 


rent selection. . . . just $2.98—Professional 
Services, Box 5815, Salitmere 8, Maryland. 





Announcer-salesman for WGAT Gate City, 
Virginia. Permanent position. Good salary. 
Contact: W. Ramsey, Mountain City, 
Tennessee. Phone Park 7-4321. 


Technical 








Like adult radio? West Michigan 24-hour 
am-fm station has opening for intelligent, 
mature, stable announcer who can handle 
equipment and classical music. Personal in- 
terview preferred. Send tape, resume to 
Box 283B, BROADCASTING. 


Combination announcer local news man 
wanted for middle Tennessee station. Send 
complete information about yourself includ- 
i”. anpested salary. Box 294B, BROAD- 








Announcer-engineer (chief). Need imme- 
diately for south Geor ia. Excellent work- 
in EO $100-$125 week. Experienced 
only. Box 296B, BROADCASTING. 
Maryland independent wants announcer 
with some experience for am-fm operation. 
Evening shift. Forward resume, tape. Box 
262B, BROADCASTING. 








Want 3 mature, experienced staff announc- 
ers. No deejays. Personal neers, ete eres. 
Can be 


lifetime for best men. 
top prestige, sophisticated good-musie one: 
tion. Tape and resume. SE, Austin, 


Texas. 
Good announcer for communit 





station in 
. No 


35,000 market. $100.00 per week start 
=e 40. Full details to KBRZ, Freeport, 
‘exas. 





Announcer—first phone only. For Montana’s 
fastest-growing multi-station group. State 
University town, 38,000. Top hunti fish- 
ng and scene Must be top announcer, 
first phone, pre er some sports. meng de- 
sire to grow in job. 30-year, 5,000 watt 
station under new owner. Send Somnesete 
resume and photo: Manager, KGVO, 

Box 1405, Missoula, Mont. 


Chief engineer, Philadelphia station. State 
salary expected. Resume of experience. Box 
279B, BROADCASTING. 


Have immediate opening for engineer-an- 
nouncer at one kilowatt daytime ABC sta- 
tion on Florida east a. If interested, 
send tape, resume, photo and salary expect- 
ed to Box 287B, B OADCASTING. 


Chief engineer needed for New York City 
area am and fm network station. Must be 
thoroughly familiar with all technical 
phases of broadcasting. Good job with ex- 
cellent future. Progressive organization, 
free hospitalization, paid vacation and other 
benefits. Box 319B, BROADCASTING. 


Chief engineer-announcer. Must be experi- 
enced in directional and construction. Call 
Lyle Richardson, KUDE, Oceanside, Califor- 
nia. 














Wanted, engineer-announcer morning wake- 
up, sales, rogressive and successful fp nd 
music station. Good base salary and num- 
ber of goed “Sommissionsble accounts. Con- 
tact WAFC, Staunton, Virginia. 


Chief eng Easton, Mary- 
land. Directional. Transmitter arrives Au- 
gust Ist. Advancement opportunities, —- 
le station owner. References required. 
v ply WEMD, 3855 North 30th St., Arlington, 
a. 











Opening for first class engineer. Must have 

watt directional station. No an- 
nouncing. Will train, but experienced man 
welcomed. Contact immediately, Chief En- 
gineer, WLEE, P.O. Box 8765, chmond, Va. 
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Help Wanted—(Cont’d) 





Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





Technical 


Management 


Announcers 





Need first phone engineer with or without 
experience, with or without announcing ex- 
perience. Contact WSYB, Rutland, Vt. 





Engineer r combo _ engineer-announcer. 
— immediately. WVOS, Liberty, New 
ork. 





Production——Programming, Others 


Can use “Gal Friday’”—Good knowledge of 
promotion, announcing, music, copy writing, 
etc. Box 221B, BROADCASTING. 


Traffic manager—female, heavily experi- 
enced for major south Florida market. Send 
photo, resume and references. Knowledge 
of copy helpful, but not necessary. Box 
268B, BROADCASTING. 


Northern Illinois 1000 watt full time station 
wants early morning newsman. Shift would 
begin at 4:00 am five of the six days you 
would be on duty for 40-hour week with 
time-and-one-half. Police, sheriff and hospi- 
tal check before reporting to station. Then 
prepare and air five minute newscasts plus 
a 15-minute cast at 7 am. Dominant local 
news. 3-man news staff. 2 mobile units. 
Beepers. Finest employee benefit plan in 
the industry. Salary open to $125 per week 
for right man. Box 271B, BROADCASTING. 














Program director—Must have good sense 
of _— a First class ticket de- 
sirable. Music and news station in Midwest. 
Send tape, bn and resume. Box 277B, 
BRO. ASTING. 





If you are not satisfied with your present 
position and are willing to work hard and 
actively direct radio and tv news depart- 
ment, you are the man_we want for news 
director. Net affiliate. Fully equipped de- 
partment. Send i and details Box 
304B, BROADCASTING. 


General manager—Tops in sales, program 
ming and promotion. Specialty is building 
> run down property. Presently director 
of small chain of medium market stations 
that’s for sale. Doubled original value in 
two years by tripling billing and getting 
#1 ratings. nest references national an 
statewide. Western states only. Box 207B, 
BROADCASTING. 





Am qualified—can manage—proven success 
recor aati for permanency. Box 233B, 
BROADCAS' G. 


Commercial, general manager. Experienced. 
Believe prolific use speculation sales tapes. 
36, married, college. Northeast fy ive 
figures. Box 274B, BROADCASTING. 


Manager: 7 years in sales. Small or medium 
market. Prefer midwest or upper midwest. 
Present. in management. Box 278B, 
BROADCASTING. 

Young family man presently managing sta- 
tion. Excellent profit picture. Experienced 
in all phases. Have first phone. Box 288B, 
BROADCASTING. 


Ready for management. Have handled all 
other hases broadcasting-programming, 
sports play-by-play, news, disc shows, sales. 
Real idea and promotion man. 31 years old. 
Married, 4 children. 10 years experience. 
Box 307B, BROADCASTING. 














Young, married, experienced combo, pres- 

ently —— seeks position with pro- 
ressive midwest station. $100 minimum. 
ox 239B, BROADCASTING. 


Announcer, young, realistic, ambitious. 
Cheerful style. Ta available. Also copy. 
Box 260B, BRO. ASTING 


pot ancl — i 24, college int _becetonstins 

aining, nt me sition. 
Available now. Box 261B, BROADCASTING. 
Maryland independent wants announcer 
with some experience for am-fm operation. 


Evening shift. Forward resume, tape. Bo: 
262B, BROADCASTING. oi ‘g 














Announcer—Negro—newcomer, N. Y. 4 
trained CBS method. Relocate eastern area 
—$100 week. Box 270B, BROADCASTING. 


Adept in all phases of sports announcing, 
can do good news and dj show. Box 282B, 
BROADCASTING. 


Young radio and tv personality—Returnin, 
from European Army service, desirous 0: 
position with a progressive radio and tv 
group with stations which feature better 
uality programs and good music. Promo- 
tionally minded, productive, keen awareness 
of advertising values, willing to take part 
2 = functions. Box 286B, BROADCAST- 











Experienced adult, family radio man. Fif- 
teen years in radio, experienced in all 
phases; have first phone. Successful man- 
agement record. Prefer south or west. Five 
figure man. Presently employed, desire im- 
provement. Box 309B, BROADCASTING. 





Manager. Ten years experience, all phases, 
including manager of No. 1 station; a to 
100 market. Station being sold. Box 314B, 
BROADCASTING. 








Crew deal personnel. Experienced, reliable. 
Send photo, resume, first letter. Box 334B, 
BROADCASTING. 





Do you want to live in Southern Oregon and 
work in radio or tv? Write Dick Green, 
KOTI, Box 732, Klamath Falls, Oregon. 





Girl Friday with experience in copywriting 
and traffic. Live in America’s finest climate 
—grow with a fast growing station. Write 
or call Lyle Richardson, K E, Oceanside, 
California. 





Beautiful college city. 25,000 population. We 
are seeking a young family man, interested 
in ee living and well oriented in radio, 
to be our program director and morning 
pomenety- Our’s is a 5 kw, twenty year 
old, intelligently programmed station that’s 
— better and tter. You'll join a 
APpy. Fe team that’s going places. 
You'll live well, you’ll make money, your 
farily will love this growing, attractive 
community. Send resume, references, pic- 
ture, and tape to: J.T. Snowden, Jr., Man- 
ager, WGTC Radio, Greenville, North Caro- 
na. 


Productive sales record, good administrator, 
married, veteran, with lst ticket. Box 323B, 
BROADCASTING. 


First- phone announcer, boginnes, well 
trained all phases including ard work, 
reliable, hobby—electronics, 23, married, 
have car—travel, not afraid of work. Box 
292B, BROADCASTING. 


First-phone beginner, hobby—electronics, 
want some announcing also, reliable. Box 
293B, BROADCASTING. 


Announcer. Canadian pcomizing CS. visa, 
9 years radio, tv. Married, 33. ployed by 
Canadian Broadcasting Corporation, Savon: 
to, Canada. Prefer New York State radio-tv 
locale. Box 297B, BROADCASTING. 











Manager or number 2 man—ll years ex- 
perience in all phases of station operation. 
lst phone, —_ last five years and 
presently as number 2 man an rogram 
director. Strong sports play-by-play and 
announcing. Family man—best references. 
Box 338B, BROADCASTING. 


Sales 
Major market pd seeking sales experience 


as air personality-salesman. Box 289B, 
BROADCASTING. 











3 years experience major market radio, 
selling, servicing, copywriting; radio-tele- 
vision degree, 34, family. Wishes to build 
future in radio or television. Box 300B, 
BROADCASTING. 


Reputable, mature, long experienced, sales- 
man-salesmanager. Expert, creative sales, 
merchandising, promotions. Eight years in 
present location. Solid record, references. 
FM considered. Box 321B, BROADCASTING. 








Announcers 





Program director, educational station. Must 
know something of language and serious 
music, radio production, presrasening 
duties. College graduate required, time to 
work on graduate ogee piven. Starting 
$400 month. Kenneth Wright, WUOT, Uni- 
versity of Tennessee, Knoxville, Tennessee. 





Experienced newsman wanted as part-time 
assistant in radio news, beginning Septem- 
ber. Can take graduate work. School of 
Journalism, University of Iowa, Iowa City. 


RADIO 


Situations Wanted—Management 








First phone announcer: Experienced combo, 

tight format, 23, married, not a drifter or 
rima donna, have car—travel. Box 160B, 
ROADCASTING. 


Radio school, college oo ages 24, experi- 
enced, prefer Philadelphia or California. 
Box 197B, BROADCAS NG. 


Announcer—college graduate. Strong on 
news, commercials, dj. Tapes, references at 
request. Will travel. Box 108B, BROAD- 
CASTING. , 











Sports, pd and announcer —giag by —pley. 7 
years experience, college graduate, 26, fam- 
= * Excellent character and references. Em- 
ployed. Box 228B, BROADCASTING. 





Station manager—13 years’ experience in all 
phases of radio. Presently employed in 
small market with net profit up and ex- 

nses down. A stable, enthusiastic adminis- 

ator currently selling, programming and 
announcing. Would prefer Tennessee or 
southeastern coastal states, with oppor- 
tunity for profit-sharing or od Ag me 
34, married, one child, no drinking. Present 
pen | know of Pa eee and 
will supply excellent reterences. Box 204B, 
BROADCASTING. 


Outstanding personality wants to break into 
major market. Finest references. Consist- 
ently top rated. Will become major talent 
in your city. Married, reliable, personable. 
Presently employed. Box 224B, BROAD- 
CASTING. 





Recent college graduate, two years educa- 
tional radio engineering and announcing, 
desires start in any phase of radio. Willing 
to locate anywhere in East. Box 234B, 
BROADCAS 4 


Happy, bright pont morning” man. Swing- 


ing, not screaming, personality dj. 5 years. 
Box 299B, BROADCASTING. Ass eet 





Versatile man desires Minnesota or Wiscon- 
sin. Ten years experience. Programming, 
copy, traffic. Play-by-play all sports. Mili- 
tary completed. Mature and economically 
sound. Box 3025, BROADCASTING. 


Attention southeast: Pro for a good station. 
8 years experience in all phases of radio 
and tv. Have held audiences on “Good 
Music” station and afternoons on ‘Modern 
Sound” top rated station. Tops on produc- 
tion, can handle news. Not looking for 
station that pays beginners’ salaries. Box 
303B, BROADCASTING. 


Mature personality dj, 24, masters degree, 
6 years experience. Currently employed 
leading chain station, major market. All 
— answered. Box 308B, BROADCAST- 











Personality dj: Young ambitious, currently 
— in large midwest market. Box 
315B, BROADCASTING. 


Announcing, 5 years, motion picture pro- 
duction experience, college, business. Seek 
radio or tv leading to position in manage- 
ment. Prefer east. Current salar 50 
Family, tape, Box 324B, BROADCAS ING 
Negro dj, beautiful voice, young, photo- 
genic, experienced, reference, college, vet, 
travel. Box 326B, BROADCASTING. 











Semi-classical announcer. Talker! Looking 
for IR nm 4 = + i z= —_- yu settle 
anywhere east o: e Rockies. Box 327B, 
BROADCASTING. 


Announcer, dj, news, first phone, capable 
maintenance, experienced, versatile. Prefer 
— states. Box 328B, BROADCAST- 








Experienced, versatile staff background. 
Emphasis on clean, authoritative news— 
commercials that oe style on 
record shows. Strong background in all 
phases of sports, including play-by-play. 
Will stay with job that offers future. Prefer 
midwest. Box 329B, BROADCASTING 


Four years play-by-play, football and bas- 
ketball. News: toy , editing, writing. 
Box 330B, BROADCASTING. 
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"Situations Wanted— ( Cont'd) 5 


Announcers 
Modern 3 years experience in major 
market. Side: vet, 24. Wanted, chance for 
advancement. Box 331B, BROADCASTIN G. 
Smooth announcer—also good aouiestien 
man. In field since 1947. Desire professional 
type operation. Box 322B, BROADCASTING. 


Mr. Manager is your station down in the 
dumps? Then u need me. Ta on request, 
no o ligations. Box 339B, BR ADCASTING. 


Adult appeal, married, 28, weuie like to 
settle own. Have low ‘resonant voice, 
strong on news and commercials. Can op- 
erate own board, over 2 years experience 
one, college grad. Box 340B, BROADCAST- 


Adept in all | phases of sports ‘announcing, 
do good news and dj show. Box 282B, 
BROAD ASTING 





"Situations Wanted—(Cont’d) 





Announcers 
Announcers, newscasters, experienced. 
Good voices. Tight boardmen. Contact New 
York School of Announcing and Speech, 


160 West 73rd St., NYC 


Presently employed as manager, news di- 
rector, and announcer with experience as 
copywriter and salesman. Tired of Florida. 
Wish to relocate in New England area al- 
though any offer carefully considered. 25, 
married, reliable, no drifter. Looking for 
permament job with future. If you need 
an aggressive, hard worker, who loves radio, 
write for tape, picture, resume, and refer- 
ences by return mail to Box 477, Avon Park, 
Florida. Can leave with five days notice. 


Announcer, 3 } etn experience N. . * metro- 
politan area. Resonant voice, conversation- 
alist, for good music station N.E. area-fm/ 
am. Evening, night-classical, semi, jazz, 
folk, BoP. F. oo 1546 Second Avenue, 
New York 28, 


ISSUE DATE(s) 


YOUR HANDY CLASSIFIED AD ORDER FORM 





(0 TF (until forbid) 
RATES 


(CD Situations Wanted—20¢ per word—$2.00 minimum (Payment in advance) 
CL) Help Wanted—25¢ per word—$2.00 minimum 
(C) Display ads $20.00 per inch—STATIONS FOR SALE advertising require display space 
C) All other classifications 30¢ per word—$4.00 minimum 
(No charge for blind box number) 











DISPLAY SPACE 0 1 in. 


Indicate whether Radio or TV 0 Radio OJ Tv 
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7 — C equipment 
C) announcers WANTED TO BUY 
C) technical 
CO) preduction-progr ing C] stations 

i t 
SITUATIONS WANTED C) equipmen 
[] management ADDITIONAL CATEGORIES 
4} os [] Instructions 
CF) technical [) Business Opportunity 
( preduction-progr ing 0 Miscellaneous 


0 3 in. OD 4 in. C) other 
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Situations \ Wanted—(Cont’d) 


Announcers 
5,000 jazz sides and Jim Dougherty avail- 
able. 8 years KWPC. BA, SUI, am-tv. 103 
Middle Road, Muscatine, Iowa 
Sportscaster, strong play- -by- play and color, 
some news, dj. College degree in journalism- 
speech. College station manager, sports and 
news director. 6 years on air, have tapes. 
7 Dutton, 514 Terry Road, Syracuse 4, 





Good, versatile announcer. Production wise. 
Available immediately. $125.00. Tom Ed- 
wards, 6733 Placid Place, Telephone TWeed 
1-3837. Cincinnati, Ohio. 

Country music aj and “salesman. 18 years 
experience, 3 years with Town and Country 
Network. Run own board. Will go anywhere, 
prefer southern states. Call Cousin Johnny, 
Forest 1-8117, Gretna, or write 1004 Romain, 
Gretna, Louisiana. 


Young Negro announcer, vet. Professionally 
trained—3rd phone. Available now. Have 
car, will travel anywhere. Will work hard 
if given a chance. Bob Lee, 6028 S. Drexel, 
Chicago, Illinois. 

Permanent position in medium market for 
qualified sportscaster -staffman. Consider 
radio-tv. Empl Se 28, married, college. 
Larry Myers, 1202 Harrison, Canon City, 
Colorado. 


Personality dj. Ten years experience. Leav- 
ing present location—eastern seaboard mar- 
ket of one half million for better oppor- 
tunity. Have been here four and a half 
years. Available as of September 15th. Pic- 
tures, film, letters and tape on request. No 
top 40. Will audition live—if offer right. Call 
—8:00 a.m. to 2:45 p.m. South Orange 2-5912. 
Write—Bruce Parsons—12 Washington Park, 
Maplewood, N.J. Studio ‘phone—Charter 
7-1450. 

Announcer, [st phone, no "maintenance, $85, 
no car. Berkshire 7-6721. after 5. Walter 
Piasecki, 2219 N. Parkside, Chicago. 





Experienced play-by-play sportscaster with 
6 years’ radio experience. Primarily sports. 
Family man. Holder of B.A. Degree. Experi- 
enced in broadcasting professional baseball, 
poune racing and golf. College football, 
basketball, and track. High school football, 
baseball and basketball. Presently sports 
director of metropolitan station. —e 
all writing and airing of sports activit 
Management aware of this ad. Write Wil- 
liam Schellhammer, 212 Commerce Building, 
Erie, Pennsylvania. 

Country music—dj ist phone married— 
settle—northwest comf salary. Rec. 
Martin Grad. at Sutton, 349 E. Queen St., 
Inglewood, Calif 





Announcer—graduate of announcing school. 
Low, mature voice. Enthusiastic beginner 
with some board experience. Norm Swen- 
son, 3741 Dukeshire, Royal Oak, Michigan. 
Liberty 9-4159. 








DJ’s experienced. Good ad lib personalities. 
Fast board. Good sell. Contact New York 
School of Announcing and Speech, 160 West 
73rd St., NYC. 





Technical 


Engineer: qualified to design. Build or su- 
pervise radio, television or microwave in- 
stallations, now field engineer for nationally 
known consultant, is seeking a position that 
requires little traveling. Box 240B, BROAD- 
CASTING. : 








Responsible employed engineer, experienced, 
construction and maintenance permanent. 
Midwest desired, no announcing. Box 265B, 
BROADCASTING. 

Transmitter position, “2 yrs. experience. 
Director. Exp., car, lst radiotelephone. 266B, 
BROADCASTING. 


3144 years experience, transmitter, studio, 
remote and microwave, installation, opera- 
tion, and maintenance. Ist one. now 
RCA, DuMont, Raytheon and Marconi. 
Qualified for small and medium market su- 
pervisor. Box 310B, BROADCASTING. 


1st phone, married, seven years experience. 
George L. Davenport, 2931-A N. 24th St., 
Milwaukee 6, Wisconsin. 














Man 20, first —. 6 months with 
watt station. eks trans watch. Nathan 
Osbourn, Box 62, Ensign, Kansas. 
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Situations Wanted—(Cont’d) 


Help Wanted—(Cont’d) 


FOR SALE 





Production-Programming, Others 


Technical 


Equipment—(Cont’d) 





Quantity of quality programming with 
purse-nudging production available for the 
discerning ‘station interested in ideals, re- 
sults and commercially profitable sound, 
without sacrificing goo 9. Ln : ee f 
perience — college grad. — 

metro market. Box 235B, BROADCAS TING. 





Young, versatile, experienced announcer- 
program director, 3 years experience, cur- 
rently employed as morning man-program 
and sports director southeast network sta- 
tion. oking bo sr ee opportunity. Pre- 
fer Florida Coast. Box 284B, 
BROADCASTING. 


wows, aiihie’ director, nation’s #2 snanteat. 
desires change radio, tv. Box 325B, BROAD- 
CASTING. 


Do you need a onet news diretten? Have 
8 years experience, and want to locate per- 
manently near Chicago, within 150 miles. 
Presently at 5 kw #1 station in four station 
market. Married, $110. min. Permanency 
—_ Box 336B, BROADCASTING. 


celens grad, 26, shagte, desires trainee po- 

sition as script or news writer. Will accept 

any type of position for experience. Avail- 

— eptember 1. Box 337B, BROADCAST- 
NG. 





Let my ommestines anette your organiza- 
tion. 14 years, all phases of radio. Top rated 
disc-jockey, competent newsman, ge a 
ming and sales. Still growing at Em- 
ployed in medium, 5 station ae, “Good 
pay but no chance for advancement. Seek- 
ing major market affiliation with _opportu- 
nity to work into he Sy tar What can 
you offer? Box 341 BROADCASTING. 





Experienced teen program director, knows 
what they’ want. Young (17 years), aggres- 
sive, 4 years knowledge as pop dj, news, 
sports, personality interviewing, radio pro- 
gramming, interested in gaining o —. 
ty with sewing organization. ing to 
contribute its improvement. Martin 
Green, Wscs Radio, 3120 W. Jarvis, Chi- 
cago 45, Illinois. References furnished upon 
request. 








TELEVISION 





Help Wanted—Management 





Presently interviewing for executive assist- 
ant to president radio and tv. Excellent 
opportunity for man experienced in corpo- 
rate and administrative phase of broadcast- 
ING." Send details Box 306B, BROADCAST- 


Sales 








Sales sapecnentative. State capital vhf - 
the southeast seeks experienc local 
representative. Sales promotion background 
considered. Productive account list avail- 
able. Station owned by a 
leasant working ditions, 
pension pian. Those 
nterested send full resume, including photo 
to Box 170B, BROADCASTING. 








Immediate op) ge for experienced tv 
salesman in local, regional sales position. 
Liberal commission and high income poten- 
tial for right man. Send resume and photo 
to Sales Manager, ‘KCRG-TV, Cedar Rapids, 





Permanent career in television sales at 
prestige CBS & ABC station in western 

uth Dakota. Good opportunity for family 
man interested in growing with our or- 
ganization. If you have previous radio or 
television sales experience, contact William 

, rner, KOTA- P.O. Box 1752, Rapid 
City, South Dakota, with letter of full re- 
sume. No phone calls. 





was: Salesman for aggressive local tv 

—~ — or tv experience equall a 
cep ie. Good guaran ssion 
available. ABC station, beat. covera e, first 
fiace 6-Midnight ratings. Need h er who 
ikes to make meney. Send “er and 
background to: Lee Colee, 621 Main 
St., Peoria, Illinois. 


Northwest mountain vhf transmitter seeks 

poo gg 3 ing. quarters, — a 

engineer vin aor rs, good pay for long 
333B° B ASTING. 


hours. Box 

Assistant chief engineer Gulf Coast vhf. 
Thorough studio maintenance background. 
Send resume, picture and salary. Jerry E. 
Smith, C.E., Box 840, Corpus Christi, Texas. 


Chief television engineer. For leading uni- 
versity using Marconi 412” image orthicon 
camera. gn, development, construction, 
administration: closed circuit system, com- 
munication, experimental tv. E.E. degree 
or related; at least 5 years broadcast audio- 
video engineering experience; first class 
radiotelephone license. Send full resume to 
University of California, Personnel Office, 
Berkeley, California. 


TELEVISION 














Situation Wanted—Sales 


Top local tv salesman, educated, executive 
type, veteran, excellent background. Box 
3 B, BROADCASTING. 











Announcers 


Tv announcer, 7 years experience one sta- 
tion. Employed executive position medium 
market midwest; wish to specialize an- 
nouncing, metropolitan area. Family man, 
a —* degree. Box 264B, BROADCAST- 








Good appearance, live and booth commer- 
cials, children’s show, sports program and 
director experience. First phone. Box 275B, 
BROADCASTING. 


Announcer 13-years radio experience, seeks 
immediate position in television station. 
Midwest. Personal interview and audition 
only. Contact Don Christensen, 513 Prospect 
Avenue, Beaver Dam, Wisconsin. Telephone: 
Turner 5-4354. 








Technical 


Engineer: ~_ to design. Build or su- 
pervise radio, television or microwave in- 
stallations, now field engineer for nationally 
known consultant, is seeking a position that 
requires * es traveling. Box 240B, BROAD- 








612 years experience, studio all phases. 
Heavy mc, td, vtr, construction. Now at top 
midwest vhf. Wish to relocate i north- 
east. Can be available September 1. Antici- 
pate interview. Box 313B, BROADCASTING. 





Production-Programming, Others 





ge? television newsman and personal- 
ity. years’ radio and tv experience. 
Prcsentts employed as station manager in 
small radio market. ‘Former tv experience 
consisted of news and 142 hour morning 
show across the board. 34, married, no 
drinking. Present employers know of this 
advertisement and will supply excellent 
references. Box 205B, BROA CASTING. 


Best producer—director—engineer experi- 
enced, licensd. Foote, 2673 Hubbard St., 
Brooklyn. 








FOR SALE 
Equipment 


Gates dynamote portable remote lifier 
mo new—$250. Box 166B, BROADCAST- 











Multiplex receivers—12 2 Boom (RM2), 1 

Bogen (RM2A), 2 Bro (XR-100 with 

adapter), one ‘Teletronix (1 ( 11A). All about 

eae year old and now in use and operat- 
_e- Available about July 15th. We’ em 

of the background music bi 
Total cost to us was $2400. ig 8 sell at 25% 
a or $1,750. Write Box 190B, BROADCAST: 





5530 foot Blaw-Knox eolt-eupperting H-21 
tower. Designed for fm and antennas. 
Dismantled, ready to ship. $15,000. Box 273B, 
BROADCASTING. 


New, unused, still in original crating, 10 kw 

Westinghouse FM-10 amp: -~ at with 

rectifier yp a x SUPPL iy eeds 2.5 kw to 

2. kw for driver. F.O.B. Washing- 
ton, D.C. Box Son. BROADCASTING. 





FM-four bay General Electric antennas. 
Both 15g” input. Gain 3.6. Mounted on 2” 
angle iron for assembly and tuning on 
ground. Lift complete and strap to side of 
tower. Tuning information and instruction 
book included. In service, available October 
1. Photo on ‘request. One General Radio 
731-A modulation monitor and one Dolittle 
FD-1-A AM frequency monitor with plug 
in crystal oven. Both $275.00 available 
August 1. Box 281B, BROADCASTING 


Tape recorders, ——- Ampex 350 console, 
half track, 742 and = a. Excellent. $1000 
each $1050 crated. Ra io Station KCHJ, 
P.O. Box 966, Delano, California. 


12 slimline base light fixtures #TV664G. Ex- 
cellent condition. Transformer box #TV- 
664BG5 included. $100 each. KHOU-TV, Box 
11, Houston, Texas. 











Berlant—Model 30 monaural—easily adapted 
to stereo, broadcast recorder. Very little 
wear, leather cases never used. Cost over 
$800 new. roars old. = an offer. 
WGTS-FM, "Was ington 12, 


One Raytheon three channel remote with 
power supply, model RR 30, good condition, 
in use at present. One Raytheon control 
board, model RC-11 with power supply, has 
been put in good condition by cemoctent 
e eer. Two Gates CBl1l1 turntables, just 
completely overhauled by qualified repair 
firm. Still in crates, new idlers, felt, switch- 
es, spring: gs, and include 1 mii and 2.5 mil 
stylus (omnes with arms), 1 Travis tapak 
duplex multispeed newscaster, vari-track. 
Good working’ « condition. The entire 

yours for $900.00 or sold separately. eit 
crate, you |. seoens charges. NS, 
Statesboro, 








Gates model CB 11 33-78 rpm turntable with 

RCA 16 in. arm, lateral and vertical. Price: 

a All inquiries to Box 1032, Welch, 
.Va. 





$495.00 Ampex 910 stereo Poem $295.00. 
Viking 712” —e tape deck $45.00. Box 
3022, Philadelphia 50. 


Collins 4-channel remote amplifier. Needs 
tube, otherwise excellent condition. Make 
offer. WGTS- FM, Washington 12, . 


Disc recording equipment all or - Altec 
1568A power amplifier, Altec 439. res- 
sor amplifier, Presto 1D head, Cinema 1 En 








neering #7095 ualizer, RCA BA-1A pre- 
amp. ason: uying feedback sys’ 
Draeger Recording, 1910 Taylor, cine, 


Wisconsin. 





Gates 250 watt - auxiliary transmitters. 6 

ears old and good condition. $600.00 
WFMB, Third Natiogan Bank Bldg., Nash- 
ville, Tenn. 





Dehydrators, automatic and complete, rigid 
coaxial transmission line, with fittings and 
hardware. Write for Dees. Sierra Western 
Electric Cable So altho. i eased Harbor 
Road, Oakland 20, California 


Tv Video Rag 8 Mc., metal cabinets 
Sertes, &. at $199.00. 30 different models 8” 
ae, ee, Inc., 1060 Dionne St., St. 


Video monitors. Closed circuit and broad- 
cast, Foto Video Lahernperies Inc., Cedar 
Grove, New Jersey, CE 9-6100. 


WANTED TO BUY 


Stations 


Radio station for under $25,000 down . 
consider anything . prefer Midwest 

. . All replies answered . confidential. 
Give all details possible. Box 269B, BROAD- 
CASTING. 




















Wanted to lease, with option to purchase, 
a sick daytimer or unlimited station. 250 to 
1000. Located midwest, preferably Missouri 
or Illinois. We have ag + men for rebuilding 
job, would also option to seller 14 of —<— 
after build-up. Need ree details. 
291B, BROADCASTIN 


Want single station or package. Will con- 





sider any size, ‘ob location (within ie: 
To $1 llion. ‘No rokerage fee. Box 301B 
BROADCASTIN' 





Part interest in ST Florida station. Cou- 
ple, with 10 years radio experience, have 

000 to invest. Would be permanent work- 
m4) partners. Write Box 317B, BROADCAST- 
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WANTED TO BUY 


Stations—(Cont’d) 


Want low Fag ~~ am station in city of 40,000 
or less. Strouse, Ma m Avenue, 
New York ‘22, 











Equipment 


350 to 400 foot aan triangular tower cap- 
able “ see . — B 14,000 pound 5" ao 
Cha: Caperwuins tile tv antenna. 
stating ea m, condition, caw an BL aay 
and price. Box 230B, BROADCASTING. 


Western Electric 506B-2 transmitter, 10 kw 
—for standby 40 State hours, condition, 
Also BMTA monitor. 











Anything in broadcasting field from a tube 
to a tower sold or bought. Electrofind, 550 
Fifth Avenue, N.Y.C. 





RCA power supply for 76B console urgently 
required. State condition and price. E.G. 
— 1042 E. Walnut, Burbank, Cali- 
ornia 


Wanted—Used PT63AH mech. unit. United 
Radio Supply, 22 N.W. 9th Ave., Portland, 
Oregon. 











INSTRUCTIONS 
Fo aaa tae teat cet 


Gran Schools are sooueee in mony woe. 
a. Kansas oy and W: 

free 40- page brochure. Geceeee 
School of Electronics, 3123 Gillham Road, 
Kansas City 9, Missouri. 


FCC first phone Roques in six weeks. Guar- 

anteed instruction by master teacher. G.I. 
sgproved. uest brochure. Elkins Radio 
— School, 2603 Inwood Road, Dallas. 
‘exas. 


Since 1946. The original course for FCC ist 
Peau license, 5 to 6 weeks. Reservations 

red. Enrolling now tor classes starting 
October 26, 1960. Jan 

r 961. Te information, references and 

reservations write William B. Ogden, Radio 

pa pe nee g School. LS a West 

Olive Avenue, Burbank, Californi 


Be posnaves. First phone in 6 o woeks. Son 
anteed instruction. Elkins dio Lice 

School of Atlanta, 1139 B- St., NW. 
Atlanta, Georgia. 


FCC license in six weeks. Classes 9 a.m. to 
6 p.m. five days a week. Tuition $300. We 
have no failures. The Patnfinder Method, 
510 16th St., Oakland, California 


Announcing, programming, etc. Twelve 
tensive, practica 




















FOR SALE 


FOR SALE 





Equipment—(Cont’d) 





Stations 








Cartridge Tape Equipment 
NOW IN 150 STATIONS 


For descriptive material, write 


BROADCAST ELECTRONICS, Inc. 
8800 Brookville Rd., Silver Spring, Md. 


or 
contact your VISUAL ELECTRONICS man 











WANTED TO BUY 





Stations 











WANTED: 
AN EXECUTIVE 


Who Likes to Sleep Late 

Fish, play golf, dabble at his favorite 
avocation, and enjoy the relaxed easy 
life. 
This executive must be the owner of 
a profitable radio station, willing to 
trade it for a lifetime income, tax 
free, he’ll receive on the principal he 
invests from the sale of his station 
to our fully qualified client. 


HOWARD S. FRAZIER, INC. 


1736 Wisconsin Ave., N. W. 
Washington 7, D. C. 


Tv and Radio 
Consultants 


Licensed 
Brokers 











EMPLOYMENT SERVICE 








BETTER SITUATION? | 


Dozens of ers, S, 
writers, directors and executives are find- 
4 our PLACEMENT SERVICE in pay a 
midwest states is the wa 
r radio or tv job. For PR FESSIONAL 
placement, write NOW for application. 
WALKER EMPLOYMENT SERVICE 











week i 1 traint B d we 
new console, turntables, and xj works, 83 So. 7th oe a .. : 
Elkins School of Broadcasting, 2603 Inwood pT ag SE 
Road, Dallas 35, Texas. bs 
MISCELLANEOUS 
MISCELLANEOUS 





Funniest one-liners ever created. Produced 
on tave especially for your show or sta- 
tion. oo letterhead request for _ one 
tapes! Box 732A, BROADCASTING 


FOR SALE 








Equipment 








Presto PB 17¢ eight hour tape player 
complete with A909 Pre-amplifier at at- 
tractive console. Have two units de- 
signed for background music service. 
Never used, our cost $875.00 each. 
Make offer to: Karl Troeglen, Technical 
Director, KCMO Broadcasting, Kansas 
City 8, Missouri. 














BROADCAST PRINTING 


New Approved 
STANDARD BILLING FORMS FOR 
RADIO/TV Spot 
@s recommended by SPONSORS, Agency 

Financial Gr 

1,000—$6.95, 2,000—$11.00, 5,000— 
$24.00. Check with order. Delivery 
within 3 days. Send copy for your im- 
print. 


FREEBERN PRESS, INC. 
Hudson Falls, N.Y. 








7 

4 

Low cost modulator-oscillator. Convert 
§ color or monochrome receivers to video 
§ monitors. Low differential phase, wide 
$ frequency response, constant time delay. 
} $49.50. Write: TELSON ELECTRONIC 
2 PRODUCTS, INC., 
2 Dakota. 


-_wewooewoeeoeerrrrowrereeewerereww. 
PO POPOPOPPPP PPP PPD BPD AB *P>P”>a? 


Rapid City, South 








PP PODrPrD ADD AD ea? 











Radio Remote Control and 
Multiplex Systems 


For 


STUDIO TRANSMITTER LINKS 
John A. Moseley Associates 


Bex 3192 Woodland 7-1469 


Senta Berbera, California 








FLORIDA RADIO STATION 


Medium market. #1 rating, sold 
solid. 


Box 206B, BROADCASTING 

















PLO DPD LID IR 
PACIFIC NORTHWEST 


Regional fulltime station in excellent 
market. Price of $185,000 includes valu- 
able real estate. 25% down and a long 
payout. 

Box 320B, BROADCASTING 








APVLPVLP LP LP COLD 

Fla. Small Local $50M 29% 
N.C. Small Local 120M 29% 
N.C Small lkw-D 75M 15 dn. 
La. Small 250w 107M terms 
Va. Single l1kw-D 80M 25 dn. 
Miss. Single 250w 140M 10 yrs. 
Tex. Single 250w 25M 8 dn. 
Ill. Single Daytimer 95M terms 
Cal. Single Fulltime 65M low dn. 
N.Y, Single Daytimer 105M cash 
Fla. Medium Regional 175M 53 dn. 
Ala. Metro l1kw-D 175M 58 dn. 
Cal. Metro _Local 175M 29% 
Fla. Large Regional 165M cash 
Mid Atl Major Fulltime 330M 25% 
Central Major Daytimer 415M cash 
Fla. Major Daytimer 250M 29% 
And Others 

PAUL H. 


CHAPMAN COMPANY 
INCORPORATED 
MEDIA BROKERS 

Atlanta Indianapolis Los. Angeles 

Nashville New York San Antonio 

San Francisco Seattle Troy, O. 

Please Address: 

1182 W. Peachtree, Atlanta 9, Ga. 

















es (> NZENDORFER 


California. $12,500 down with $300 a month 
payout for a 250 watt fulltimer in retail trading 
area of 85,000. Asking price $60,000. 

Pacifie Northwest. $27,550 down with balance 
in 10 years. A 2-station market. Total price 
$95,000 for 250 watt fulltimer, An earner. 


WILT GUNZENDORFER 
AND ASSOCIATES 
Licensed Brokers—Financial Consultants 
8630 W. Olympic, Los Angeles, Calif. 























Texas single $47,500—South single 
$40,000—Rocky Mt. single $40,000 
—Rocky Mt. fulltime $63,000— 
Southwest medium $115,000—South 
medium $125,000—Southwest medi- 
um $97,500—Southwest Major $90,- 
000—Southwest Major—$225,000— 
Midwest medium $150,000—West 
Coast power $350,000—South Major 
$350,000—Southwest regional mon- 
ey-maker $200,000—Texas single 
$100,000. PATT McDONALD, Box 
9266, Austin, Texas. GL. 3-8080, or 
JACK KOSTE, 60 E. 42nd, NY 17, 
NY. MU. 2-4813. 
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FOR SALE 





Stations 








NORMAN. & NORMAN 
Brokers Consultants 


RADIO-TELEVISION STATIONS 


Approisers 


Nation-Wide Service 
perienced Broodcasters 


ntidential Negotiations 


Security Bldg. Davenport, lowa 





——=STATIONS FOR SALE—— 


CALIFORNIA. Daytimer. Absentee owned. 
Fair size market. Asking $50,000 with 
29% down. 

SOUTHWEST. Powerful daytimer. Absen- 
tee owned. Did $72,000 last year. Ask- 
ing $135,000 with 29%. Can be nego- 
tiated. 

UPPER MIDWEST. Full time. Asking 
$100,000 with 29% down. 

ATLANTIC COAST STATE. Full time. Ask- 
ing $75,000 with 29% down. 
NORTHWEST. Profitable full time oper- 
ation. Large and growing market. Ask- 
ing $200,000 with 29% down. 
CALIFORNIA. Very profitable daytimer 
with plenty of power. Asking $300,000 
including physical assets. 29% down. 


JACK L. STOLL & ASSOCS. 
Suite 600-601 
6381 Hollywood Blvd. 
Los Angeles 28, Calif. 
HO. 4-7279 











for 
Dollar 


you can’t 
beat a 
classified ad 
in getting 
top-flight 


personnel 
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ON AIR 
Lic. 
AM 3,443 48 
FM 707 37 
TV 473 61 


Licensed (all on air) 

CPs on air (new stations) 

CPs not on air (new stations) 

Total authorized stations 

Applications for new stations (not in hearing) 
Applications for new stations (in hearing) 
Total applications for new stations 
Applications for major changes (not In hearing) 
Applications for major changes (in hearing) 
Total applications for major changes 

Licenses deleted 

CPs deleted 


licenses. 





SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING July 13 


OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING July 13 


VHF 
Commercial 453 
Non-commercial 35 


COMMERCIAL STATION BOXSCORE 
As reported by FCC through June 30, 1960 


1 There are, in addition, ten tv stations which are no longer on the air, but retain their 


*There are, in addition, 38 tv cp-holders which were on the air at one time but are no 
longer in operatien and one which has not started operation. 


cP TOTAL APPLICATIONS 
Not on air For new stations 

88 840 

167 137 

76 110 


UHF TV 
79 532 
12 47 


AM FM Tv 
3,442 700 471 
41 41 50? 

98 171 74 
3,581 912 653 
628 74 39 
194 40 65 
822 114 104 
656 35 39 
29 11 17 
685 46 56 

0 0 1 

1 4 0 








Continued from page 97 


Bestg. Co., Has: Agee, 250w, unl. Req: 1450 
ke, 250w, ikw-Ls, unl. 

BP-13239—WSPB Sarasota, Fla.. WSPB 
ogg —. a —. 250w, unl. Req: 1450 

ke, 250w, lkw-LsS, unl. 

Ee eee Tigger ne ® Mansfield, Ohio, Mans- 
field Bcestg. Co., Has: 1570kc, 250w, DA, D. 
Req: 1570kc, 1kw, DA, D. 

BP-13242—New, Bonita i Fla., Lee 
County Bestg. Co. Req: 1440 ke, a 

BP-13243—New, Spokane, hong Independ- 
dent Bestg. Co. Req: 1440kce, 5kw, DA- N, unl. 

BP-13244—WLAG LaGrange, Ga., La- 
Grange Bestg. Co. Has: —— 250w, unl. 
Req: 1240kc, 250w, 1kw-LS, unl. 

BP-13246—WJPF Herrin, Ill, Egyptian 
Bestg. Co., “Voice of Egypt’. Has: 1340 ke, 
250w, unl. Req: 1340kc, 250W, 1kw—LS, unl. 

BP-13247—WLAS Jacksonville, N.C., Sea- 
board Bestg. Corp. Has: 910kc, 1 kw, Day. 
Req: 910kc, 5kw, Day. 

BP-1324—KMHT Marshall, Tex., Harrison 
County Bestg. Co., + 1450Kc, 250w, unl. 
Req: 1450kc, 250w, lkw-LS, un 

BP-13249—WCLS pene 'Ga., Musco- 
gee —y Co. Has: 1580 kc, 1 kw, Day. Req: 
1580kc, ikw, DA-N, unl. 

BP-13250—KFAN St. Cloud, Minn., Times 
Publishing Co. Has: 1450kc, 250w, unl. Req: 
1450kce, W, 1kw-LsS, unl. 

BP-13251—WSKI Montpelier, Vt., Green 
Mountain Bestg. Co. Has 1240kc, 250w, unl. 
Req: 1240kc, 250w, 1kw-LsS, unl. 

BP-13252—WASK Lafayette, Ind., Lafayette 
Bestg. Inc. Has: 1450kc, —- ‘unl. eq: 
1450kc, 250w, lkw-lkw-Ls, unl. 

BP-13253—New, Nicholasville, Ky., + Nicho- 
ae Bestg. Co. ‘ie 1250kc, 500w Day 

P-8624—KTOD Sinton, Tex., Southern 
Beste. Corp. Has CP: 1590 ke, 500w, lkw-Ls, 
DA-2, unl. Req MP: Change nighttime direc- 
tional antenna system 

BP-13256—KATI Casper, Wyo., KATI Corp. 
Has: Bg 250w, unl. Req: 1400kc, 250w, 

w-. 

BP-13258—WKLK Cloquet, age fee 
nome. Co. Has: en 250w 
1230ke, 250w, 1lkw-LS, 

BP-i3259—KNOC Natchitoches, La., Nat- 
cmon = Bestg. Co. Has: — 250w, unl. 


4 1 - nl. 

'BP-13260—New, Englewood, Tenn., Engle- 
wood Bestg. Co. Req: 1360kc, lkw, kw, ‘Day, 
BP-13261--KSUM nL kw, DCD. UM 
Bestg. Co. Has: 1370ke, 1 kw — 2, u 
1370ke, lkw, 5kw-LsS, 
BP-i363—New, SS way wis, John D. 
Rice. Req: 1270kc, 500w, D. 


nl, Req: 


BP-13265—WPPA Pottsville, Pa., Pottsville 
Bestg. —_ Has: 1360kc, 500w, lkw “LS; DA-N 
unl, : 1360kc, 500w, 5kw-LsS, DA-2, unl. 

BP-13 New, Cumming, Ga... Sawnee 
Bey. Ss, Pel ates, id “City."s.0 

- —_ Siok Heart 
of Black ¢ Hills Station. _ ke, a, unl. 
250w, 1 to, a 
HE, -13269 “KLOG ae, Wash., James D. 
igson. Has: c un eq: 1490 kc, 
250w, lkw-LsS, unl. uA 

BP-13272—New Newnan, Ga., Radio New- 
nan. Req: 1300kc, 500w, D. 

BP-1 is—New, Bartlesville, Okla., B-D 
Bestr. — , 500w 

BP-1327 New, Victorville, Calif., George 
Shane. Req: 50ke, 250w, 

BP- “isstteeNew, Vietorvitle, "Calif. Jerry 
Carr. Req: 1590kc, 500w, D 

ee ee Yauco, PR., Ponce Bestg. 
Corp. Req: 1550kce, 250w, unl. 

BP-13279—KVEN Ventura, Calif., Coast 
Ventura Co. Has:: 1450kc, om unl. Req: 
1450ke, 1kw-Ls, DA-D, unl. 

BP-i3280—WSWW Platteville, Wis., South- 

a : 1590kce, ikw, D. Req: 
1590kc, 500w, 1kw-LS, DA-N, unl. 

BP-13281—New, Blue Ridge, Ga., Fannin 
County Bestg. Co. a 1440kc, 500w, D. 

BP-13285—WBNY uffalo, N.Y., WBNY 
Inc. Has: re 250w, unl. Rea: 1400kc, 
250w, 1kw-LsS, 

BP-13286—-WVOS Liberty, NY. Guiliven 
County Bestg. Corp. Has: 1240kc, ’250w, unl. 
Req: 1240kc, 250w, 1kw-LS, unl. 

B p-13288—New, Indianapolis, Ind., WIFE 
Ce. Re 1150kce, ikw, D. 

-13289—KANA Anaconda, Mont., Tri- 
oanee Radio Corp. Has: 1230kc, 250w, unl. 
Req: 580kc, lkw, D. 


Applications on which 309(b} letters 
have been issued: 


BP-13236—KENM Portales, ne, Plains 
og Co. Has: 1450kc, 250w, unl. Req: 1450 
aa bag 1kw-LsS, unl. 

13240—New, Shippensburg, Pa., Town 
500w, D. 


Radio Inc. .. oe 1480kc, 
BP-13264— AS Springfield, Mass., 
MAS Inc. Has: ey 250w, unl. Req: 
1450ke, 250w, Ikw-LS, unl. 
aie eee WOsH Osnkosn, Wis., LS eg. Ra- 
o Cor as: c, 250w, unl. Req: 
1490kc, lkw-LsS, unl. | ™ 
__BP-i3gi0—WMiN St. Paul, Minn., Franklin 
. Co. Has: 1400kc, 250w, unl. "Req: 1400 


-LS, unl. 
“BP-13zt1—New, Greenville, Tenn., Greene 
Count: . Co. Req: 1450ke, 250w, unl. 


BP- Borie VWSC Glens Falls, N.Y., Nor- 
mandy Bestg. Corp. Has: 1450kc, 250w, unl, 
Req: 1450ke, 250w, 1kw-LS, unl. 
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SALES STRENGTH? ADD THE “PULL” OF 
WESTERN UNION TELEGRAM-PLUS SERVICE! 


Your product sample, booklet . . . whatever you want 
to promote . . . is delivered to everyone on your list 
together with an interest-compelling telegram. That's 
the double impact of Western Union Telegram-Plus 
Service. All you have to do is supply the message, 
list and material. 

Wire us collect for complete details. Address: Western 
Union, Special Service Div., Dept.7-B, | w York, N. Y. 


WESTERN UNION 


SPECIAL SERVICES 
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OUR RESPECTS TO... 
Pinckney Brewer Reed 


In 1952 P.B. Reed, more familiarly 
hailed as “Pincky” by his host of friends, 
was one of 10 men among the vast 
RCA work force who were awarded 
the RCA Victor award of merit, highest 
honor bestowed by the giant electronics 
firm on an employe. 

What did he do to deserve the honor? 

Very simple. In 1950 RCA handed 
over to Mr. Reed the Government Serv- 
ice Dept., then comprising 37 people 
and doing about $300,000 worth of 
business a year. 

When he left the job in 1957, the 
department employed more than 5,000 
and was doing $35 million annually. 

RCA explained the award went to 
Mr. Reed because of the “dynamic 
growth of the -Government Service 
Dept.” 

The ability to do a superior job is 
one of the attributes of 51-year-old 
Pinckney Brewer Reed, now vice presi- 
dent in charge of RCA’s Washington 
office handling commercial and govern- 
ment business and soon to be named 
vice president of government market- 
ing in charge of the electronic data 
processing division. 

Structural Savvy ® Another attribute 
is Mr. Reed’s wide ranging knowledge 
of the RCA complex. Company-wise, 
the amiable Chicagoan was weaned on 
Photophone, served as a tech rep with 
the Navy during World War II, sold 
broadcasting, communications and other 


engineering products in postwar years — 


and was in charge of RCA’s Interna- 
tional Sales before coming to his pres- 
ent Washington job early in 1959. 

He probably knows a little more 
about his company’s divisions, products 
and peopie and about Washington gov- 
ernmental activities and people than 
anyone else on the commercial side of 
the RCA empire. 

That makes him a natural for the 
supervisory job he now holds: over- 
seeing such burgeoning RCA activities 
as data processing, astro-electronics, de- 
fense electronics, laboratories, electron 
tubes and semiconductors, broadcast 
and tv equipment, communications ap- 
paratus and international sales. 

He’s a member of the RCA executive 
council and of the general managers 
group. He reports to Fred M. Farwell, 
RCA vp for marketing. In his new 
position he will report to D.H. Kuns- 
man, electronic data processing division 
vice president. 

Togetherness ® One of Mr. Reed’s 
early accomplishments in Washington 
was the fruition of a decade-long at- 
tempt to centralize the numerous RCA 
offices in the Nation’s Capital. He 


BROADCASTING, July 18, 1960 


brought 90% of them under one roof 
last May in what is now known as the 
RCA Building at 1725 K St., N.W. 

Mr. Reed joined RCA in the de- 
pression year 1930. He started with 
the Photophone: division in Chicago 
and in the next seven years covered 
the midwest, installing and repairing 
this motion picture sound gear. He 
became a regular sales engineer for 
RCA equipment in that time, selling 
broadcast and communications equip- 
ment as well as movie projectors and 
sound apparatus. 

When war came in 1941, he was a 
natural as a tech rep in this industry- 
military program which assigned ci- 
vilian experts to military units to in- 
struct and trouble shoot the immensely 
complicated and brand new “Buck 
Rogers” devices coming from war-time 
military and industrial laboratories. 

Sub Chaser ® He was assigned to the 
Navy where he worked mainly on sonar 
and radar. He was stationed at East 
and Gulf Coast shipyards and later 
with the Fourth Fleet at Recife, Brazil. 
Several times he was aboard destroyers 
and PT boats in live pursuit of enemy 
submarines off South America. This 
period is recalled by a shingle at his 
home identifying him as an honorary 
member of the Brazilian navy. 

In 1944, with victory in sight, Mr. 
Reed was assigned to the Navy’s 
Bureau of Ships in Washington. The 
following year he was reassigned to 





RCA’s REED 
He had no time for training 


RCA’s Washington office as a specialist 
in government contracts. 

This was the period when television 
began reaching for its present eminence. 
Radio also awoke from its wartime hi- 
bernation and resumed its unparalleled 
growth. 

Although Mr. Reed was the govern- 
ment contracts man, he found himself 
selling tv transmitters and other gear to 
broadcasters. He sold two or three of 
the first few tv transmitters bought by 
broadcasters. He also sold the first post- 
war 50 kw am transmitter. 

Old Friend ® Mr. Reed’s interest in 
radio is of long standing. During his 
high school days in the 1920s he was 
bitten by the radio bug, but his interest 
was more than amateur. He soon had 
worked up an income building $100 
and $150 radio sets for friends. 

In 1947, he left Washington to be- 
come regional sales manager of engi- 
neering products, with headquarters in 
Cleveland. In 1948 he was brought 
to Camden as national field sales man- 
ager for all engineering products (in- 
cluding broadcast equipment). 

In 1950 he was made a vice presi- 
dent of RCA Service Co. and took over 
the Government Service Dept., and in 
1957 was made a vice president and 
placed in charge of RCA’s International 
Sales, handling the multi-million-dollar 
export business. In May 1959 he was 
assigned to Washington. 

This fits, too. In his 30 years with 
RCA, Mr. Reed has made one trip 
around the world, 10 round trips.to 
Europe and four round trips to the Far 
East. This is good experience to have 
in Washington where you never know 
whom you will run into. 

Chicago Start ® Mr. Reed was born 
Jan. 21, 1909 in Mobile, Ala., and 
brought up in Chicago by his widowed 
mother (his father died when he was 
9). After high school, Mr. Reed went 
to work for Zenith Radio Corp. and 
Temple Radio Co., while attending 
Armour Institute of Technology. 

Mr. Reed’s given name, Pinckney, 
comes from his mother’s southern 
heritage. She’s related to the South 
Carolina signer of the U.S. Constitution. 

The RCA vice president lives with 
his wife, the former Imogene Groff of 
Birmingham, in Fairfax County, Va. 
They were married in 1937 and have 
two sons. Mr. Reed has one hobby, 
deep sea fishing, but he seldom finds 
time for it these days. 

There’s one skeleton in the Reed 
closet. 

When he first joined RCA in 1930 
he was scheduled to receive two weeks’ 
training. After the first day, RCA 
rushed him out to Dubuque, Iowa, on 
an emergency repair job and kept right 
on assigning him to other jobs. He never 
did complete that two weeks. 
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EDITORIALS 





Cases in point 


N THE past two weeks there have been dramatic illustra- 

tions of (1) the idiocies of federal editorial control over 
a medium of journalism and (2) the virtues of freedom. 

On July 7, by government decree, a national television 
network was obliged to present a freak show featuring Lar 
Daly, a candidate for the Democratic nomination for presi- 
dent recognized by no one but himself and the FCC. 

Last week, in the absence of a government decree, tele- 
vision and radio covered a national political convention more 
thoroughly and more informatively than any similar event 
had ever been covered before. 

Mr. Daly was exposed to a national television audience 
because the law requires broadcasters to give equal time to 
all candidates, however obscure, on all programs except those 
in the general category of news. 

The Democratic convention was accorded wide-ranging 
coverage because, for the first time in 33 years, broad- 
casters were able to interview all newsworthy participants 
without worrying about granting equal time to their rivals in 
local political races. The convention, a special news event, 
was exempt from the equal time requirements. A 1959 
amendment to Sec. 315, the political broadcasting law, 
removed newscasts, news interviews and coverage of news 
events from the provisions of the section. 

In previous political conventions broadcasters had been 
forced to avoid on-the-air discussions with many conven- 
tion participants who were also candidates in local races. 
A station or network that interviewed a delegate who was 
also a candidate in his home town or state ran the risk of 
having to give equal time to his opponents from other 
parties. Under such circumstances’ newsmen were given 
lists of convention participants to avoid, even though 
those who were avoided were in possession of significant 
convention news. 

The removal of that absurd restriction gave broadcasters 
last week the freedom to interview at will. And the result was 
a heads-up job of coverage. 

When Congress reconvenes next month, a further modifi- 
cation of Sec. 315 will be up for House consideration. 
Already passed by the Senate is a joint resolution suspend- 
ing Sec. 315 for presidential and vice presidential candi- 
dates during this campaign. 

This resolution deserves the support of all broadcasters. 
But it must be considered no more than a preliminary to the 
final job that must be undertaken when a new Congress 
meets next year—the total repeal of Sec. 315. 


The political payoff 


ROADCASTERS took it on the chin again last week in 

Los Angeles. At the very least they expected a pat 
on the back from the Democratic national convention. In- 
stead the party’s platform picked up those ugly epithets 
payola, quiz-rigging, corruption and sadistic violence, born 
of the House Oversight inquisition and magnified beyond 
any reasonable resemblance to the facts. These subjects 
had no place in the party platform. 

The gratuitous slaps were spliced into the platform in 
lieu of a plank on freedom of communications. Informal 
overtures had been made to the committee to reassert the 
party’s faith in the freedom of broadcasting as the modern 
extension of the free press. 

Why? We need not look beyond the membership of the 
platform committee. Oren Harris of Arkansas was a mem- 
ber. He wanted nothing in the platform that would undercut 
his Oversight freeway to the headlines. Evidently no one 
else on the committee cared—not even its chairman, Chester 





Bowles, the Connecticut congressman who made his for- 
tune in the advertising agency business. 

Next week it will be the Republicans in Chicago. They 
too will have a platform that can be stood on or walked 
around, as their candidates wish. Will they grasp the op- 
portunity that their Democratic opposition muffed? Or will 
they too echo those libels against all broadcasters , because 
a few feet slipped way back a year or more ago? 


Put it in writing 


OMETIMES we're surprised that television ever gets on 

the air at all. 

We're not talking about the difficulties to be overcome 
in covering a sprawling, brawling political convention, 
which by its nature is an adventure in loosely organized 
chaos. The problem we have in mind is closer to a daily 
than a quadrennial consternation and is getting worse. 

We're talking about the sheer volume of paper work 
necessary nowadays to do business with all the people mak- 
ing a living in television production. Nobody stirs without 
a contract. At last count—which was made last week by 
BROADCASTING and is described elsewhere in this issue—the 
networks had contracts with 80 different unions and locals, 
some of which require more than a score of subcontracts to 
spell out different terms for different member categories, in- 
cluding parking-lot attendants. These terms are meticulous 
in their detail, often prescribing lunch hours and carfare 
as minutely as job assignments and pay scales. Many of the 
specifications sound ridiculous or unnecessary. 

Union and management people both argue that such 
detail is essential to self-defense, that unless everything is 
spelled out, down to the last coffee break, the other side— 
or some other union—will take advantage of the omission 
and the result will be endless wrangling if nothing worse. 
Perhaps so. 

The evolution of labor-management relationships cer- 
tainly has not reached the utopian point where complete 
mutual trust can be expected. But are they still at the point 
where unions and employers must suspect each other at every 
turn? What is to be gained by either side from the feeling 
that a man will refuse to turn around unless his contract 
requires him to do so—or that he will be asked to move 
mountains unless his contract forbids it? 

Unless some sense is introduced into employe-employer 
relations, the business of broadcasting will remain unneces- 
sarily complicated and costly, and some of tv’s most imagina- 
tive writing will continue to be found in union contracts. 
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Drawn for BROADCASTING by Sid Hix 


“I’ve found a new way to lose weight fast . . . Be investi- 
gated!” 
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Best stations 
are First... Arizonn Boucation 


KOOL-RADIO- TELEVISION, INC., CBS Asso ation 


Yu HONORS —_ 


In Recognition of Outstanding : 









Phoenix, is justly proud of the many 


Awards and Letters commending the 


Service to Publie Education as 


station’s service to the public. 
Ox. . ee 
First tn Service 


To be first in service is the proudest achievement of Arizona’s great- 
est broadcasting station, affiliated with the Columbia Broadcasting Sys- 


tem, jointly dedicated to building a greater nation and a greater Arizona. 








First in Ratin ys 


net in ratings! Latest ARB! KOOL-TV—CBS— 
highest Gidhinee rating from 9:00 A.M. to 12:00 midnight! 


HIGHEST STATION SHARE OF SETS IN USE 
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